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Titulo:
Place Branding

Resumo: Esta obra tem como objectivo dar a conhecer a investigacdo na area do Place Branding em paises
de lingua portuguesa e espanhola, em torno de trés tematicas: City Branding; Destination Branding e Nation
Branding). Surge no ambito de duas primeiras edi¢des da Conferéncia Ibero-Americana de Place Branding,
organizadas pelo GI em Comunicac¢io Estratégica e Processos de Tomada de Decisao do Instituto de Comu-
nica¢ao da Nova.

Palavras-chave: Place Branding, City Branding, Destination Branding, Nation Branding

Title:
Place Branding

Abstract: This work aims to present research in the area of Place Branding in Portuguese and Spanish-speak-
ing countries, around three themes: City Branding; Destination Branding and Nation Branding). It comes
within the scope of the first two editions of the Ibero-American Conference on Place Branding, organized by
the Research Group on Strategic Communication and Decision-Making Processes of the Instituto de Comu-
nica¢ao da Nova.

Keywords: Place Branding, City Branding, Destination Branding, Nation Branding



Introducao 5

Denise Henriques Quintela 9
Country & city brand towards
foreign students atraction:

a comparative case study

between Portugal/Lisbon and
Spain/Madrid

A Marca Pais e a Marca Cidade na

captagado de estudantes estrangeiros:

estudo de caso comparativo entre
Portugal/Lisboa e Espanha/Madrid

Alexandre Duarte 21
Location as a factor of

magnetismo for international
students: the case of Portugal

A localizagdo como factor de

magnetismo para estudantes

internacionais: o caso de Portugal

Deolésio Mendes, Ana José, 42
Joaquim Mourato

Territorial Marketing in the
Development of Sustainable

Cities — Proposal for the

Autonomous Region of Principe
Marketing territorial no desenvolvimento

das cidades sustentdveis — Proposta para

a Regido Autonoma do Principe

Luiz Fernando Manhaes 56
da Silva, Ana Duarte Melo

Um ponto de encontro movel:

o logdtipo tridimensional como
centro simbolico das cidades

A mobile meeting point: the three-

-dimensional logo as the symbolic center

of cities

Alexandre Duarte, Joao Braga 72
It’s a Brand? It’s a Place?

No, it’s Oporto’s case.

¢Es una marca? ¢Es una ubicacion?

No, es el caso “Oporto’.

Indice

Luis Branco Barros, 83
Teresa Barros

“How to internal stakeholders

relate with the place brand:

The case of Porto and Sao Joao

da Madeira”

Como se relacionam os stakeholders

internos com a mavca local: o caso

do Porto e de Sdo Jodo da Madeira,

Paula Malamud, Marco 101
Neves, Gabriel Patrocinio

Design and co-creation

in place branding: the case

of Porto Alegre

Design e co-criagdo no place branding:

o caso de Porto Alegre

Tarik AlHassan, 115
Alexandre Duarte

Nation Branding: the impact

of Surveillance on a country’s
reputation

Nation Branding: o impacto

da Vigildncia na reputagdo de um pais

Andreia Moura, 128
Joao Morais

As grandes ondas da Nazaré

apos as ondas pandémicas:

Caminhos para a gestao das

marcas destino

Nazareé big waves after pandemic waves:
Pathways for destination branding



Introducgao

Ana Margarida Barreto Nuno Correia de Brito

Universidade Nova de Lisboa, Faculdade Universidade Autonoma de Lisboa. Instituto
de Ciéncias Sociais e Humanas, Instituto de Comunica¢ao da Nova—ICNOVA

de Comunicac¢ao da Nova — ICNOVA nmcbrito@hotmail.com
ambarreto@fcsh.unl.pt

Joao Freire

IPAM. Universidade Europeia. Instituto
de Comunicac¢ao da Nova — ICNOVA
jrmfreire@gmail.com

As ultimas décadas do século XX caracterizaram-se por um aprofundamento do mo-
vimento de globaliza¢do e, consequentemente, por um agravamento do ambiente concor-
rencial. Localidades (paises, cidades, regioes, estados, etc) competem entre si, ndo so para
atrair recursos tao dispares como investimento, trabalhadores ou turistas, mas também para
promover as suas exportagoes.

Este movimento crescente de migragdes e de recursos sofreu um retrocesso durante o
ano 2020, marcado pela epidemia Covid-19, o que fez com que gestores de marcas territo-
riais em todo mundo repensassem as suas decisOes estratégicas. Para diferentes publicos-al-
vo emergiram novas prioridades, que contribuiram para uma reconfigurac¢ao da oferta e das
mensagens. Como sucedeu em diferentes momentos da Historia, tem sido a capacidade e a
velocidade de diferentes institui¢des e organizagdes de se adaptarem aos novos desafios que
tem permitido atenuar o impacto da epidemia em diferentes sectores economicos e sociais,
agora mais dependentes de investimento.

A semelhanca dos gestores que assumem as suas marcas como instrumentos fundamen-
tais para a sobrevivéncia num mercado cada vez mais concorrencial e volatil, também os res-
ponsaveis por localidades olham e entendem o conceito de marca como uma ferramenta critica
para garantir a sustentabilidade do seu pais, regiao ou cidade. Mas, ao contrario das tradicionais
marcas comerciais, as marcas geograficas tém uma complexidade e uma abrangéncia imensa.

A gestao das marcas geograficas, ou o Place Branding, envolve areas cientificas tao dis-
pares, mas complementares, como a Comunica¢ao, o Marketing, a Sociologia, o Turismo, o
Urbanismo, a Geografia, o Design, as Rela¢des Publicas, a Diplomacia e as Rela¢Ges Interna-
cionais. Talvez por isso, ndo obstante a sua curta longevidade, o Place Branding conquistou
nos ultimos 20 anos uma relevancia assinalavel, a contar pelos mais de 20.000 artigos cienti-
ficos editados entre 0 ano de 2000 e 2020 em todo o mundo.

Refletir sobre estes processos inerentes ao “lugar”, enquanto espago econdmico, social
e cultural, e dar a conhecer a investiga¢cdo na area do Place Branding em paises de lingua
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portuguesa e espanhola, foram os objetivos das duas primeiras edi¢oes da Conferéncia Ibe-
ro-Americana de Place Branding, realizada na Universidade NOVA de Lisboa — FCSH, em
2020 e 2021, e organizada por um conjunto de investigadores do Instituto de Comunicagao
da Nova (ICNOVA).

Em virtude da complexidade e da abrangéncia da tematica, as duas primeiras edi¢gdes
da conferéncia organizaram-se em torno de trés tematicas: City Branding; Destination Bran-
ding e Nation Branding.

Enquadram-se na tematica City Branding todas as apresentagoes inerentes ao desen-
volvimento e gestdo de marcas-cidades. As cidades sdo realidades complexas, quer pela
abrangéncia dos seus publicos-alvo, quer pelo numero de atores publicos e privados que ope-
ram no territorio. O desenvolvimento de uma estratégia de marca para cidades pode ser visto
como um mecanismo de alinhamento de estratégias de diferentes atores. Comunidades lo-
cais, populagdes residentes e urbanismo sao alguns dos elementos que deverao estar sempre
presentes no desenho das estratégias das marcas-cidades.

Jano campo do Destination Branding, incluem-se as investiga¢cdes que lidam com a loca-
lidade enquanto destino turistico. O turismo para a generalidade dos paises ¢ uma das maiores
industrias exportadoras. Paises, regioes e cidades trabalham as suas marcas para diferencia-
rem a sua oferta, atrair turistas e simultaneamente garantir a satisfacao com o consumo.

Finalmente, no Nation Branding compreendem-se os artigos que exploram, do ponto
de vista teorico ou pratico, o conceito de “marca pais”, isto €, a reputag¢do de um pais e da sua
populacdo nas diferentes dimensoes (cultura, administragcdo, pessoas, exportagoes, turismo,
investimento e imigra¢ao), e a sua influéncia nos processos de public diplomacy.

Este primeiro e-book ICNOVA inteiramente dedicado as marcas territoriais € organiza-
do e editado pela comissao cientifica das duas primeiras edi¢oes da Conferéncia Ibero-Ame-
ricana de Place Branding e reune os diferentes trabalhos apresentados e debatidos aquando
das duas referidas conferéncias

Denise Quintela (CIES; ICNOVA) introduz a lista de artigos convidando-nos a reflec-
tir o tema da diplomacia publica, relacionando-o com os conceitos de Nation Branding e de
City Branding no contexto do ensino superior, comparando as realidades portuguesas e es-
panhois, com o artigo intitulado “Country & City brand towards foreign students attraction:
a comparative case study between Portugal/Lisbon and Spain/Madrid”.

No seguimento desta linha de reflexao esta o artigo de Alexandre Duarte (CECS—U. Mi-
nho/IADE/U. Catdlica), “Location as a factor of magnetism for international students: the case
of Portugal”, no qual o autor explora o conceito de esteredtipo, associado a atratividade das insti-
tui¢coes de ensino superior, compreendendo aimportancia das estratégias daquelas institui¢oes
para as decisOes da escolha dos estudantes para viver temporariamente num pais estrangeiro.

Resultante de uma investigacao de Mestrado, a proposta de Deolésio Mendesa, Ana
José e Joaquim Mourato (Instituto Politécnico de Portalegre), para o desenvolvimento de
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uma marca territorial para a Regido Autonoma do Principe (Sao Tome e Principe) apresenta
conceitos e processos ancorados no prisma da marca em “Territorial Marketing in the Deve-
lopment of Sustainable Cities — Proposal for the Autonomous Region of Principe”.

Com uma analise que recai sobre o efeito dos logotipos tridimensionais no processo de
city branding, o artigo “Um ponto de encontro mével: O logétipo tridimensional como centro
simbdlico das cidades”, da autoria de Luis Manhaes Silva; Ana Melo (CECS — U. Minho),
propoe uma reflexao sobre os espacgos das cidades e o papel do design como forma de criar
sociabilidades e relacdes emocionais no processo de constru¢ao de branding das cidades.

Alexandre Duarte (CECS — U. Minho; IADE; U. Catdlica) e Joao Braga (U.Catolica)
apresentam um estudo de caso que nos permite compreender melhor as dinamicas da cria-
¢do de branding territorial em “It’s a Brand? It’s a Place? No, it’s Oporto’s case”.

Com uma pesquisa de base sobre os publicos interessados, associada ao conceito de
place branding, num formato de estudo de caso, Luis Barros e Teresa Barros apresentam
as suas conclusées no artigo “How to internal stakeholders relate with the place brand: The
case of Porto and Sao Jodo da Madeira”.

Em “Design and co-creation in place branding: the case of Porto Alegre”, Paula Mala-
mud, Marco Neves, Gabriel Patrocinio, sugerem a aplicacdao de processos comunitarios
de design ao desenvolvimento de marcas territoriais, atraves do estudo de caso da cidade de
Porto Alegre, no Brasil.

Resultante de uma investigacdo de doutoramento, o artigo “Nation Branding: the im-
pact of Surveillance on a country’s reputation”, de Tarik AlHassan (U. Catolica), Alexan-
dre Duarte (CECS —U.Minho; IADE; U.Catolica) fazem uma analise acerca do fendmenos
que marcam a sociedade contemporanea sobre a vigilancia e como estes estao implicados na
reputagao dos paises.

Por ultimo, no artigo "As grandes ondas da Nazaré apos as ondas pandémicas: caminhos
para a gestdo das marcas destino" Andreia Moura e Joao Morais mostram como uma crise
pode constituir uma oportunidade de reflexao e de inovagao. Por meio de uma analise docu-
mental, os autores mostram as abordagens da marca Nazaré antes e durante o risco pandémico.

Certos de que esta publica¢ao ira contribuir para o crescimento da area Place Branding
num contexto ibérico e latino-americano, incentivando a sua investiga¢ao nos diferentes ci-
clos de ensino (licenciatura, mestrado e doutoramento), incitamos que esta seja a primeira
de muitas publica¢Ges sobre tao interessante, proficuo e eclético dominio cientifico, que se
pauta pela trans- e interdisciplinariedade.

Lisboa, Janeiro de 2022
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Abstract: In the beginning of the 21st century started to grow the idea of economic competitiveness linked to
the identity and image of territories. In 2007, Anholt introduced the competitive identity concept, postulating
that each place, regardless of its size or economic development, has unique characteristics that allow it to be
competitive in niche markets. In addition, Anholt developed models of Hexagon to measure the image of coun-
tries and cities. The City Brand Hexagon (2006; Anholt and Gfk 2015), that is used in this article, measures the
cities” reputation regarding Presence; Local; Prerequisites; People; Pulse; Potential. This last parameter inclu-
des the classification of places including study in higher education institutions. The other five criteria include
assessments that are decisive in choosing the destination to study abroad. This article analysis the mobilization
of the country and city brand to attract international students through a comparative case study between Portu-
gal/Lisbon and Spain/Madrid that includes the observation of the official websites developed by these places to
attract students from other countries, namely by checking which axes of the City Brand Hexagon are mobilized
for this purpose. In addition, it is verified whether these sites, or other results, appear when introducing deter-
mined terms of reference in Google.

Keywords: place branding, Lisbon, Madrid, Portugal, Spain, study abroad, international student, public policy

Resumo: No inicio do século XXI comegou a crescer a ideia de competitividade econdmica ligada a identidade
e imagem dos territorios. Em 2007, Anholt introduziu o conceito de identidade competitiva, postulando que
cada lugar, independentemente de seu tamanho e nivel de desenvolvimento econdmico, possui caracteristicas
unicas que lhe permitem ser competitivo em nichos de mercado. O autor desenvolveu também os modelos dos
hexagonos da Marca Pais (2005), da Marca Cidade (2006) e da Identidade Competitiva (2007), para medir a
imagem externa dos paises e das cidades. O Hexagono da Marca Cidade (2006; Anholt e Gfk 2015), utilizado
neste artigo, mede a reputacgio das cidades em relagio aos seis eixos seguintes: Presenga; Local; Pré-requisitos;
Pessoas; Pulso; Potencial. Este ultimo vetor inclui a classificagdo das cidades enquanto lugares para estudar em
institui¢cGes de ensino superior. Os outros cinco critérios envolvem avalia¢cGes que sdo decisivas na escolha do
destino para estudar no exterior. Neste enquadramento, o presente artigo analisa a mobiliza¢ao da marca pais
e damarca cidade para captar estudantes internacionais. A operacionalizagdo da pesquisa faz-se através de um
estudo de caso comparativo entre Portugal/Lisboa e Espanha/Madrid e engloba a observagao dos sites oficiais
destes locais para atrair estudantes de outros paises, nomeadamente verificando que eixos do Hexagono da
Marca Cidade sao mobilizados para esse fim. Complementarmente, verifica-se se sdo esses sites, ou outros
resultados, que aparecem no Google, quando se pesquisa o tema.

Palavras-chave: marca Pais, marca Cidade, Espanha, Portugal, Lisboa, Madrid, estudar no estrangeiro, estu-
dante internacional, politica publica

Introduction

In an increasingly globalized world, the reputation of a place — a country, a region or
a city — is an asset that needs to be managed, namely through brand policies that include
branding campaigns, in order to guarantee a distinctive positioning at national and interna-
tional levels, and that this differentiation is perceived by internal and foreign audiences.

Various indexes and indicators demonstrate that a good image translates into socio eco-
nomic gains, facilitates the internationalization of companies and the increases the exporta-
tion of goods and services, fosters tourism, attracts talent —including professionals, students
and academics — and captures investors. Aware of this reality, more and more governments
and local authorities have developed brand policies and promoted branding actions. Private
agents have also sought to monetize the association with a good perception of the country,
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region and /or city, to which the good performance of the actors contributes, in a logic of mu-
tual benefit.

But the applicability of brand policies across an exponential number of locations has not
been accompanied by theoretical developments. The issues of place brand do not yet have a
robust theory, based on empirical evidence and comparative methodology (Gertner, 2016).

Seeking to make a contribution on these developments, this article analyzes the mo-
bilization of country and city brand to attract international students, comparing Portugal /
Lisbon with Spain/Madrid, namely by observing, on the official websites developed for at-
tracting foreign students, which of the City Hexagon axes are shown. In addition, it is ver-
ified whether it is the mentioned sites, or other results, that appear when certain terms of
reference are introduced in Google. In this sense, country/city brand policy is understood as
follows (Quintela, 2020):

Transversal, symbolic and instrumental policy that defines the identity and competitive advan-
tages of a country, a region or a city, promoting a consensual image that distinguishes that place
from its competitors in the global market, aiming do attract added value that generates socio-e-
conomic progress — such as increased exports, entreprises internationalization, foreign investi-
ment (money, industry and services), qualified immigration (professionals and students), tourism
growth (including residential), improving the reputation in international media and social ne-
tworks, expanding the influence on world diplomacy and international organizations — and also
working internally as a mechanism for collective mobilization, aggregating interests and streng-

thening self-esteem.

Theoretical framework

P. Kotler, P. D. Haider and I. Rein (1993) introduced the term place marketing, applying
to countries, regions, cities and other places. Moilanen and Rainisto (2009) consider that the
concept has evolved according to the following three phases:

- The birth of place marketing in the first half of the 19th century, in the USA, when it

sought to attract inhabitants of other regions and immigrants to the West Coast, for the

gold rush in the promised land, which resulted into the prosperity of California;

- Inthe 1960s, with the beginning of research on the effects of the place of origin of prod-

ucts and brands on consumer behavior, initially focusing on the concepts of Made in

and Country Of Origin and, later, Product Country Image and Country Equitity, themes
that remain among the most analyzed in international marketing and measured in the
indexes that evaluate the image of places (Papadopoulos, N., A. el Banna, S. A. Murphy

and J. I. Rojas-Mendez, 2012);
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- The current phase, which started in the 1990s, in which, on the one hand, the study
of Destination Image/Branding was developed, concerning the relevance of tourism to
the image of places and, on the other hand, the notion of economic competitiveness
started to be linked to the identity and reputation of places. What Moilanen and Rainis-
to (2009, p. 5) call “strategic ‘niche’ generation of place marketing” and aims to achieve
competitiveness in niche markets to which the place can provide exclusive benefits. This
concept is related to the competitive identity of Anholt (2007), who postulates that each
country (region or city), regardless of its size and degree of economic development, has
unique characteristics that allow it to be competitive in niche markets to which it can
provide exclusive benefits®.

- For the countries, regions and cities to be effectively competitive, it is necessary for in-
ternational audiences to have that perception. There exist dozens of indexes for meas-
uring the image of places, from different perspectives, but one of the most respected is
the one developed through the Hexagon of Country Brand, and the Competitive Identity
Hexagon, which gauges(m) the reputation of the countries in six axes: Tourism; Brands
/ Exports; Policies / Governance; Culture / Tradition; People and Investment, which
includes attracting qualified immigration, namely professionals and foreign students.
Similarly, Anholt designed an hexagon model to measure the image of cities (Anholt,
2006; Anholt and Gfk, 2015) on the following six axes:

1. Presence: the international status of the city, its familiarity/knowledge by foreign
audiences, including in relation to the way it is governed, as well as the contribu-
tion to the globalized development of science and culture;

2. Place: perceptions about the attractiveness of the city regarding the pleasantness
of the climate, urban cleanliness, parks and the architecture of buildings;

3. Pre-requisites: the city reputation related to quality of life, cost of living, accom-
modation, schools, hospitals, transport and sports facilities;

4. People: whether the habitants of the city are affable, welcoming and fluent in dif-
ferent languages and whether the foreigners consider that they would easily inte-
grate into the community and feel safe;

5. Pulse: if there are interesting activities to fill the free time and how exciting the
city is regarding new things to discover;

6. Potential: the perception of opportunities in the economic and educational fields

12

Within this framework, Public Diplomacy also emerges. Public Diplomacy consists in the actions taken by public and
non public actors (governments, local authorities, non governmental organizations, organized groups of citizens,
among other agents) to cultivate public opinion in their countries and abroad (Anholt, 2007). Public Diplomacy has
been instrumental to Soft Power (Wang, 2006), which isthe ability to get what you want by persuading others to
adopt your goals (Nye, 1990 apud Fan, 2008).
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such as easyness to find employment and whether if it is a good place to invest or
study in higher education institutions.

PRESENCE Figure1
City Brand Hexagon
Source: Anholt (2006); Anholt e Gfk (2015)

PLACE POTENTIAL

PULSE PEOPLE

PREREQUISITES

The index resulting from the Hexagon Brand City methodology derives from the appli-
cation of a questionnaire on 50 cities among audiences in 20 developed and developing coun-
tries. Madrid and Barcelona are included in the assessment but Lisbon is not yet. However, this
article does not aim to fill this gap, comparing the image of Lisbon to that of Madrid. This work
intends to observe how each of the cities/countries uses each one of the six axes of the Hexagon
of City Brand to promote the attraction of foreign students, since it is a research perspective
that hasn’t been yet analyzed. To the development of this research, the City Brand Hexagon
was considered more appropriated than the Country or Competitive Identity hexagons.

Nevertheless, the brand of the capital cities of Portugal and Spain appears linked to the
brand of the respective country and is inseparable from it, in a logic of the umbrella coun-
try brand (Olins, 1989). The construction processes of Portugal Country Brand and Spain
Country Brand were initiated in parallel, between 1999 and 2001. Twenty years later, Por-
tugal Country Brand is managed through a tripartite public structure between AICEP Portu-
gal Global-Agency for Investment and Foreign Trade of Portugal, dependent on the Ministry
of Foreign Affairs; Turismo de Portugal, I.P.; and IAPMEI-Agency for Competitiveness and
Innovation, both under the supervision of the Ministry of Economy and Digital Transition.
To this dynamic is added the management of Portugal Sou Eu, by the Portuguese Business
Association, Chamber of Commerce and Industry (AEP), with the involvement of sectoral
partners, including associations, confederations and companies, and financed by structural
funds from the European Union (EU) (Quintela, in press). The Spain — Global Spain Brand —
is managed by a Secretary of State of the Ministry of Foreign Affairs, Union Europeay Coop-
eracion, created in 2018, also having a High Commission. As it is writen in Wikipedia (2020):
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Marca Espana is an initiative of Spain government and a state policy which aims to improve the
image of the country abroad and among Spaniards. It began in 2012 and its efficiency resides in the
medium and long term through the promotion of the foreign image of Spain in the economic, cul-
tural, social, scientific and technological fields. In September 2018, the Minister of Foreign Affairs,
European Union and Cooperation, Josep Borrell, changed the name to Global Spain. From then
on, it is the Secretary of State for Global Spain who manages this policy. The project rests on three
premises:

- Marca Espana is an inclusive project, far from political ideologies;

- Disseminates the positive aspects of Spain and spreads the image of a modern, innovative and
talented country;

- Having a positive image as a country in the rest of the world influences the economic and social

well-being of the population. Hence the importance of Country Brand.

In addition to this institutional management, both country brands have benefited, and
have been benefited, from bottom up actions by stakeholders and civil society, which also
happens in the Lisbon and Madrid brands, both managed by the respective city councils, and
reinforced by branding campaigns developed by tourism institutions and resulting from alli-
ances between public and private entities.

Methodology

The methodology used in this article is qualitative, based on the case study, as it allows
an exploratory observation of contemporary phenomena, and an inductive analysis based on
real data, enabling a micro interpretation, but which can be replicated in other framework
(Bryman, 2012). In this context, a comparative approach is used between two case studies
— the one of the Portugal Brand/the City of Lisbon Brand and the Spain Brand/the City of
Madrid Brand.

The choice of these case studies, and their comparability, results from the following
factors: 1) geography, since both countries form the Iberian Peninsula; 2) simultaneous brand
building process in both countries; 3) community of speakers of the largest in the world, both
in relation to Portuguese and Castilian; 4) accession to the EU at the same time, in 1986; 5)
parallel integration of both countries in the Bologna process; 6) competition between the two
destinations to attract international students.

This research aims to understand, through the contents of the official Spanish and Por-
tuguese websites specifically designed to attract foreign students, which points of the six of
the City Brand Hexagon — Presence; Local; Pre-requisites; People; Pulse; Potential — are
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mobilized. The official websites analyzed are those found. Namely: 1) Study in Lisbon; 2)
Study in Portugal; 3) Study in Spain; 4) Studying in Spain; 5) Study & Research in Portugal.
Since no specific website of studying in Madrid was found, the city is studied within the Span-
ish websites mentioned above.

In addition, it is observed if are these specific official sites, or other official sites and
which (of universities? Ministries? Administration?), or unofficial sites and with what typol-
ogy (advertising or recruitment agencies for foreign students; media; social networks) that
appear when the following search terms are entered into Google: “Estudar em Portugal”;

”», « ”», «

“Estudar em Portugal para estrangeiros”; “Estudar em Lisboa”; “Estudar em Lisboa para
estrangeiros”?; “Study in Portugal”; “Study in Lisbon”; “Estudiar en Espafia”; “Estudiar en
Espafia para extranjeros”; “Estudiar en Madrid”; “Estudiar en Madrid para extranjeros”;
“Study in Spain”; “Study in Madrid”. Based on this selection of analogous terms, we observe
the first 10 results that appear, as they are generally the most widely read on the various de-
vices. The choice of the internet — official and unofficial sites — and the Google search en-
gine, is justified because they are the main means of searching for information worldwide

and for allowing equity in the comparison between the two cases.

Study in Portugal/Lisbon and study in Spain/Madrid

When you text “Estudar em Portugal” in Google, it directs to advertising platforms and
recruitment agencies aimed mainly at the Brazilian market. “Estudar em Portugal para es-
trangeiros”, on the other hand, directs you first to the website of the Portuguese Foreigners
and Borders Service (SEF), followed by articles in the media and advertising. When writing
“Estudar em Lisboa”, one accesses mainly to media, although the University of Lisbon (UL)
website appears. However, by placing “Estudar em Lisboa para estrangeiros”, you will find
SEF again, the UL and the New University of Lisbon (NOVA) websites, media and advertising.

In the Spanish case, both “Estudiar en Espafia” and “Estudiar en Espafa para extran-
jeros” send to the Ministry of Foreign Affairs, Union Europea y Cooperacidn, followed by ad-
vertising. “Estudiar en Madrid” refers to media, advertising and to the websites of the Uni-
versidad Complutense de Madrid (UCM), the IFM Business School (Universidad de Nebrija)
and the Universidad Carlos III de Madrid. “Estudiar en Madrid para extranjeros” runs for
media, advertising, StudyinSpain official website and UCM website.

From this data it can be inferred that, with regard to the allusion to the country, Portugal

2 Meaning in English study in Portugal; study in Portugal for foreigners; study in Lisbon; study in Lisbon for foreigners.
3 Meaning in English study in Spain; study in Spain for foreigners; study in Madrid; study in Madrid for foreigners.
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only provides official information if the word “foreigner” is placed. In addition, it does not
direct to any specific official website for the target audience. Thus, advertising and the media
can be considered to prevail. In relation to Lisbon, there is some presence of public universi-
ties websites.

Regarding Spain, there is a greater prevalence of official information from the Ministry.
Despite publicity and the media also have a strong presence, especially when Madrid is intro-
duced into the equation, which also highlights the Spanish capital's universities and shows
the StudyinSpain website, which doesn’t happen in the Portuguese case.

When “Study in Portugal” is placed on Google, the first result is the official Study &
Research in Portugal website, followed by advertising and the Study in Portugal Network
(SiPN)+website. The term “Study in Lisbon” also highlights the official Study in Lisbon web-
site, followed by advertising and the websites of the University of Lisbon (public) and Univer-
sity European (private).

When inserting “Study in Spain”, as in the Portuguese case, you are referred to official
websites — studying-in-spain and studyinspain — followed by advertising, but unlike Lisbon,
the search for “Study in Madrid” only directs you to advertising and recruitment platforms
for foreign students.

Through the analysis of the official sites of Portugal/Lisbon and Spain/Madrid mir-
rored in figure 2, it can be considered that all mobilize the six axes of the City Brand Hexa-
gon. All give equal importance to the Pulse vector (entertainment), the Study in Portugal and
the Study in Spain are the ones that give more relevance to the Prerequisites (quality of life;
cost of living; accommodation), valuing a concept of country brand, although the Lisbon city
brand is also evident at this point.

. Figure 2
Comparison of the official
5 websites of study in Spain/Madrid
and Portugal/Lisbon
4 Source: Produced by the author
for this article
3
2
1IIIIIIIII l IIIIII
0
Potential Presence Place Pre-Requisites People Pulse
m StudyinPortugal m Study&ResearchinPortugal
StudyinSpain StudyinginSpain
m StudyinLisbon
4 SiPN is a network of the Luso American Foundation for Development that recruits North American students to study

in Lisbon universities for a semester.
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However, when detailing the analysis, we find other observations, as presented in Tables 1
and 2, that show on the five sites the sub-axes included in each axis of the City Brand Hexagon.

Subtitle:

a) http://www.studyinlisbon.pt/

b) http://studyinportugal.net/

c) https://www.study-research.pt/

d) http://www.studyinspain.info/en/

e) https://www.studying-in-spain.com

Table 1
Comparison of the official websites of study in Spain/Madrid and Portugal/Lisbon

Presence Place Pre-requisites
Science Culture Govern- Climate Cleanli- Architec- | Parks Quality Cost Accom- Schools Transport | Sports
ance ness ture of life of Living | modation | Hospitals facilities
! v v | vV VvV | VvV Vv v
b
v v v | VvV |V v | Vv
R v v
d
v v v v
‘ v v | vV VvV | VvV Vv

Source: Produced by the author for this article

Table 2
Comparison of the official websites of study in Spain/Madrid
and Portugal/Lisbon
People Pulse Potencial
Affable Fluentin Entertainment Study at Work Invest
foreign universities
languages
Vv v v
b v v v v
¢ Vv v v v
d v v v
¢ Vv v v v v

Source: Produced by the author for this article
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The following observations can be extracted from the tables above:

1) Although all sites denote the Presence axis, what prevails in this is familiarity/
knowledge by foreign audiences. The contribution to globalized development is
only highlighted by Study & Research in Portugal, in relation to science, and by
Study in Spain, regarding culture;

2) In Place, all sites highlight the climate, a Spanish and a Portuguese mention archi-
tecture and only Lisbon values green spaces;

3) Inthe Pre-requisites, prevails the quality of life, followed by the cost of living and
accommodation, aspects highlighted mainly on the Portuguese websites of Lis-
bon and Study in Portugal, which are also the only ones that draw attention to the
sports facilities. The Lisbon website does not disclose the city’s transport network;

4) As for People, all emphasize the affability, hospitality and ease of integration of
foreigners, in a safe environment, especially emphasized by Portugal, as with lin-
guistic proficiency, although the Spaniards highlight, similarly to the Portuguese,
the expansion of their language in the world and its value for the global job mar-
ket;

5) In the Pulse, there is an appreciation of tourism, leisure and entertainment as
strong attractions for both places;

6) Regarding the Potential, all the sites focus on the quality of higher education, but
only one Portuguese and a Spanish site refer to the possibility that students may
come to work in local companies (startups, SMEs) or multinationals, after gradu-
ating. No website encourages investment or entrepreneurship (in the future).

Limitations of the research, conclusions and future investigation

Like any study, this article is not without limitations. However, the gaps in this investi-
gation may serve as a theme for future research on the question of the attractiveness of terri-
tories for capturing foreign students, thus seeking to produce scientific knowledge to support
decision making, for an adequate design of policy measures and branding strategies.

This work did not analyze, for example, the influence of word-of-mouth, nor of family
and friends in choosing the destination to study abroad based on the reputation of the coun-
try and/or the city. It would be interesting to deepen the knowledge about these and other
perspectives of analysis of the phenomenon of the country/city brand in the capacity of at-
tracting international students, as well as their fixation as future residents, qualified employ-

€€s or entrepreneurs.
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It would be also important that the City Brand Hexagon started to measure perceptions
about Lisbon, especially in the Potential point, where the perception of cities is integrated as
good places to study in higher education institutions, to work or to invest.

Even so, this analysis allowed to extract the observations that were presented through-
out the text. As a final note, the following can also be added:

i) Portugal highlights Country and City Brands but Spain focus more on Country
Brand, having a institutionalized country brand policy and giving a better idea of
study abroad as a cluster for exportation;

ii) Both places give greater relevance, as distinctive factors, to the Iberian hospitali-
ty, entertainment facilities, tourism, climate and quality of life than to the valor-
ization of science, knowledge, talent, entrepreneurship, democracy and environ-
mental sustainability, thus contributing to continuous prevalence of an image of
touristic destinations of Portugal, Spain and its capital cities.
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Abstract: This study analyzes the importance of localization in the attractiveness of higher education systems,
analyzing the Portuguese case in the context of European higher education. The growing importance of aca-
demic mobility (as a consequence of globalization, political decisions and demand market) coupled with the
sharp demographic decline, the increased internationalization efforts of higher education institutions (HEIs)
from around the world and the general increase in global competitiveness has forced the HEI, and their own re-
gions and countries, to an increasingly strategic use of communication tools in an attempt to attract investment,
resources and students to maintain and improve their position or, even, to survive. The empirical research was
based on a sample of 464 European students, from several HEI belonging to EDCOM network, from which
Portuguese stereotype were measured — based on the Stereotype Content Model (Fiske et al., 2002) and its
correlation with the intention of performing all or part of a cycle of higher studies in Portugal. The implications
of this study allow to understand and, as a consequence, design strategies aiming to promote attractiveness of
the Portuguese higher education system.

Keywords: academic mobility, higher education, attractiveness, country of origin effect, country image, na-
tional stereotypes

Resumo: Este estudo analisa a importéancia da localizagdo na atratividade dos sistemas de ensino superior,
analisando o caso portugués no contexto do ensino superior europeu. A crescente importancia da mobilidade
académica (como consequéncia da globalizacgdo, decisdes politicas e procura do mercado) juntamente com o
acentuado declinio demografico, o aumento dos esfor¢os de internacionaliza¢do das institui¢des de ensino su-
perior (IES) de todo o mundo e o aumento geral da competitividade global tem for¢ado a IES, e suas proprias
regides e paises, a um uso cada vez mais estratégico de ferramentas de comunica¢o na tentativa de atrair in-
vestimentos, recursos e alunos, para manter e melhorar sua posi¢ao ou, sequer, para sobreviver. A investiga¢ao
empirica baseou-se numa amostra de 464 estudantes europeus, de varias IES pertencentes a rede EDCOM, a
partir dos quais se mediu o estereotipo portugués — com base no Stereotype Content Model (Fiske et al.,2002) e
asua correlacdo com ainten¢ao da realizacdo total ou parcial de um ciclo de estudos superiores em Portugal. As
implica¢des deste estudo permitem compreender e, por conseguinte, conceber estratégias que visem promover
a atractividade do sistema de ensino superior portugués.

Palavras-chave: mobilidade académica, ensino superior, atratividade, efeito pais de origem, imagem do Pais,
esteredtipos nacionais

1. Introduction

The current globalized world where goods and services are exchanged with virtual-
ly no restrictions or difficulties, brought a new model followed by many changes on the
production, dissemination and promotion of these products or services, both within and
outside the borders of each country. In this context, a country’s image and national stere-
otypes are extremely important and have had, over the years, an increasing leading role,
since several studies show its significance when we are choosing and deciding to purchase
and/or consume.

As most of the commercial activities, higher education also joined this trend. As a con-
sequence, among other factors, the decreasing number of students, the reduction of finan-
cial resources, the development of new technologies, the fact that education is now seen as
a product, the globalization, the reality of this new knowledge economy and information
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society with a competition with just about no borders, the phenomenon of internationali-
zation of education has become a heavily discussed topic both in the Academy and in the
governments. Therefore, understanding the mechanisms of the decision making process of
international students, which are the most important factors in those decisions, the weight
and importance of each one of them, and what is the relationship between the consumers
perception and the intention of their choice, is increasingly relevant to the HEIs, but also to
the regions where they operate and ultimately, to their countries, since the flow of foreign
students is an important source of revenue, contributing, in some cases, in a very sharply
way to national economies.

In this globalization era of open markets, free and shared information almost without
limits, countries have become authentic brands dealing and managing their communication
as well as marketing strategies just as if they were commercial companies, in order toincrease
the export of their products and services as well as attracting foreign investment and tourism.
Working as real brands, many countries are competing with each other for their share of mil-
lions of international students seeking experience and knowledge outside of their countries.
In Australia, for instance, this sector is already the second largest source of revenue, after
tourism (Shanka et al., 2005).

Since knowledge is universal, and it is exchanged and traded internationally crossing
borders faster than people or capital, it is understandable that both institutions (that produce
and promote it), and also countries, want to attract the best students, teachers, researchers
and resources. In this context, the question of image — or mental representations created
from the stimuli communicated by brands, organizations or entities, such as cities and coun-
tries — is one of the most extremely important concepts identified by modern organizations
(Rudo, 2008). Thus, the study of the image applied to higher education in the international
context is relevant as a way to contribute to raising awareness of this issue, and studying the
influence of national stereotypes (in the dual role of national organizations and geographic
brands) allow us to better understand the mechanisms that generate the intention to study in
that particular country.

Moreover, literature has already stressed out the fact that by differentiating the right
way you can position yourself strategically and manage (improve or maintain) the dimen-
sions that contribute to influence stereotypes that can be key tools to change the perception
of consumers, managers and investors, that no government can afford to underestimate. The
authors claim that the essence of a brand’s magnetism is communication, perceived here in
its broadest sense. That is, this symbolic exchange that generates positive or negative impres-
sions is, in itself, a producer of magnetism, or, in other words, the engine that runs attraction.
The question is whether they can, or if they are capable, or whether it is even possible for
HEIs and countries generate and / or control the magnetic effect of their education brands
through strategic communication?
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2. Theoritical Framework

The higher education sector is going through a time of great prominence, but also full
of challenges.

The constant changes in the environment, the decreasing number of students, the fi-
nancial constraints and the mismatch between many courses and the needs of the market
are just some of the contingencies that HEIs faces now-a-days. Adding the expansion of the
internationalization of education, the result of both the advent of the information and knowl-
edge society, as well as the globalization that broke down geographical barriers and made the
dissemination of knowledge without borders or limits even more evident and pressing, and
we have as a consequence increasing and increasingly global competition.

This fierce competition between the HEIs, has forced them to a more professional, even
aggressive approach to the market and the growing use of marketing tools — traditionally re-
served for other sectors of commercial activity — to attract students, teachers and resources,
otherwise they will not survive in this increasingly transnational economy. And countries are
also in this race.

2.1. The Higher Education Internationalization

Universities have always attracted international students. In the XVI century, near-
ly seventy European universities already had students and professors from other countries
(Wilkins and Huisman, 2011). However, despite the fact that there has always been interna-
tional mobility in education, due to his interest in the world, other cultures, other languages
and ideas or, simply, a desire to increase his knowledge and skills (Stier, 2004), the fact is
that students need, more than ever, in the current global context, to develop global cultural
skills. This issue has led to an increase in demand for international higher education (Cubil-
lo, Sanchez and Cervino, 2005), since students recognize the added value that an experience
abroad can provide them to develop at alinguistic, cultural and social level and, consequently,
better prepare them for the global market (Yang, 2007; Llewellyn-Smith and McCabe, 2008).

In this global arena of transnational education, the analysis of the preferences of in-
ternational students is a topic of study that is very relevant not only for HEIs involved in
internationalization strategies, but also for local, regional and national authorities inter-
ested in promoting their territories as a destination for study (Cubillo et al., 2005). In fact,
countless governments have shown the economic benefits resulting from higher education
very vehemently.

Higher education has become a global commodity, with several countries “selling
themselves” as nations specialized in research and education in order to “strengthen their
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competitive position in the global competitive arena” (Stier, 2004: 91). That is why many
countries have assumed objectives, create policies and provided incentives for HEIs to attract
foreign students (Altbach, 2004; Altbach and Knight, 2007), since, in addition to increasing
their quality, cultural level and the prestige, these also contribute significantly to the econo-
my of the destination countries (Arora, 2007; Llewellyn-Smith and McCabe, 2008; Padlee,
Kamaruddin and Baharun, 2010).

The number of foreign students in the world went from 200,000 in the 1950s, 238,000
in the 1960s (McMahon, 1992) to 800,000 in 1975, reached 1.200,000 in 1987, when the
ERASMUS program started, and in 2011 there were 4.300,000 students in foreign countries
(OECD, 2013), corresponding to about 20% of the total international travelers (Llewellyn-
Smith and McCabe, 2008), numbers that can reach 15 million in 2025 (Altbatch and Knight,
2007). Just between 2000 and 2011, the number of students in international mobility more
than doubled, presenting an average growth of around 7% per year (OECD, 2013).

Of course, with this exponential increase in the number of students seeking education
abroad, the efforts of many countries to attract them have also increased (Varghese, 2008).
There is now, by several countries, the clear notion of the importance of the internationaliza-
tion of higher education and, with this, an evident intention and availability to make the uni-
versities in each country increasingly attractive to foreign students (Domingues and Araujo,
2010). In addition to the obvious economic advantages, the attraction of foreign students can
also be seen as part of a broader strategy to attract highly qualified individuals to these coun-
tries (OECD, 2013).

2.2. Location as an Attraction factor

Recognized by countless authors (Moogan, Baron and Harris, 1999; Mazzarol and
Soutar, 2002; Shanka et al., 2005; Cubillo et al., 2006; Raposo and Alves, 2007; Schimmel,
Eschenfelder, Clark, Marco and Racic, 2009; Simoes and Soares, 2010; Morrish and Lee,
2011) as a decisive factor in choosing an HEI, the location of the Campus combines several
important factors. From the outset, the location has a direct relationship with costs, either
due to travel or due to the destination’s cost of living, to name just two. On the other hand,
as a determinant factor of choice, there is a whole perceived image, as to say, the inference
that consumers make from the location information (although it can often be inaccurate or
even erroneous). All of these situations have implications in terms of the will, the probabili-
ty of choice and, consequently, the intentions of enrolling and attending a higher education
course (Ming,2010). One should also add the fact that the knowledge acquired by the students
comes from all the elements of the environment that surrounds them, and more ideas and
values are absorbed through the experience of everything that surrounds them than from the
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school classes (Haigh, 2008), so the study destination also contains other components (so-
cial, cultural, among others) that positively or negatively influence both the intention and the
results of the studies themselves. In this regard, Moogan et al. (1999) warn that HEIs should
be aware of the possible competitive advantage of their location in a given area, which may
include the uniqueness or exclusivity of their course(s), geographical accessibility (more or
less central), urban or rural, etc. and also the local tourist attractions that includes the whole
range of items that value social life (bars, terraces, theaters, beaches, etc.) and conclude that
the majority of students who move out of their countries to study, prefer cosmopolitan cities,
where it is easier to enhance social life, so the cultural and social infrastructures around the
HEI should be pointed out and highlighted (Moogan et al., 1999: 225).

With greater or lesser depth in the approach, specific characteristics such as geograph-
ical proximity, the social life of the city/region, the country’s knowledge and awareness, ge-
ography and climate, the cost of living standards or the country’s image, among others, are
often cited in the literature under the localization factor.

In this article, we will focus on the constructs “country of origin effect”, “country im-
age” and “national stereotypes” that encompass several of these aspects.

2.2.1. Country-of-Origin Effect — CoO

Although the literature on national stereotypes and the perception of countries goes
back to the 1930s (Roth and Diamantopoulos, 2009), it is from the 1960s, with “Dichter’s
visionary idea (1962) on the role of an anthropology world in globalized markets” (Dmi-
trovic and Vida, 2010: 161) that this theme definitely attracys the attention of the academy,
with special emphasis for the last three decades. Several authors, such as Brijs, Bloemer and
Kasper (2011) even point it as one of the most studied topics in the most recent international
marketing literature.

The globalization process in recent years, which drastically reduced distances, mul-
tiplied the means of communication and exponentialized trade (Canto-Guina and Giraldi,
2012), emphasized the importance of studying this theme and, in this sense, many authors
they have looked at the “generalized perceptions” or pre-established and stereotyped ideas
of individuals in relation to certain countries and, more importantly, how these attitudes in-
fluence their relationship with those countries and with the products and services they offer.
This consequence is known as the “country of origin effect” (CoO). Papadopoulos and Hes-
lop (1993: xxii; cit. In Verlegh, 2001) used a very happy metaphor to explain this construct,
stating that “CoO represents, for a product, the same as the profession for a new person who
we just meet at a party: we use that reference to contextualize and make a judgment about it.”
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CoO refers to consumers’ beliefs about a specific country, its inhabitants and their in-
tentions to interact with it (Li and Liu, 2009). These beliefs become especially important
when consumers find it difficult to distinguish the advantages between similar offers or do
not have enough information to reduce the risk of their purchasing behaviors (Bhaskaran and
Sukumaran, 2007).

The importance of understanding the effect of CoO, commonly identified by the “made
in...” labels is, therefore, absolutely relevant for organizations that operate or intend to oper-
ate at an international level, since it develops from the assumption that people make stereo-
typed assessments of people from other countries and, consequently, about the products and
services produced in those countries (Balabanis, Mueller and Melewar, 1999).

According to Dmitrovic and Vida (2010), consumers evaluate products through their
characteristics and deduce their quality based on intrinsic characteristics, which can be di-
rectly related to the quality measured, such as performance, for instance, but also on extrin-
sic characteristics, such as the name, the packaging or the country of origin. In fact, consum-
ers classify brands according to the associations they make with their origins, relating them
to countries that, correctly or incorrectly, believe are their origin (Riefler, 2012).

The country of origin of a product is one of the extrinsic variables that consumers use
in shaping their consumption preferences and in their purchasing decisions (Bilkey and Nes,
1982; Kotler and Gertner, 2002). However, as advocated by Brijs et al. (2011), CoO transforms
this “simple” extrinsic attribute into a powerful symbol that, in a global context, adds an ad-
ditional meaning to products.

Li and Wyer (1994) demonstrated that more than just a cognitive clue to quality, CoO
has a high symbolic and emotional meaning for consumers. In fact, there are a lot of exam-
ples in the literature (Nagashima, 1970; Han and Terpstra, 1988; Hong and Wyer, 1989; Wall,
Liefeld and Heslop, 1991; Chao, 1998) that prove that the simple manipulation of the ‘country
of origin’ factor or the “made in” label changes and influences the attitudes of individuals,
even when they are given the opportunity to see, touch, feel and taste the same physical prod-
ucts. Just remember that, despite sometimes substantial price differences, consumers con-
tinue to prefer French champagne over Austrian, German cars over Japanese, Italian fashion
over Finnish or Japanese electronics over Mexican (Chattalas, Kramer and Takada, 2008).

Despite the vast existing literature on this subject, with authors speaking in more than
a thousand published articles (Usunier, 2006), most of them focusing on the impact of this
construct on products, tangible goods, while there are relatively few studies about services
(Phau and Chao, 2008; Morrish and Lee, 2008; Stanton and Veale, 2009). Al-Sulaiti and Baker
(1998) in their literature review, analyzed 99 studies, of which only seven involved services.
This scarcity of research on the impact of CoO on services is somewhat surprising, consider-
ing that the services sector is experiencing the largest and fastest growth in the world econo-
my (Veale and Quester, 2010), and trading in international services has increased strongly in
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recent years and continues to grow (Javalgi, Cutler and Winans, 2001; Morrish and Lee, 2011).

Since when consumers use services, they lack not only a physical object but also the
knowledge and expertise necessary to evaluate them, they are somehow forced to make as-
sumptions about the quality of services and, thus, nationality of service providers impacts
these beliefs that consumers make about the expected performance of a service (Harri-
son-Walker, 1995).

That’s why we believe the object of this study has particular relevance, since: a) educa-
tion is an asset that is increasingly sought after, as a result of the information and knowledge
era that we are living in and enhanced by lifelong learning policies; b) international student
mobility is a main subject with several countries and regions strongly encouraging its pro-
motion; c) the internationalization of educational services increases every day; d) education
is a “pure” service, and therefore with high qualities of belief, difficult to assess a priori and
for which consumers are forced to assume about its quality and, finally, e) in the choice of
international higher education, the information available about foreign HEIs is not always
abundant, clear or even reliable so their perception and image are built on news in the media,
as well as opinions, reports and experiences of other people, colleagues, family or friends,
abundantly erroneous and inaccurate due to their very high subjectivity.

2.2.2— Country Image

The literature has shown evidence that the image of countries affects the way con-
sumers evaluate them, either as potential tourist destinations, as future investments or as a
source of goods and services. This fact, combined with the expansion of globalization, makes
nations increasingly competitive for success, both in the export of their products and servic-
es, and in the attraction of tourism and foreign investment. As a consequence, countries have
to position themselves and differentiate between them in the minds of consumers, managers
and investors (Chattalas et al., 2008).

In order to analyze the importance of the country’s image in this study, it is important
to recall two ideas previously mentioned: first, consumers have stereotyped beliefs about
products from certain countries and regions in the world, and associate the quality of their
products with the idea that they have of the economic and social conditions of these coun-
tries (Hong and Wyer, 1989). Consequently, they are more likely to purchase products from
countries where they have more favorable images (Bhaskaran and Sukumaran, 2007). On the
other hand, the education sector is today a very profitable international business that con-
tributes favorably to the economies of several countries (Altbach, 2004; Taylor, 2004; Mar-
ginson, 2006; Arora, 2007; Altbach and Knight, 2007). It is, therefore, at the intersection of
these two variables that this point gains relevance.
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In this sense, many countries have sought to influence their potential students by cre-
ating a favorable perception of their characteristics, potential and advantages, comparing to
the other competitors, thereby trying to increase the levels of attraction of candidates and
gaining the primacy of choice. Philip Kotler (2000) refers to the image as a set of associations,
attitudes and impressions that a person or group has about an object. This object can be a
company, product, brand, person, city or country and these impressions can be true or false,
real or imaginary, but, regardless, they are powerful factors that shape and guide behaviors
(Barich and Kotler 1991: 95). Nadeau, Heslop and O’Reilly (2008) propose a shorter and more
direct definition, describing the images as simplifications of complex ideas.

The images are, therefore, summaries of knowledge that can be used as mental short-
cuts for the processing of information in decision-making processes (Kotler and Gertner,
2002). In other words, images are extremely important in the scope of this investigation, since
they can affect attitudes towards a foreign product and, thus, shape and guide the behavior of
travelers (Nadeau et al., 2008) and/or purchase intentions of consumers in general (Ahmed
and d’Astous, 1993). Kotler and Gertner (2002) even claim that the gallery of images triggered
and activated by the simple verbal reference to the name of a country, influence people’s de-
cisions regarding purchases, investments, place of residence and travel destination.

If the decision to purchase a product or service can be positively influenced by the coun-
try’s image (Bilkey and Nes, 1982; Javalgi et al., 2001), with regard to higher education, it also
plays a fundamental role in choosing a destination to study, according to vast published litera-
ture (Kotler and Gertner, 2002; Mazaroll and Soutar, 2002; Cubillo et. al, 2005; Gertner, 2010).

Some of the first attempts to realize the effect of the country’s image on the choice of
international students were made by Meredith A. Lawley (1998; cit. in Cubillo et al., 2005), by
Peng, Lawley and Perry (2000) and by Srikatanyoo and Gnoth (2002), with all these authors
concluding that the country’s image is an important decision factor when choosing the study
destination. Bourke (2000), found out that the perception of quality in higher education is
directly proportional to the reputation of the countries, and Srikatanyoo and Gnoth (2002)
added that the relationship between the evaluation of an HEI and the image of their country
is bidirectional, meaning, both influence each other and are shaped by each other’s beliefs
and perceptions.

It is also important to emphasize that, despite the similarities with the images of the
products, countries are not “products” in their conventional sense, that is, they do not offer
only a service or a tangible object, with certain characteristics. On the contrary, a country’s
image represents and incorporates a wide range of factors and associations, including geog-
raphy, natural resources and tourist attractions; people; the story; the culture; the language;
the economic and political system; social institutions; infrastructures and famous people, to
name but a few.
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2.2.3— National Stereotype

The concept of stereotype has, for a long time, been the subject of several attempts to
define it rigorously, but its accurate conceptualization is difficult. It is, however, consensual
among the authors of the theme, that the introduction of this concept in the Social Sciences
was due to the direct influence of the work “Public Opinion”, of 1922, by the journalist and
political analyst Walter Lippmann, where he exposes the ethnocentric nationalist influences
in international political relations during the First World War.

About this work, Rosa Cabecinhas (2004) recalls that Lippmann refers to the social
representations that each individual makes of himself and others, through “images in his
head” that, despite interposing between the individual and reality, under form of prejudices,
act as maps or guides that allow them, on the one hand, to simplify the complex and abun-
dantinformation of reality and, on the other, to defend their values and interests in a complex
network of social relations. In an attempt to summarize the evolution of this concept, Pereira,
Ferreira, Martins and Cupertino (2002) take Lippmann’s work as a starting point, considering
stereotypes as the typical images that appear in our mind when we think of a certain social
group, understanding them, therefore, as a cognitive scheme used in social perception, when
we process information about others. As Lima (1997: 171) reminds us, based on information
processing theories, the phenomenon can be understood as one of the consequences of the
principle of cognitive economics, which states that knowledge representations are organized
so that we can access as much information as possible with minimal cognitive effort.

Stereotypes are, therefore, a simplification of the real, a supergeneralization, although
often inaccurate in the characterization of an individual, which occurs due to the simplifica-
tion of complex information in our brain, or to our own cognitive limitations. All these rep-
resentations are not, therefore, faithful mirrors of reality, but rather oversimplified versions
of it, since they depend more on the observer than on the object. Culture itself provides us
with elements that allow us to “transform” reality into meaningful elements, giving them
clarity, distinctiveness, consistency and stability of meaning (Cabecinhas, 2004: 3).

Despite the lack of consensus on a single definition and perfectly accepted by all — per-
haps because, as Pereira et al. (2002) remind us, a simple search on the Google search engine
finds twenty-three million documents associated with the term “stereotype” — even so, there
are several authors, such as Souza (2006 ) that unequivocally assume the direct relationship
between stereotypes and the way in which society, in general, conceives, shares and judges
certain social groups, with Saulo Silva (2010) synthesizing this thought, defining them labeling
processes that give rise to true caricatures that crystallize in the popular imagination.

Recently, we have seen renewed attention to the content of stereotypes themselves,
more specifically to the social and psychological factors that determine the substance of
these shared beliefs that individuals hold about specific social groups (Alexander, Brewer
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and Livingston, 2005). The SCM (Stereotype Content Model) model proposed by Fiske, Cud-
dy, Glick and Xu (2002), analyzed below, is an example of analyzing the relationship between
structural social variables and the formation of stereotypes. After all, as Eckes (2002: 101)
concluded, “the content of stereotypes matters”.

2.3 SCM — Stereotype Content Model

In all social interactions, several authors argue that people need to understand immedi-
ately: the intentions (good or bad) of the others, that is, do they intend to harm me? And, sec-
ondly, the ability to carry out those intentions, that is, are they capable of harming me? (Fiske
et al., 2002; Cuddy et al., 2008). These two core dimensions of general stereotype content:
warmth and competence, answer these questions.

According to Wojciszke et al. (1998; cit. In Fiske et al., 2007), 82% of the perceptions
of all day-to-day social behaviors are based on these two dimensions, that is, when people
spontaneously interpret the behaviours or develop the first impressions of others, warmth
and competence together largely determine how people characterize them.

The Stereotype Content Model (SCM) is a model that offers a way of looking at stere-
otypes (Fiske et al., 2002), based on three assumptions: (a) Two-dimensional hypothesis,
which places perceptions on a map with two axes, defined by the dimensions warmth and
competence, outcoming a representation in four quadrants; (b) the Mixed Stereotypes hy-
pothesis, which states that, in most cases, we combine the opposite of both dimensions, that
is, high warmth and low competence or vice versa; and (c) the Socio-structural hypothesis,
which argues that a higher level of perceived competence corresponds to a greater sense of
power or status of this group, just as a higher level of perceived competition represents a less-
er sense of cordiality (warmth). This is the model that we used in our study.

3. Starting question, methodology, analysis model
As aresult of the literature review presented, we advocate in this study that national ste-
reotypes generate expectations, which, in turn, influence perception, social judgments and
have a direct influence on the attraction of a given location, as an option as a study destina-

tion. In this sense, we start with the following question:

“How does Portugal’s stereotype influence the attractiveness of its higher education system

by European university students?”

31 Alexandre Duarte



For the study of stereotypes, the SCM model was used (Fiske et al., 2002). At the same
time, and as a result of the literature review, the authors decided to include several other
factors identified in the literature as relevant in the choice of the study’s destination, and
grouped into three major groups — personal, social and academic — to realize its importance
in attraction, as well as its relationship with national stereotypes. The research scheme is
shown in Fig. 1.
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Figure 1

For this study, we used a convenience sample of students belonging to EDCOM (Euro-
pean Institute for Commercial Communication Education), a European network of HEIs ex-
clusively in the area of communication, which has 39 members from 15 European countries.

The directors of each HEI were previously contacted and informed about the framework,
scope and importance of this study in the context of European academic mobility and, subse-
quently, we sent them the digital survey for distribution to their students. We chose to collect
the data electronically because it is easier to reach all countries, it is faster and cheaper and
because it facilitates the subsequent statistical treatment. We used English because it is consid-
ered the universal language (Ha, 2009; Benzie, 2010; Wilkins and Huisman, 2011).

The survey had a first version that was tested with 5o foreign students who lived in Lis-
bon (students under the Erasmus program) and afterwards, some inaccuracies, redundan-
cies and some of the question formulations were corrected. After collecting all the surveys,
464 remained valid, which was considered sufficient as a convenience sample.
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4.Results

In the Portugal’s perception analysis, and for the competence dimension (Fig. 1), the
Portuguese people were evaluated in all items above the average, with scores between 3 and

highlighting the characteristics “confident”, “skilled” and “intelligent” with the highest
4, highlig g g g
scores, and “efficient” with the lowest.

Fig. 1

Friendly
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Efficient 3.76
Competitive
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3,69

Inthe Warmth dimension (Fig. 2), the items received a higher scored comparing to Com-
petence, with some of the items surpassed 4 as average, such as the “friendly” and “warm”
characteristics. Although all mean values are above the midpoint of the measurement scale
for all items, we highlight “sincere” and “reliable” characteristics as the least popular.

Fig. 2
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Regarding the perceived status (Fig. 3), the average values are superior to “good ed-
ucation” perceived, where the average value is higher than the midpoint of the measuring

scale. In the items “prestige of jobs” and “economic success”, the values are below average.
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In other words, globally, European students perceive the status of the Portuguese below av-
erage. It is our belief that the low score on the perception of economic success is linked to the
economic situation that Portugal was going through at the time, a fact widely publicized and
known in Europe.

Fig. 3
o 1 2 3 4 5

How prestigious are the jobs typically achieved by portuguese people? — 207
How economically successful do you think Portuguese people have been? _2 68
how well educated do you perceive Portuguese people to be? ‘ 326

As for the level of competition (Fig. 4) that respondents perceive from the Portuguese,
itis very low. This is also largely explained by the fact that all participants belong to the same
great category, Europe, hence the level of competitiveness is lower. That is, although nation-
alities are different, there is a kind of feeling of sharing common geographic territory, values,
culture, among others, which creates a feeling of belonging to the same group.

Fig. 4
Q 1 2 3 4 8

If people who studied in Portugal have preferences in hiring, this is bad for people like me _2‘44
Resources that go to Portugal are likely to take away resources from my country —2‘23
The more power the Portuguese have, the less power people from my country have —1 98

When self-evaluating, European students also rated all relevant characteristics on
Competence, with values between 3 and 4. However, in general, the items with the highest
score are “smart” and “competent” and the characteristics that received the lowest scores
are “honest” and “confident”. In the Warmth dimension, the average values are also between
3 and 4, with all the items being scored with values greater than the midpoint of the meas-
urement scale. Despite the small difference between the various features, the highest scores
were for the “trustworthy” and “good-natured” features and the least popular were “sin-
cere”, “friendly” and “warm”.

With regard to Portuguese academic factors (Fig. 5), the scores for most items are high-
er than the midpoint of the measurement scale, with the exception of the point regarding the

“reputation of the education system.”
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Fig. 5
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This should deserve special attention, for three main reasons: 1. Reputation is a key fac-
tor in the selection criteria of HEIs; 2. It works as risk reduction mechanism, which in the case
of international students is essential; and 3. the reputation is a set of organizational associa-
tions that take a long time to change.

The second lowest factor was “research capacity”, just above the midpoint of the scale.
Since this is an area of excellence for the Academy, a factor of great weight in the internation-
al rankings and an element of great prestige, we easily perceive its importance.

As for the best evaluated aspects, we find the “diversity of courses,” followed by “quali-
ty of the teaching staff”, “facilities” and “flexibility of the study format” in this order, despite
having similar values.

In the self-assessment of academic factors of their own countries (Fig. 6), European
students rated all items with a score between 3 and 4, with the highest score for the “diversity
of courses”. In second and third place, and in the opposite direction of Portugal, we find “re-
search capacity” and “reputation of the education system.”

Fig. 6
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When we look at the importance of social factors (Fig. 7) in choosing the study destina-
tion, all ten factors scored positively, with the item “acquiring cultural and linguistic skills”
showing a score above 4. The following items were the “security”, “social life”, “ living costs”
and “language”. Considered less important are “knowledge/familiarity with the country”

and finally, “geographical proximity”.

Fig. 7
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Geographical Proximity
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Employment Prospects

When asked about the intention to study abroad, 81% answered yes, which proves that
participation in a study abroad program goes far beyond the mere acquisition of knowledge
or academic skills. However, 45% consider it unlikely or very unlikely to choose Portugal as a
study destination. In our opinion, the poor perceived quality of the Portuguese HE is certain-
ly one of the reasons that contribute to this.

5. Conclusion

This research proved the existence of a positive correlation between the country’s stere-
otype and the intention to go to study. In this context, it can be said, as suggested by Chatallas
et al. (2008), that Portuguese institutions should stimulate and enhance the projected image
through the different factors that make up both constructs, in order to promote and increase
the attractiveness of Portuguese higher education towards international students.

Having proven the relationship between the national stereotype and the intention to
study in Portugal, with the Competence dimension revealing a stronger correlation than
Warmth, the Portuguese HEISs, but also the national authorities, may brandish arguments
that enhance the most valued factors and try to modify the least positive perceptions.

This study also confirms the relationship between the competence dimension and the
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perceived status level. Thus, it can be suggested that efforts should be made to promote the
status of the Portuguese, since a greater perception of this factor is directly implicated in the
increase in the perception of competence, and this, in turn, has a strong influence on the de-
cision of choosing the study destination.

We suggest communication actions supported by examples of successful Portuguese cas-
es, disseminating more and better HEIs that arise in international rankings, articles published
in leading journals, research with real benefits for people, products and projects resulting from
works or partnerships with Portuguese HEI are, among many others, just a few examples that
can serve as a lever to boost the perception of the Portuguese higher education status.

Finally, we believe that it would be useful to analyse the stereotype of Portugal with
potential foreign students from outside Europe, since the majority of foreign students who
attend our HEI are from Africa, immediately after Brazil, the largest “exporter” of students
to Portugal. Although the language is the main reason that justifies these figures, there is a
whole set of historical and cultural factors that enhance at the same time that stimulate re-
lations and also give rise also to the way in which the citizens of those countries see Portugal
and the Portuguese. The majority of these students, unlike European students, enter into a
different mobility logic — usually longer, more engaging and paid, so with greater economic
benefits for the country.

Moreover, with the increasing global competition, Portugal must ensure the guarantees
of this flow of students, otherwise it will gradually begin to lose them to other geographic
regions and countries. Therefore, it is necessary to know its attractiveness well, realizing the
weight and importance attributed to each of the relevant social and academic factors in the
decision to choose the study destination, mainly through studies of image and evaluation of
stereotypes and, finally, developing strategic actions, also in terms of communication, in or-
der to manage and improve these perceptions.

Higher education is, wether we like it or not, a worldwide business, where “HEIs op-
erate and work their expressiveness through communication, in a competitive market logic
and clear economistic purposes” (Ruio, 2008) and the HEIs have no another way to survive
unless increase its attractiveness. Attract more resources, more investment, better teachers,
better researchers and, of course, more and better students.

Althought the student’s decision and choice process is complex and multidimensional,
in the case of international choice, the location factor is crucial and decisive when making
decisions. Whether due to the direct relation with costs, geographic proximity, social life and
surroundings, geography and climate, security or even the perceived image of the destina-
tion, the location of the campus seems to be decisive in the choice of students.

Moreover, the country’s stereotype is fundamental in this decision-making process. Based
on the assumption, confirmed by extensive literature, that the mental network of affective and
cognitive associations that individuals have about certain countries (country image) directly
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influences the evaluation of the products and services they produce, having also proved that
the stereotype of a country is bounding the way it is perceived and has a direct influence on the
relationship of intentions with this country and its citizens, we argue that the study of these be-
liefs is, therefore, essential for multiple industries, as in this case, higher education.

A better understanding of how countries and their citizens are viewed by foreign stu-
dents will benefit many stakeholders in this sector. Perceiving better how they are perceived,
different factors can outline strategies to face less positive situations, improving the less eval-
uated dimensions, and/or enhancing the most valued ones, making their higher education
more attractive and more competitive in the global market.
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Abstract: In an environment marked by several changes and competitiveness, the territories seek to promote
their visibility and enhance their attributes. In this perspective, territorial players see strategic planning and
territorial marketing as two innovative instruments that help to promote and boost the socio-economic and
environmental development of a given territory. This research aims to present and discuss a framework of con-
tributions to the Development Plan of the Autonomous Region of Principe (ARP), focusing the contributions
of territorial marketing and strategic planning, presenting the readjustment of the vision, mission and values,
SWOT matrix, critical success factors and sources of competitive advantage. Target segments, positioning and
marketing objectives were also defined, which boost ARP ‘s attractiveness, and support the activation of the
proposed brand for the island, in order to promote responsible tourism and affirm ARP in the market, as a sus-
tainable brand inclusive and participatory. In view of the results, it can be considered that the strategic develop-
ment plans are significant tools, which guide the development of the countries, allowing the assessment of the
gap between the not achieved and achieved strategies.

Keywords: territorial marketing, strategic planning, competitiveness, sustainable development, Autonomous
Region of Principe

Resumo: Num ambiente marcado por varias mudangas e competitividade, os territorios procuram promover
a sua visibilidade e melhorar os seus atributos. Nesta perspectiva, os actores territoriais véem o planeamento
estratégico e o marketing territorial como dois instrumentos inovadores que ajudam a promover e impulsionar
o desenvolvimento sdcio-econdmico e ambiental de um determinado territorio. Esta investiga¢io visa apresen-
tar e discutir um quadro de contribui¢des para o Plano de Desenvolvimento da Regido Autonoma do Principe
(ARP), focalizando as contribui¢des do marketing territorial e do planeamento estratégico, apresentando o rea-
justamento da visdo, missdo e valores, matriz SWOT, factores criticos de sucesso e fontes de vantagem compe-
titiva. Foram também definidos segmentos-alvo, posicionamento e objectivos de marketing, que aumentam a
atractividade da ARP, e apoiam a activagdo da marca proposta para a ilha, a fim de promover o turismo respon-
savel e afirmar a ARP no mercado, como uma marca sustentavel, inclusiva e participativa. Tendo em conta os
resultados, pode-se considerar que os planos de desenvolvimento estratégico sdo instrumentos significativos,
que orientam o desenvolvimento dos paises, permitindo a avaliagcdo da lacuna entre as estratégias nio alcanca-
das e as estratégias alcan¢adas.

Palavras-chave: marketing territorial, planeamento estratégico, competitividade, desenvolvimento sustenta-
vel, Regido Autonoma do Principe

Introduction

In a time where there is a climate of increasing competitiveness between cities, highly
motivated by the profound socioeconomic and environmental changes seen in the last dec-
ades, there is an urgent need for territorial players (government, private sector, civil society,
non-governmental organizations, among others) to find solutions in order to minimize the
impacts of these frantic changes, so that the territories become in a more resilient, more at-
tractive, more inclusive space and with a better quality of life.

The Autonomous Region of Principe (ARP), in the context of small African island ter-
ritories, has been standing out, thanks to small measures implemented in nature conser-
vation and preservation and sustainable tourism, which in 2012 guaranteed it the title of
UN Biosphere World Reserve Organization for Education, Science and Culture (UNESCO)
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and, very recently, a compliment from the United Nations (UN), as an example to follow.

From the need for a strategic plan for sustainable development for the island of Princ-
ipe, which is, by the way, under construction by the competent authorities of that region, it
became opportune to carry out this investigation, with the aim of contributing to the study
and definition of the design, implementation and monitoring of the mentioned plan.

The main objective of this investigation is to understand how territorial planning and
strategic marketing can support the sustainable development of ARP, through the elabora-
tion of a framework of contributions to the island of Principe, in order to support territorial
decision makers. in the implementation and monitoring of the strategic plan for sustainable
development of ARP.

The achievement of these objectives, aims, not only to contribute to the accumulation of
knowledgeinthisresearcharea,butalsotopresentresultsthatprovideinformationtothe author-
ity of ARP and all the players interested in the development of the island; classify and evaluate
the development measures of the Principe2030 proposal; assist in the performance of the strat-
egies of the Principe2030 proposal, regarding the implementation and monitoring of that plan.

2. Literature Revision

In this chapter will be addressed the concepts that support the proposal presented, name-
ly, strategic planning, one of the main tools for planning and managing territories; and territo-
rial marketing, as an enhancer of territories through the promotion of a set of dynamics.

Strategic planning supported by territorial marketing policies has been giving good re-
sults in Europe and recently in Portugal, always trying to project the territory, through sus-
tainable projects and measures (Barros, 2011).

2.1. Strategic Planning

Territorial strategic planning has become, as one of the main planning and manage-
ment tools for territories, in this globalized environment marked by constant fluidity and
change (Gomes, 2014; Simplicio, 2000).

Strategic planning consists in the definition of objectives and the selection of

means and ways so that these objectives are more likely to be achieved”, that is, “it corresponds to
the attempt to anticipate and respond in a timely manner to events that may occur. in the external
environment through the definition and structuring of general lines of long-term action, in order

to achieve the proposed objectives (Nunes, 2015).
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In addition, this instrument, seen as adding value to the territories, transforms them
into a field of competitiveness with other places, as it takes advantage of opportunities and
consequently eliminates threats (Fonseca, 2006).

This tool consists of a cyclical and decisive process for the success of sustainable cities
and territories, since it allows to build, diagnose and evaluate their strategies and, through that,
build a path based on the innovative vision, which promotes the identity of the places, reinforc-
es social cohesion and responds to emerging paradigms, at the same time that: it determines
the responsibilities of each actor and supports them in adapting to changes, fostering coopera-
tion and mutual assistance between all; enables the plan’s executors to act with greater clarity
and accuracy; clarifies strategic objectives and makes them accessible to everyone; and manag-
es resource savings in the best way (Araujo, 2016; Guell, 2000; Anholt, 2002).

In this sense, when this tool is well used, it should design the territory, in the sense of
growth, development and innovation, in the following areas, as shown in Table 1 (Gomes, 2014).

Table 1
Main strategic sectors of intervention of the strategic plans

Strategic Areas of Intervention

1. Quality of Life Housing, Education / Training, Health and Safety, Sports, Infrastructure,
Consumption and Services, Environment and Urban Ecology

2.Social Infrastructure | Vulnerable and minority groups, Unemployment and Professional Training

3. Culture and Terrritori- | Artistic and cultural activity, Heritage and participation, Cooperation and

al Identity Image of the city

4.Urban Management Municipal services, Other public services, Administration and finance, Urban
Planning and soil policy

5.Productive and Tech- | Economic activity, Telecommunications, Transport, Human resources, Re-

nological Capacity search and Development (R&D) equipment and infrastructure

6. Relationship withthe | Regional, National, Community and International Scope
Outside

Source: Gomes (2014)

Territorial strategic planning occurs due to the urgency to control the global socio-eco-
nomic system, urban development and, mainly, to guarantee interaction and cooperation
between all players of territorial development, such as: government, companies, residents,
non-governmental organizations, among others, in order to attract resources of interest to
the territory (Carvalho, 2012).
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2.2. Territorial Marketing in the Development and Enhancement of the Territory

Territorial marketing is still a recent approach to marketing, since it was first consigned
in literature in 1993 by Philip Kotler, Donald Haide and Irving Rein, as a strongly acceptable
theory, through the comparison between the cities and the products (Anholt, 2002; Aragonez
& Alvez, 2013).

However, for a better understanding of territorial marketing, it is first of all necessary
to make a reference to the concept of marketing. Now, this consists of identifying the needs
of consumers and the way in which those needs are met, in order to retain them, that is, mar-
keting is the way in which organizations adapt their products / services to the needs of their
target audience and make them reach the market (Kotler & Keller, 2012).

In this perspective, territorial marketing is understood, as being,

the analysis, planning, execution and control of processes conceived by the players of a
territory, in a more or less concerted and institutionalized way, which aims, on the one hand,
to respond to the needs and expectations of people and entities and, on the other hand, to
improve the quality and the global competitiveness of a city in its competitive environment
(Cidrais, 1998, referenced by Mendes, 2020, p.21).

In addition, this tool has as

function to influence the target audience to behave in a positive and respectful way towards the
products or services associated with a specific place, involving, for this purpose, the analysis and
satisfaction of the needs of the stakeholders in order to create advantageous relationships in the ex-
change relationship with these and increase the value and attractiveness of territories (American

Marketing Association, 2020, referenced by Mendes, 2020, p.21).

Thus, “territorial marketing involves re-evaluating the re-presentation of regions to create
and promote a new image, in order to increase their competitive position, both in terms of attract-
ing investment and retaining available resources” (Stokols & Shumacker, 1981). So, like the
products, also places are “classified and evaluated in all their dimensions”, being necessary for
its players to promote territorial values and attributes, efficiently and effectively, in order to
attract audiences that are of interest to the territory (Kotler, Haider, & Rein, 1993).

The elaboration and implementation of territorial marketing in a region, should have
as guide, a clear and concise strategy, involving a set of techniques and an organizational cul-
ture that excels essentially on teamwork.

In addition, this tool seeks to “understand the competitive opportunity in the geographi-
cal context, define an effective strategy according to a given opportunity and the agents involved,
stimulate action and carry out interventions and communicate with current and potential agents”
(Fernandes & Gama, 2006).
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Table 2
Target markets of territorial marketing

Target Markets of Territorial Marketing

— Residents and workers — The existence of people is the most necessary condition to develop development
strategies, which is why many territories have been betting on incentives to attract and fix population.

— Business and industry — The existence of a cohesive business and employer network can promote the
population’s fixation and consequently attract new resources.

— Tourists and Visitors — The mobilization of this group encourages the creation of hotel infrastructures and
consequently generates new jobs, and promotes the improvement of the transport, health and other sectors.

— Exploration Market — Should not be considered isolated in the system, because no territory has all
resources inherent to development.

— Initiatives-reinforcement and local attractiveness — Creation of events with international projection.

Source: Barros (2011)

The main task of strategic territorial marketing focuses on planning, organizing and
validating the relevance of cooperation between stakeholders, as well as ensuring the in-
volvement of all territorial players in local development (Moreira & Silva, 2007), since the
territorial development, based on marketing strategies, promotes autonomy and creativity
in search of solutions, contributing to a constant renewal of territorial affirmation strategies
and reinforcing territorial self-esteem / self-image (Cidrais, 2008).

3.Methodoly

The problem of this research focuses on the Sustainable Development of the Autono-
mous Region of Principe, supported by two tools: the Strategic Territorial Planning, which
elaborates and outlines the guidelines/strategies for sustainable development; and Territo-
rial Marketing, which by its means seeks to operationalize them making the territory more
attractive. In order to respond to this problem, a framework of contributions was made for
the elaboration of the ARP Strategic Plan of Sustainable Development, and, subsequently,
for the implementation and monitoring phase of the referred plan. The work presented here
was preceded by a comparative analysis between the guidelines of the Agenda 2030 of the
United Nations for Sustainable Development, the Strategic Plan of Sustainable Development
of Cape Verde, Sao Tomé and Principe and the ARP plan itself.

47 Deolésio Mendes, Ana Jose, Joaquim Mourato



4. Contributions to the Strategic Plan for Sustainable Development

of the Autonomous Region of Principe

This chapter seeks to cooperate with ARP players in the implementation and monitor-

ing of the ARP Strategic Plan of Sustainable Development. In this way, it will be possible to

enumerate the island’s strengths, weaknesses, threats and opportunities, through territorial

marketing and strategic planning. In addition, it will be possible to create a strategy that will

improve the Principe’s visibility with its audiences.

To this end, were used the mechanisms of strategic planning and territorial marketing,

as shown below.

Strategy monitoring tool
strategic planning

5. Control

2. Definition of the strategy

Strategic map reformulation of the vision,
mission, values and strategic valucs

A

Strategic Planning

A

1. Situation analysis

Strategy analysis tool (SWOT, critical
factores of success and sources of

competitive advantage)

Figure 1
Mechanisms of strategic planning and territorial marketing
Fonte: Mendes (2020)

3. Territorial Marketing

Identifying the segment, positioning and

objectives

A 4

Proposal for ARP

Territorial Marketing

A

4, Proposal for the Brand Creation

Brand and communication tool

4.1. Situation analysis

In the global assessment of RAP, it was decided to use the SWOT analysis to identify the

strengths, weaknesses, opportunities and threats.
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Low level of crime

High biodiversity and existence of energy
resources susceptible of exploitation

Mostly young population

Interest of Polytechnics and Universities in training
the Principe staff

Tourism growth

Interest of sustainable nature investors

Cost of cheap labor

Limited institutional articulation

Reduced public-private relationship

Reduced entrepreneurship and innovation

Low skilled population and reduced digitization of the
Island

Reduced internal infrastructures

Appearance of new sustainable territories
Emigration of the young population (Portugal,
Angola, Cape Vert)

Unemplyment and political instability
Difficulty in keeping qualified staff

Vulnerabilities

Figure 2

SWOT Analysis
Source: Adapated from
Mendes (2020)
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The exposed elements are not watertight elements, they are elements that vary accord-
ing to the evolution of the ARP development.

In clarifying the main critical factos of success for the development of ARP, it is con-
cluded that they are the high biodiversity; availability of energy resources (water, solar, waves
and seas, wind); return of staff trained abroad; and staff training to generate more value and
competitiveness. The sources of competitive advantage, on the other hand, go through the
sustainable lifestyle; quality of services; and strategic partnerships.

Vision
Autonomous Region of Principe, a world reference in the conservation of biodiversity,
responsible tourism and sustainable development.

Mission

Autonomous Region of Principe, World Biosphere Reserve, aimsto promoteits sustainable
development based on responsible tourism and biodiversity conservation, in order to encour-
age the return of its personnel qualified abroad, requalify the existing infrastructure, restructure
the basis of public administration, boost its attributes, promote quality of life and green to blue
economy, in order to meet the needs of sustainable development and biodiversity conservation.

Values

Promote Sustainability, in the three dimensions of sustainable development (econom-
ic, social and environmental); Foster Inclusion, through the return of staff trained abroad and
the creation of measures that promote the reintegration of people in situations of social vulner-
ability, for greater social cohesion; Resilience, creating and adopting measures that mitigate
the impacts of climate change; Excellence, promoting the competitiveness and quality of ser-
vices throughout the public and private administration, so that it stimulates growth; Innova-
tion, combining all existing synergies, in order to foster the entrepreneurial and creative com-
petence of individuals, establish the alignment of education from pre-school to high school and
encourage the use of new communication and information technologies, in order to generate

knowledge; Justice, through inclusive and participatory governance before all actors.

Strategic Objetives

The strategic marketing objectives that will support the vision and mission, in order to
make ARP a more attractive place to visit, live or invest in, are as follows:

- Create an attractive image of ARP, in order to promote its visibility;

- Bet on the qualification of its staff, to facilitate interaction with the market and, conse-
quently, efficiently meet the needs of different audiences;

- Foster investment attraction.
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4.2. Territorial Marketing

Segmentation
The segmentation of target audiences in a territory allows actors in the territory to clear-
ly identify for whom, to develop strategies. Thus, the main segments for ARP are: residents,

tourists, events, and investors.

Positioning

The positioning proposed for ARP is based on an “environmentally friendly island,
where nature and man go hand in hand, and where everyone is part of the develop-
ment process, for an increasingly sustainable Principe, with better quality of life,
more resilient and, above all, more inclusive”.

The defined positioning highlights the following key notions, for the success in the de-
velopment of ARP: sustainability, translates the idea of promoting economic and social sus-
tainability, but above all environmental; quality of life, it is desired that ARP is a place, where
men can live with dignity, have access to health conditions, education, housing, decent em-
ployment, security, among others; development, boosting economic and social development,
always respecting the environment; Inclusion and Cohesion, protecting people in situations
of vulnerability and giving them conditions to develop, in a healthy environment; resilience,
developing measures mainly to halt the impacts of climate change; people, the involvement
of all individuals in the ARP heritage development and conservation process.

4.3. Brand Creation Proposal

Brand Identity
Brand Name
“Principe Island”

The designation was privileged, in English, because most of the people who visit the
island are foreigners, even though they are not from an English-speaking country, it is as-
sumed that the majority uses English mainly during the trip, to communicate.

This name is due to the fact that the intention is to project and promote the island of
Principe and its attributes, before the international community, in order to attract, mainly

tourists and investors.
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Logo

The logo will be illustrated with a parrot, which symbolizes the island of Principe on the
country’s coat of arms (STP) and underneath the name previously proposed, “Principe Island”.

Regarding the colors used, it will refer to the colors of the ARP flag, as well as the the
warm colors that represent the African continent. Note that the blue represents the sea, the
green the abundant vegetation that covers the island, the black symbolizes the rocks of the
island, the yellow the attributes of the island and the red the intensity and cultural immensity
of Africa.

Slogan

“Discover our world and have an experience”

Just like the brand name, the slogan will also be in English since the main targets are
external audiences (tourists, investors, and Social Organizations).

Brand Image

The objective of ARP is to develop a brand that conveys the idea of proximity to its pub-
lic and, above all, that values the island’s attributes, through a concept that strives for qual-
ity, excellence, inclusion and above all sustainability, in order to provide the targets with a
unique experience, feeling an integral part of the island.

Brand Identity Prism
The prism of the brand identity translates what the brand is, how it relates to its seg-
ments and how they interpret it.

Physical Personality

Available : Inclusive

Quality H Sustainable

Appealing Environmental conservation
Social questions
Inovative

Relation . . Culture

Fam 1:1 ia} ) Tradition

Proximity PRINCIPE ISLAND San Tomean

Trust Union

Mental
Reflex

Remembrance
Knowledge
Experiences
Pleasure

Segments that excel in quality and
sustainability
Travelers
. Curious
Flgure 3 Enthusiast
Brand Identity Prism

Source: Mendes (2020)
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In this light, the elements defined in this prism, will allow to consolidate the global vi-

sion that is intended for ARP, as well as stipulate the region’s identity.

4.4. Control

The suggested tool for monitoring ARP’s territorial marketing strategies is the Strategic

Map through the four perspectives of the Balanced Scorecard, (financial, customer, internal

processes and learning and growth), which will allow to assess the global strategic situation

of the territory.

The use of these four perspectives of the Balanced Scorecard facilitates the monitoring

of strategies and provides actors with detailed information on the achievement of objectives.
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Strategic Map
Source: Mendes (2020)

In addition to these contributions, it is recommended that ARP continue to boost its

development based on sustainability policies, so that it is in the main forums and “stages”,

where it can share its experience and acquire new knowledge with other nations.

The combination of the different perspectives of the documents mentioned above, al-

lowed the creation of a framework of contributions to ARP, which favored analyzing the glob-

al situation of ARP and monitoring its development strategy, improving competitiveness,
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promoting territorial promotion strategies, identifying the attractions according with the dif-
ferent target audiences, to improve the way of communicating with the different targets and
to foster entrepreneurship through a clear and concise strategic vision.

It is considered that this instrument will be an asset for the development of ARP, be-
cause through it it will be possible to outline the path to follow towards a more sustainable,
more inclusive, more resilient and more environmentally friendly island of Principe. It is a
possible situation, if this instrument facilitates the establishment of cooperation, strength-
ens ties of friendships, attracts investments, structures public administration, enhances edu-
cation, favors the involvement of all actors, among other benefits.

Conclusions

A wide field of reflection is open on the main difficulties that small island states have
been facing, mainly due to the weaknesses shown in strategic planning, not supported by
territorial marketing policies. It becomes necessary to build strategies for the development of
places, based on tools such as strategic planning and territorial marketing, so that the plan-
ning instruments are able to face the new paradigms of sustainable cities and territories, gen-
erating competitive advantages (Precedo, Orosa, & Miguez, 2010; Lapa, Reis, Silva, Trajano,
Sa & Correia, 2018).

Considering that the strategic development plans are important tools that guide the de-
velopment of countries and allow them to assess the gap between strategies that have not been
implemented and those that have been implemented. Measures were proposed that could as-
sist the ARP plan, especially in the context of strategic planning and territorial marketing.

This translates a set of measures that aim to enhance the island’s visibility, so that ARP
is an ideal place to live, visit and invest. In this sense, it is up to the actors of that region to bet
not only on basic attractions, but on attractions that bring value to the island and its people.

In the general framework of the investigation, it was concluded that strategic planning
based on territorial marketing strategies, becomes an asset for territories that wish to be com-
petitive, because it allows the development of a cohesive, consistent development strategy
that generates value for all the actors. In addition, the combination of these two tools, fosters
cooperation between the public and private sectors, facilitates communication between all
actors, and assigns the responsibilities of each agent so that the strategy is successful.
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Resumo: Este artigo tem como objetivo observar e refletir sobre as percep¢des, efeitos e consequéncias da exi-
bicdo de logotipos tridimensionais que varias cidades em Portugal adotaram como sua propria marca no espago
publico, seguindo o exemplo do caso “I Amsterdam” (Allam, 2020; Zenker & Braun, 2017), uma tendéncia de
branding territorial, que exibe as marcas em espagos centrais e emblematicos das cidades. Entendemos como
logotipos tridimensionais das marcas-cidade, os nomes das cidades e/ou as suas marcas construidas como es-
truturas visuais solidas, que de alguma maneira impactam o espago, os transeuntes e a paisagem urbana. Tendo
como foco particular o caso da cidade do Porto e a marca-cidade “Porto.” (Porto ponto), aborda-se o potencial
comunicacional da marca a partir dos suportes tridimensionais, refletindo sobre a influéncia e a interagio que
estabelecem com moradores e turistas da cidade. Busca-se assim um novo olhar sobre conceito marca-cidade,
a partir dos logdtipos tridimensionais como centro simbolico das cidades em varias dimensdes: 1) a sua mobili-
dade por varios espagos da cidade; 2) o relacionamento presencial com os cidadaos; 3) a apropriagao destes lo-
gotipos em publica¢des nas redes sociais. A base metodologica deste estudo exploratorio é a observagio in locco
das pessoas que tiram fotos juntas com os logétipos, complementada com uma busca aleatdria de publicagdes
nas redes sociais com a exibigdo da marca territorialmente reconhecida como “Porto.”.

Palavras-chave: Marca-Cidade; Branding Territorial; Logotipos Tridimensionais; Publicidade Urbana; “Porto.”

Abstract: This article aims to observe and reflect on the perceptions, effects and consequences of the display of
three-dimensional logos that several cities in Portugal have adopted as their own brand in the public space, fol-
lowing the example of the “I Amsterdam” case (Allam, 2020; Zenker & Braun, 2017), a territorial branding trend,
which displays brands in central and emblematic spaces in cities. Three-dimensional logos of city brands refer
to the names of cities and/or their brands built as solid visual structures, which somehow impact the space, the
passers-by and the urban landscape. With a particular focus on the case of de city of Porto and thr city-brand “Por-
to.” (Porto dot), the communicational potential of the brand is approached from the three-dimensional supports,
reflecting on the influence and interaction they establish with residents and tourists of the city. Therefore, a new
look at the brand-city concept is sought, based on three-dimensional logos as the symbolic center of cities in sev-
eral dimensions: 1) their mobility through various spaces in the city; 2) the face-to-face relationship with citizens;
3) the appropriation of these logos in publications on social networks. The methodological basis of this exploratory
study is the observation iz locco of people who take pictures together with the logos, complemented with arandom
search of publications on social networks with the display of the territorially recognized brand as “Porto.”.
Keywords: City Brand; Territorial Branding; Three-Dimensional Logos; Urban Advertising; “Porto.”

Introducao

E na cidade que vivemos. A cidade que ao longo do tempo temos visto a crescer, a evo-
luir e a transformar-se em qualquer parte do mundo. E a cidade presente, que pulsa a cada
nova estacio do ano e nos obriga a reverencia-la todos os dias. E a cidade com seus defeitos e
deformidades. Para Miguel Melo Bandeira (citado em Silva, 2015, p. 18), € a cidade que “sera,
pois dentro deste universo real é, simultaneamente, imaginario”.

Nas ultimas décadas, principalmente depois do periodo pos-segunda guerra, as cida-
des tiveram grande expansao demografica, o que propiciou produgdo em escala, consumo
em massa e o surgimento de manejos comerciais indutores de novas praticas, amplificando
o papel da publicidade, e isso, mudou o estilo de vida das pessoas e consequentemente, a
paisagem urbana. Por outro turno, as cidades cresceram, aumentaram seu territorio, novas

superficies foram criadas e os suportes publicitarios se multiplicaram pelas ruas e avenidas.
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Com o crescimento das cidades, novos arranjos construtivos foram evidenciados no es-
paco publico. Este artigo centra-se numa abordagem exploratoria com objetivo de aferir e
refletir sobre o impacto e as interagoes dos suportes publicitarios na paisagem urbana, com
foco nos logotipos tridimensionais da cidade do Porto.

As cidades sao as paisagens contemporaneas. Na visao de Peixoto, as paisagens estao
inseridas num territdrio “intermediario, de transigdo, entre diferentes suportes, na passa-

gem da pintura a fotografia, da arquitetura ao cinema”.

Tudo é textura: o skyline confunde-se com a calgada; olhar para cima equivale a voltar-se para o
chao. A paisagem é um muro. Cidades feitas de fluxos, em transito permanente, sistema de interfa-
ces. Fraturas que esgarcam o tecido urbano, desprovido de rosto e historia. Mas esses fragmentos
criam analogias, produzem inusitados entrelacamentos. Um campo vazado e permeavel atraves
do qual transitam as coisas. Tudo passa nessas franjas, nesses espacos intersticiais, nessas pregas.

(Peixoto, 2003, p. 13)

A paisagem nos remete a imagem. O suporte publicitario da imagem 1 nos remete a
paisagem, mas também é uma forma de compor o espago. “A imagem depende apenas de si
mesma: ndo ha exterior capaz de subordina-la” (Jr Neiva, 2002, p. 25). Ela assume a sua forma
real, o visivel. Em Meyer (2018), a imagem ¢ tratada com o impacto necessario para fazer da

retorica, a realidade da modernidade.

Imagem1

Quiosque informativo do inicio do século
passado na cal¢ada, cidade do Porto
Fotografia: Autor Silva, L (2019)
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Relacionando arquitetura e publicidade compreende-se entdo, a arquitetura comercial
como uma “arquitetura de persuasio” (Nobrega & Duarte, 2009, pp. 233 € 234). “O mundo se
converte num cenario, os individuos em personagens. Tudo é imagem” (Peixoto, 1988, p. 361).

Paisagens urbanas

Michel de Certeau (1994) é muito especifico ao separar os conceitos de espaco e de lu-
gar, distinguindo entre dois campos. “Um lugar é a ordem (seja qual for), segundo a qual se
distribuem elementos nas relagdes de coexisténcia. Ai acha-se, portanto, excluida a possibi-
lidade, para duas coisas, de ocuparem o mesmo lugar” (Certeau, 1994, p. 201). O espago “é o
lugar praticado. Assim, a rua geometricamente definida pelo urbanismo é transformada em
espago pelos pedestres” (Certeau 1994, p. 202).

Nesta logica de ocupagio e apropriacao do espago, fica evidenciado o envolvimento da
publicidade, do consumo e do espago publico. De acordo com o que a imagem 2 demonstra,
as pessoas e os motoristas simplesmente se deslocam e ao mesmo tempo se integram na pai-
sagem, no quotidiano, se apropriando do sentimento de pertencimento. “Em pleno foco do
consumo enquanto organizagéo total da vida quotidiana” (Baudrillard, 2018, p. 20).

Na verdade, as marcas usam o capital das marcas-cidade para os seus fins estratégicos.
Em Melo (2011) observamos:

Num breve mapeamento exploratdrio observamos que o fazem de diversos modos: quer replican-
doimagens e icones das cidades, quer associando-se aos seus codigos discursivos particularidades
identitarias para criar envolvimento e sentimento de pertenca, para alcangar um efeito de globali-

zacao, traduzindo os valores da marca para os valores do local. (Melo, 2011, p. 71)
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Imagem 2

Adesivo em prédio publico com
amarca Porto, diante de pedestres
e motoristas

Fotografia: Autor Silva, L. (2019)

Narrativas visuais

O espacgo publico também ¢é o espago da comunicagao visual e sensorial. O conceito de
comunicag¢ido tem hoje uma propor¢do mais ampla “é a nogdo alargada a reflexio de varias
disciplinas, envolvendo simultaneamente diferentes dominios especializados, metodologias
e técnicas disponiveis” (Ferin, 2010, p. 15). A reapropria¢do do espago publicitario na paisa-
gem urbana, parece assim emergir de um conflito latente entre o sistema regulado e regula-
dor e o uso comunicacional do espaco da cidade, pelos cidados. E importante lembrar que a
atividade publicitaria ndo tem uma ferramenta tnica ou especifica. Ela se utiliza de diversas
manifestacOes artisticas, técnicas e culturais para desempenhar a sua propria.

“Na verdade, recorrentemente as marcas comerciais usam e reusam o capital das marcas-cidade
para os seus fins estratégicos (...) quer associando os seus codigos discursivos e particularidades
identitarias para criar envolvimento e sentimento de pertenca, para alcancar o efeito de glocaliza-

¢do, traduzindo os valores da marca para os valores do local”. (Melo, 2018, p.73)
O comportamento humano foi transgredindo aos poucos a forma de se ver e viver a

cidade. E a publicidade fez parte de tudo isso. Do ponto de vista economico, essa presenga é
muito mais facilmente notada com os impactos sofridos ao longo do tempo. E dificil afirmar
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até que ponto a publicidade se realimenta no espago publico. Entretanto, sua ocupa¢ao na
paisagem urbana nos parece ser inegavel. A reflexao aqui € redescobrir as cidades e os con-
textos publicitarios nelas inseridas. Em Ferreira, fica evidente a necessidade da busca por
essa descoberta.

Um tal exercicio ndo se esgota, porém, naquele processo de especificagio territorial de temas tra-
dicionalmente ausentes na reflexdo urbana (...). O objetivo ultimo da presente reflexao foi o de
procurar redescobrir a cidade —no sentido de encontrar respostas para essa questao banal (?) e de

saber do que falamos quando falamos de cidade”. (Ferreira, 2004, p. 72)

Conhecer a cidade e suas ruas € apropriar-se do conhecimento do mundo. Na tradi¢ao
europeia “as cidades tém um centro, local vivo, animado, onde encontramos por assim dizer
a quinta-esséncia do urbano” (Dupuy, 1995, p. 91). Ao posicionar as marcas tridimensionais
das cidades no espago publico, além de ressaltar o que esta ao fundo ou no campo de visao do
observador, o simbolico ganha relevancia e o envolvimento das pessoas com uma marca co-
mercial, ganha outros contornos, fazendo esquecer por algum tempo que aquilo € comercial
e marca o territorio com sua presenca e na divulgacao de fotos nas redes sociais, conforme a
imagem 3 denota.

A publicidade ao constituir-se como elemento da paisagem e também dos media, con-
tribuiu para a transformagio da identidade do lugar. Por isso, “Os simbolos sdo instrumentos
por exceléncia da “integragdo social” (Bourdieu, 1989, p. 10). Assim, a “sociedade de con-
sumo contemporanea vive sob o abrigo dos signos e na recusa da realidade. Os simbolos e
signos integram o espag¢o urbano a ser interpretado (...) Encontramo-nos em pleno foco do
consumo enquanto organizag¢ao total da vida cotidiana” (Baudrillard, 2018, p. 20). Segundo o
mesmo esquema, pode-se afirmar que a dimensao do consumo até aqui pelo autor definida,
leva-nos a buscarmos algo que ainda esta por vir.

O consumismo rumo a sociedade pds-moderna perdeu a sua virtude provocadora “O
consumo de massa significava que se aceitava, no importante dominio do modo de vida, a
ideia de mudanca social e de transformacgao social (...) o universo dos objetos, da publicidade,
da midia, a vida cotidiana e o individuo ndo tem mais peso proprio” (Lipovetsky, 2003, p. 853).
Nessa visao, 0 homem moderno rompe com a tradi¢ao e € aberto a novas experiéncias. Ele é

simplesmente levado, moldado aos novos tempos.
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Imagem 3
Casal diante da marca Porto na Avenida dos Aliados
Fonte: Instagram autorizado @nogarimatheus (2019)

A publicidade como convite a integracao simbolica

Em Kotler identifica-se uma mudanc¢a comportamental induzida pela integracao do
universo digital e do mundo globalizado no quotidiano, alterando a forma como as pessoas
interagem entre si, “permitindo que desenvolvam relacionamentos sem barreiras geografi-
cas e demograficas “(Kotler, 2017, p.24).

A inclusao social esta acontecendo niao apenas no on-line, mas também no off-line. O conceito de ci-
dades inclusivas —lugares que acolhem a diversidade de seus habitantes — costuma ser considerado
um bom modelo para cidades sustentaveis semelhantes ao conceito de midia social, o conceito de
cidades inclusivas argumenta que, quando elas acolhem minorias que costumam ser deixadas para

tras,dando-lhes uma sensac¢do de aceitagao, isso so traz beneficios para as cidades. (Kotler, 2017, p. 25)

Os elementos da publicidade, enquanto modificadores da arquitetura fisica e da paisa-
gem urbana, sdo participantes da comunica¢ao da cidade. Deste modo, o espago é também
territorio do marketing e passa a ser identificado como espaco mercadologico de troca, do
escambo, da permuta, das intera¢cdes. Ana Duarte Melo (2011) descreve a interacdo da publi-
cidade com o espaco urbano e as dimensdes do real ao digital:
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A interac¢ao da publicidade com o espago urbano e as dindmicas de ocupagao e apropriagao da pai-
sagem, quer por parte da publicidade, quer por parte dos cidadaos atraves da publicidade e/ou ape-
sar dela, constituem o foco desta investigacdo. Uma reflexdo critica que pretende olhar as formas de
intervencao, ativismo e participagao com a cidade real e digital, enquanto espago publico, e as suas

implicagdes na construgao das narrativas e das marcas territoriais das cidades. (Melo, 2011, p. 61)

Neste contexto, a publicidade é uma das ferramentas da comunicag¢io da cidade, “no
entanto a comunicacao é um dizer necessariamente associado ao compromisso relacional
de um fazer” (Martins, 2017, p. 26). Em suma, na publicidade, a retorica apenas aprisiona to-
dos aqueles que com ela se envolvem, “armadilha aqueles que a querem ignorar, aqueles que
pretendem ndo saber ou, pior ainda, aqueles que realmente nio sabem, mas julgam” (Meyer,
2018, p. 148). Toda a vez que na publicidade encontramos algo que nos faz sentirmo-nos fe-
lizes ou melhores, isso vai nos levar ao bem-estar e ao autocontentamento, como Gilles Li-
povetsky (2005) tdo bem tratou em a Era do Vazio. E através da imagem que a publicidade
constroi a reputagdo das marcas. Mas de que imagem estamos falando? Da imagem que age
sobre o espectador. “A produ¢do de imagens nunca é absolutamente gratuita, e em todas as
épocas elas foram fabricadas para determinadas utiliza¢ées, individuais ou colectivas” (Au-
mont, 2009, p. §5). E as imagens publicitarias?

Mas é sobre a imagem publicitaria, inscrita num determinado contexto de recepg¢ao, que se tra-
ta de refletir. Imediatamente identificada como tal, e ndo se confundindo com outras formas de
comunicagao, o sentido da publicidade vai muito para além da mera atribui¢ao de marca e/ou de

produto. (Pires, 2001, p. 2)

A cidade € o palco de todos os atos, vivenciando sua fragilidade e seu crescimento. “A
cidade nao é feita disso, mas das relagdes entre as medidas de seu espago e os acontecimen-
tos do passado” (Calvino, 2002, p. 14). A cidade que serve e também € servida. Mas pensemos
também em outros significados: “A tessitura e os contornos das cidades sdo ressignificados
pela sociedade (...) A cidade conectada, a cidade sustentavel, a cidade sentida, a cidade sem
cidade, a cidade uniforme; em ultima analise, a cidade do cidadao (Mainieri, 2014, p. 191).

E é nessas superficies que a sinaliza¢do de uma cidade compoe a identidade cultural
das areas urbanas.

E neste cenario, protagonizado principalmente por placas e letreiros, que se desenvolve o contet-
do do presente artigo, cujo objetivo é discutir em que medida a publicidade pode de fato romper
com a identidade cultural de areas urbanas, ou mesmo como esta pode gerar novas identidades,

a partir da efémera dindmica contemporanea dos veiculos de comunicagdo. (Nobrega & Duarte,

2009, p. 224)
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Como os produtos e servicos, “os lugares ndo fogem a necessidade de diferenciagio
promovida pelo branding e também foram tragados pelo pensamento das marcas. O termo
place branding, ou marca-lugar, leva a discussao de marcas para outro terreno e uma nova
esfera, mais ampla, mais complexa” (Esteves, 2016, p,17). Vivemos um tempo de comunica-
cao global e integrada. Ao expor as suas marcas nos espacos urbanos e publicos, as Camaras
Municipais, as entidades autarquicas, alcangam muito mais do que informar e identificar o
local com sua marca, despoletando uma série de interagoes, de multiplica¢des relacionais
com a marca e o local. Essa comunicag¢ao vai muito além, nos desdobramentos, na intera¢ao
com as pessoas, e foge ao total controle do emissor embora, a partir do olhar ou da captagao
daquela imagem, do enquadramento das fotos ou videos, ganhe um verniz oficial da divulga-
cao da cidade.

0 estudo exploratorio: logdtipo tridimensional da marca Porto.

Os logotipos tridimensionais sao parte da paisagem da cidade do Porto desde setembro
de 2014. De la pra ca, a cidade foi vivendo transformagoes urbanisticas e de vivéncia e ocupa-
cao do espaco: Qual é a percep¢ao das pessoas sobre a cidade, a sua marca tridimensio-
nal e que implicacoes tem esta na valorizacao do espago?

Para encontrar respostas a esta interrogacao foi usada uma metodologia mista que inte-
grou a observacgao in locco — das pessoas que tiravam fotos na Avenida dos Aliados em dias e
horarios distintos, entre setembro a novembro de 2019 — e a pesquisa nas postagens de redes
sociais —uma busca aleatoria nas redes sociais de turistas que postavam suas fotos associa-
das ao logotipo tridimensional, incluindo algumas das suas perce¢Ges sobre o que sentiram,
0 que as motivou a tirar uma foto junto com a marca da cidade.

Da observagao e recolha de imagens e percepgoes deste estudo exploratorio identifica-
mos algumas dimensdes relevantes, nomeadamente, a naturalizacdo do logoétipo tridimen-
sional e a sua mobilidade estratégica no espago da cidade, e o valor que agrega enquanto cen-
tro simbolico de interagao e vivéncia da cidade.

A naturalizac¢io e amobilidade do logotipo tridimensional

O crescimento da economia, fez com que a publicidade ganhasse ainda mais relevancia
para os anunciantes. “O desafio da publicidade neste novo milénio € forjar novas relagdes
com os consumidores, relagoes que nao se baseiam tanto nas mensagens que os anuncian-
tes querem transmitir, mas sim na unido destas com as informacoes que os consumidores

desejam ter” (Adler & Firestone, 2002, p. 10). Deste modo, os espagos publicitarios de rua
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Imagem 4

Logotipo da marca Porto construida

com plantas para evento ecologico na cidade
Fonte: https://www.cm-porto.pt/

sao utilizados como uma forma natural de exposi¢ao das marcas e ganham importancia pela
proximidade com o consumidor. O logotipo tridimensional da cidade do Porto assume esta
funcionalidade, como identificado na imagem 4, com a marca Porto., construida a partir de
plantas, numa referéncia clara a ideia de sustentabilidade.

A midia exterior, hoje tratada como OOH — Out of Home, parece atender bem a essa
premissa, pois as pessoas se deslocam nas cidades de um lugar para outro.

A ocupagao de determinados espagos ou linhas privilegiadas no exterior, os recintos, pontos fo-
cais, paisagens interiores, etc., sdo outras tantas formas de apropriagéo do espaco. (...) Até mesmo
os pormenores mais insignificantes, na rua ou no espago publico, devem estar integrados na paisa-

gem urbana ao desempenharem as suas fung¢oes individuais. (Cullen, 2018, pp. 25 € 97)

Nas superficies das cidades “a paisagem é uma instincia ultima do devaneio, no in-
tervalo, na diferenca entre o espaco-tempo vividos e o espago-tempo imaginarios” (Pires,
2007, p. IX). A demarcagao dos locais para a fixa¢ao dos suportes publicitarios nas cidades,
depende dos espagos disponiveis, da visualiza¢ao necessaria e dos fluxos. Com o tempo essa
escassez de espaco, fez o mobiliario urbano ganhar relevancia e utilidade e essa funcionali-
dade estratégica € visivel nas imagens 5, 6 e 7 na Avenida dos Aliados, em que o logotipo se
posiciona em varios lugares da cidade.
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Imagem 5

Apresentacdo em 29 de setembro
de 2014 do logétipo da cidade do
Porto na Avenida dos Aliados Fonte:
https://www.cm-porto.pt/

Imagem 6

Logotipo do Porto em outra
localizagdo da Avenida dos Aliados
Fotografia: Autor Silva, L (2019)

Imagem 7

Logotipo cidade do Porto em outra
localizagdo na Avenida dos Aliados
Fotografia: Autor Silva, L, (2019)
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Figura 8

Turista aos pés do logotipo Porto.

Avenida dos Aliados

Fonte: Instagram autorizado @danysanchez
(2020)

Seria essa a base de uma teoria do cartaz na cidade e pudemos assinalar os elementos que
a constituem reportando-nos aos trabalhos para uma cidade a ser construida e marcando em
certos pontos, por manchas de cor, os pontos de afixagao considerados 6timos em fung¢io do
fluxo de circulagao e de um certo numero de preocupagdes estéticas. (Moles, 1987, pp. 229 €230)

O ambiente de uma cidade € diverso. Suas ruas e avenidas sao marcadas pela identifica-
cao visual das placas indicativas.

A ‘leveza’ do crescimento urbano é, portanto, mera retorica de propostas publicitarias e de discur-
so insinuante que tende a ser hegemonico, constituindo, no limite, um peso insustentavel para o

ambiente e para a cidade e, portanto, também para o ambiente urbano. (Ferreira, 2004, p. 112)

Sera que a resignificagdo do espaco urbano passa, necessariamente, pelas interagoes
do cidaddo com esse espago? Nesse contexto, a sinaliza¢do grafica e visual ganha forga: “A
invasao da publicidade em todas as suas formas. Em todos os espagos disponiveis, em todos
os aumentos do nosso quotidiano” (Cavazza, 2001, p. 31). Diferente de outros suportes publi-
citarios, os logotipos tridimensionais ganham importancia, pois além de nao serem estaticos,
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sao capazes de gerar no seu entorno a convivéncia das pessoas, que fazem deles parte inte-
grante de suas fotos, e assim, a paisagem se torna coadjuvante nesse contexto. E como se as
pessoas se relacionassem fisicamente com as marcas e dai nascesse um valor agregado da
marca para a sua cidade. Como identificado na imagem 8, esse valor simbdlico nao tem pre-
¢0, o logotipo tridimensional ganha valor iconico e torna-se um ex-libris da cidade, fazendo
da intera¢do com o transeunte um momento unico, que denota uma transposi¢ao de uma

cidade inteira para uma unica imagem.

Consideragoes finais | discussao de resultados

A mobilidade do logotipo, conforme ele ¢ transferido de um local para outro, motiva a
realocac¢ao do centro simbolico da cidade, onde se intensifica a intera¢ao entre o visitante/cida-
dao e a cidade ou a sua representacdo. Observamos que na cidade do Porto, embora os logoti-
pos tendam a ficar localizados em zonas centrais, eles mudam de localizacdo frequentemente.

Sem tempo pré-estabelecido, essa relocaliza¢do denota uma naturalizagao no territorio, fazendo
com que 0 mesmo se torne um objeto integrado no meio. “Até mesmo os pormenores, na rua ou na
praca publica, devem estar integrados na paisagem urbana” (Cullen, 2018, p. 97). Na maior parte
das vezes, nossa visdo das cidades nio € integra, mas “bastante parcial, fragmentada, envolvida

com outras referéncias” (Lynch, 2014, p.10).

Os logotipos nas ruas e pragas ocupam um espago fisico e virtual. Além de olhar, varias
pessoas tiram suas fotos e gravam videos com as marcas, fazendo seus registos e aproprian-
do-se desses logotipos na divulgacao dessas imagens nas suas redes sociais. A ideia de per-
tenga de quem esta na foto complementa e sobrepde-se a simples afirmagao: “eu estive 1a”.

Das diversas pessoas observadas, das que responderam a pergunta de como se sentiam
tirando a foto, varias sdo unanimes em dizer que, primeiramente, como uma espécie de pro-
va, fizeram esses registos para ressaltar a sua presenca no local. Entretanto, na sequéncia,
quando sao instadas a elaborar mais, as pessoas relatam que sdao envolvidas na atmosfera da
cidade. Naquele momento ha uma interagao fisica com o logotipo.

Além de sairem nas fotos num posicionamento integrado, como se fizesse parte do logo-
tipo tridimensional e do espago em que se integra, muitas sobem as letras gerando uma nova
formacgao simbdlica nos efeitos imagéticos gerados pela simbologia desses logotipos, que

muitas vezes acabam também sendo publicadas nas suas redes socais, como na imagem 9.
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Imagem 9

Turistas compondo com o logdtipo da
marca Porto, no Palacio de Cristal
Fonte: Instagram autorizado
@renatasaavedratrindade (2020)

No ambiente digital, essa transformacgao ainda € maior e se da na medida em que a com-
posi¢ao estética do espago cria outra realidade, que outras pessoas irao receber, muitas vezes
sem conhecer o local e através dessas imagens vao ganhando novos contornos que nem sem-
pre serdo percebidos claramente. “A imagem é um pedago de vida arrancado do real” (Melot,
2014, p.19). Com os avangos tecnologicos e a facilidade de postagens nas redes sociais com a
inclusao da localizagdo manual, tirar uma foto junto a um logotipo tridimensional, funciona
como uma espécie de autenticacio da imagem. E de fato a legitimidade simbdlica do lugar.
“A midia social promove a inclusio social e da as pessoas a sensagdo de pertencerem as suas
comunidades” (Kotler, 2017, p,24).

Vemos a integracao dos suportes publicitarios com a urbanizacao das cidades, como um
contributo na promoc¢ao do turismo local e no aperfeicoamento da gestao das marcas pela
Camara do Porto, como pode ser percebido no conceito de marca, como um instrumento que
garante a simbologia e a sustentabilidade da cidade. La, onde o logdtipo tridimensional esti-
ver, esta, simbolicamente, o centro expressivo da cidade do Porto.
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Abstact: The following article discusses the phenomenon of Place Branding in Portugal and one of'its main cities,
Porto. This paper frames this construct and points out its main manifestations in the world. Different perspectives
and insights are discussed in order to context the concept — in time and space — focusing on the manifestations of
Place Branding in Portugal and specially in Porto.

Keywords: place branding, city branding; globalization, Portugal, Porto, brand image

Resumo: Este artigo analisa o fenomeno de Place Branding em Portugal, com particular foco no exemplo da ci-
dade do Porto. Ao olhar e incluir diferentes manifestagoes de Place Branding no mundo, este estudo olha global-
mente para este fendmeno, enquanto procura um entendimento mais aprofundado sobre este constructo, anali-
sando-o, no tempo e no espago, com especial aten¢ao ao caso de Portugal e, em particular, da nova identidade na
cidade do Porto.

Palavras-chave: place branding, city branding, globaliza¢ao, Portugal, Porto, imagem de marca

Introduction

We are experiencing an era where territorial entities are branded like ordinary companies
or products (Van Ham, 2008). Nowadays, all places — whether it is a country, a region or a city
—depend on trust and customer satisfaction in order to attract more and more people with the
purpose of generate income. Having a good image and the best reputation possible is a priority
for these territorial entities if they want to succeed at the world’s stage (Boisen, Terlouw, Groote
& Couwenberg, 2018). They are all competing against each other since most of them offers the
same “product” and that is why the competition is fierce.

Place Branding corresponds to the practice of applying branding strategies and other
marketing techniques to the economic, political, and cultural development of countries, re-
gions, and cities (Boisen, 2007; Kemp, Childers & Williams, 2012). This phenomenon is a sort
of soft power, and it develops from the attractiveness of a place’s culture, political ideals, and
policies (Van Ham, 2008). Likewise, these policies are becoming more important over the last
decades (Boisen et al., 2018). One can consider Place Branding to be a way of influencing others
into consuming the singular traces of a certain country, region, or city. Van Ham (2008, p. 127)
explains it as “an effort to use strategies developed in the commercial sector to manage [...] the
soft power of a geographical location”.

The practice of Place Branding goes way beyond the marketing/branding world (An-
holt, 2008), because it deals mostly with real territories’ socioeconomic aspirations. Van
Ham (2008, p. 127) considers Place Branding a form of intellectual property — “(...) the total-
ity of the thoughts, feelings, associations and expectations that come to mind when a pros-
pect or consumer is exposed to an entity’s name, logo, products, services, events, or any de-
sign or symbol representing them”. So, Place Branding it’s a way more than just the sum
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of mere slogans and vintage ad campaigns that promote paradisiac and dreamy countries.

According to Ollins (1999), it’s vital to look at the history of the process, as place branding
is “older” than the concept of branding itself. In this paper we look at the Portuguese expe-
rience and aim to unveil a little more if there are any effective manifestations of good Place
Branding practices in our country.

Theoretical Backgound

A place’s reputation is set by its culture, people, political ideas, and policies (Van Ham,
2008). Generally speaking, branding is essential for subjects to create value in the relationships
they establish with others (Ollins, 1999). While this reality has always been experienced by
brands, geographical points also undergo the same procedure too. For both brands and places,
value does not correspond to a permanent state, as it always changing and adapting to time
and context (Van Ham, 2008). Bosein (2015) considers Place Branding to be a way of creating,
sustaining, and shaping positive place identity. Sarabia-Sanchez, Cerda-Bertomeu, and Kalan-
dides (2018), as well as Casais & Monteiro (2019), regard place branding as an activity connect-
ed to public sector local authorities that create a place brand as a way to face competition and
communicate a predetermined image which relates with the perceived identity of locals simul-
taneously. In this context, place branding has to do with the involvement of public diplomacy
with different stakeholders, such as experts, private sector, and residents (Kalandides, 2018).
Insch & Walters (2018) state it is fundamental for managers to involve citizens in the process
of brand design to respect their perceived city identity. Residents are ambassadors of the city
brand (Kavaratzis, 2017): it is necessary for them to be engaged with the spot, so they do not feel
alienated (Henninger et al., 2016).

Nevertheless, the topic gives room for multiple interpretations and meanings (Noronha,
Coca-Stefaniak, Morrison; 2017), due to its closeness to terms such as Place Marketing and
Place Promotion. Some authors regard Place Branding as an instrument of Place Marketing
and others show an opposite position: Place Marketing is just one of the several instruments
Place Brading offers. However, all academics agree on the fact Place Branding corresponds to a
« (...) network of associations in the consumer’s mind based on the visual, verbal, and behavio-
ral expression of a place and its stakeholders. » (Zenker & Braun, 2017, p. 275).

The immediate and most direct goal of these type of branding strategies is to reinforce
a place’s economy. As Ollins (1999) states, history is full of episodes which are reminiscent of
Place Branding, but the truth is that this process is, more than anything else, a consequence of
the globalized world the 21 Century presents us daily. It is undeniable that globalization ac-
celerates Place Branding and creates the necessity for all territorial entities to develop them-
selves so its political and socioeconomical structures produce wealth. Van Ham (2008) and
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Anholt (2008), when addressing the same topic, assert global economic forces (derived from
globalization) turn “good brands” as important tools more than ever. At this stage, it is clear
that brands are places and places are brands (Ollins, 1999). All states use branding techniques
when promoting themselves or its local and ‘made-in’ products, but on most occasions, people
do not notice as they are so used to it. The ‘Country-Of-Origin’ effect is endlessly played by
these entities and that is basically why one associates Germany with cars, Japan with cameras
and Switzerland with watches (Van Ham, 2008), just to name a few.

This is not an easy game though. Since Place Branding does not correspond to a static re-
ality (Van Ham, 2008; Boisen, 2007), it seems extremely difficult for a place to find his niche or
a distinctive position in world markets (Boisen et al., 2018). To engage in a competitive market,
guarantee customer satisfaction and creating — plus maintaining — brand loyalty is tremen-
dously difficult, however possible, as the cities of New York and Amsterdam or the country Sin-
gapore demonstrate.

Ordinary brands do their work by selling products which promise a “better world” (Ollins,
1999). Geographical sites are now proceeding in the same exact way, but instead of selling mere
items or services, they commercialize experiences, feelings and ‘ways of living’. (The United
States of America did it in the 1930’s: the billboard that preached “There’s No Way Like The
American Way, in a clear reference to the so-called American Dream, is a great example of Place
Branding). Boisen et al. (2018) and Ollins (1999) states that nations, regions and countries can
use the power of branding to deliver a message about their value and values to the widest pos-
sible audience.

It is kind of amusing that political actors and brands face similar issues (Ollins, 1999), but,
then again, this point only proves that disciplines like advertising communication, branding,
and marketing are truly essential to states and other entities in today’s society. We believe this
reality is even more relevant now more than ever as the world is still struggling with the Cov-
id-19 pandemic. It is safe to predict that communicational processes are going to play an impor-
tant role on the recovery procedure, especially Place Branding.

Places work just like brands do (Ollins, 1999; Van Ham, 2008; Anholt, 2008; Bosein et al.,
2018). If a certain geographical site wants to succeed by reinforcing its influence, it must ensure
its products, services and locations are commercialized in the freshest way possible, due to the
fact that competition is fierce, and all actors pursue the same goal. In this context, emotional
bounds are very much needed as brand loyalty dwells on those (Ollins, 1999). The Place Brand-
ing theme makes even more sense now: we live in a time when public authorities treat citizens
like clients as they adopt a business-type of speak (Van Ham, 2008). It is a truism to affirm that
currently countries, regions, and cities are willing to create new and different lifestyles to then
sell those tolocal and foreign people by asking for premium prices. All these geographical points
want to benefit from an appealing branding strategy, that is, they want to become an attractive
venue so higher prices can be charged as well as higher profit margins can be achieved (Ollins,
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1999). If this plan turns out well, it is possible for places to expand their market and political
share (Bosein et al., 2018).

Nations, regions, and cities aim to appeal to more clients and charge even more for their
products and services. Nevertheless, some authors understand the primarily objective derives
from an internal point of view, as these entities want to improve its citizens lives and experi-
ences by “giving them a sense of belonging and a clear self-concept” (Pedeliento & Kavaratzis,
2019). Regular brands also aim to improve their own employees lives and experiences and all
the great companies have success in creating a sense of shared identity among workers and
collaborators. As Ollins (1999) stated, branding is not just the selling of products or ideas and
gaining market share and recognition — it is mainly about constructing identities and reinforc-
ing loyalty and reputation.

Although some authors believe that countries and other geographical entities really are
like brands (Ollins, 1999; Van Ham, 2008), there are others that don’t agree. Anholt (2008)
doubts this practise is directly linked to the marketing communications world, believing in-
stead that Place Branding is more related to simple “policy changes”. He states there are no
proves that the use of marketing communication tools manipulates international public in-
sights of countries, regions, and cities, supporting his statement on the fact that there is data
which does not indicate a real correlation between “national brand value” and “nation brand-
ing campaigns”, mainly because it is a complex task to distinguish between regular selling strat-
egies (like tourism campaigns and investment promotions) and genuine Place Branding poli-
cies. The author goes on by saying there are few “branding nation initiatives” that are impactful
enough to be considered as game changers. Anholt’s concerns can be linked to the conceptual
confusion that Bosein et al. (2018) also showcase. These authors reveals that are several coun-
tries that have produced zero marketing campaigns but managed to present improvements in
their reputation, while other nations have spent millions on advertising and public relations
and their value stayed the same. Nevertheless, Anholt (2008) stated that Place Branding and
similar techniques are essential for geographical sites to succeed in a globalized world, but it is
ultimately essential for the ones who occupy political structures to understand how brand com-
munication works and what are its main concepts. If they are able to understand it, they can
create a strong new dimension for “development, statecraft and governance” (Anholt, 2008),
since Place Branding is a hybrid term as it is influenced by several different sectors at the same
time (Noronha et al., 2017).

Brands are profoundly linked to an idea of differentiation and identification (Aitken &
Campelo, 2011) and so are places. Different brands have different meanings, symbols and val-
ues which demonstrate the existence of individual and collective identities (Askegaard, 2006).
Since all places are facing global competition in both domestic and external markets, it is man-
datory for them to apply branding techniques based on personal and specific impressions (Ait-
ken & Campelo, 2011).
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In this context, one can say Place Branding obeys to five major principles: 1) Distinctive-
ness, because each place is different and offers unique characteristics; (2) Authenticity, once the
real objects, values, and people can’t be replaced; (3) Memorability; for it is vital to crave the
site’s main traces in people’s minds; (4) Co-Creation, because an holistic approach is absolutely
necessary by all intervening agents: governments, business, civil society and target markets,
such as investors and the press; and at last, but not least, (5) Place Making, as it essential for
a place to present an integrative set-up always full of fresh innovations, public policies, struc-
tures, events and investments (The Place Brand Observer, 2015).

Place Branding in Portugal

As Ollins (1999) stated, there are many manifestations of the occurrence in the world’s
history. One can mention the French experience, which offers several “rebranding exercises”
deeply connected to historical events, being the French Revolution and its major principles the
main example. Also, the city of Paris is commonly treated as the ‘City Of Lights’, not because
of the glittering Eiffel Tower, that’s mainly to blame for the misinterpretation, but because
Paris was one of the first European cities to adopt street lighting, although the nickname real-
ly gained the most traction during the Age of Enlightenment that followed. Moreover, Ollins
(1999) mentions Ceylon which reinvented itself as Sri Lanka; Turkey’s modernization conduct-
ed by Atatiirk; and the USSR transformation into the Russian Federation. One easily under-
stands these questions deal with not just branding, but, as the author affirms, the link with place
branding is obvious. At present times there as well many countries, regions and cities which fol-
low Place Branding strategies, such as Barcelona, Melbourne, Helsinki or Qatar (Bloom Con-
sulting, n.d.). In Portugal there are not many immediate to mind Place Branding experiences.
The Portuguese case relates more with Anholt’s (2008) points-of-view. In Portugal there are
plenty of national, regional and local campaigns which promote our territory and its advantag-
es of all kinds (predominantly touristic), nevertheless it is rare to find a proper Place Branding
occurrence in Portugal — but that does not mean there are no examples of it.

We believe the city of Porto is Portugal’s best case of a successful Place Branding strategy
and literature proves it (Casais & Monteiro, 2019). Nowadays all Portuguese and non-Portu-
guese people recognize Porto’s new city identity primarily because of the design efforts and
improvements the local government did with the help of Eduardo Aires Studio. There are a few
points concerning Porto’s place branding strategy that catch our attention. Do Porto’s citizens
feel like they belong in the city’s community and daily experiences?

According to Campelo et al. (2014), the residents’ involvement enhances the most impor-
tant assets for place branding. This way it is essential for these individuals to co-create the place
brand, so they do not feel distant from the community (Ram et al., 2016). As Boyd (2012) points
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out, the co-creation method of a city brand needs to represent the different visions of multi-
ple stakeholders and the place’s authenticity, both engaging people from the city and tourists,
who look for that authenticity. But this an extremely difficult task. Insch & Walters (2018) ar-
gue multiple place identities can be detected in different populations of the city. Also, place
identities tend to vary across time. There is also the possibility resident’s brand identity may
contrast with the image visitors get from the city (Zenker et al., 2017; Baxter et al., 2013). Casais
& Monteiro (2019) reminisce on previous studies focused on Barcelona that illustrate this idea
(Compte-Pujol et al., 2017). Residents and tourists could not be more different.

It is a fact that governments sometimes assume that residents are only passive benefi-
ciaries or place customers of the brand (Casais & Monteiro, 2019). Literature shows that most
city brands are formed having the external promotion in mind as the main goal is to attract
tourists and external investment (Vasudevan, 2008). Most of the times, these local power insti-
tutions strive for good relationships developed between residents and tourists, as those define
the character and atmosphere of a place. This happens due to the fact it is essential for a place’s
health to benefit from a positive communication from residents to outsiders, forming a good
impression of the spot (Insch & Florek, 2008; Peighambari et al., 2016) and promoting tourism
development (Vargas-Sanchez et al., 2015). Then again, for this to happen, residents must have
a strong sense of belonging and satisfaction towards the city (Hunt & Stronza, 2014). Local gov-
ernments can create these feelings but only if an internal place marketing perspective is taken
into consideration (Insch & Walters, 2018). It is important to give residents, who form the great-
est group of internal stakeholders (Compte-Pujol et al., 2017), opportunities to participate both
in the city’s community and on the co-creation of the place brand. As Insch & Walters (2018)
state, residents strive for involvement and participation.

Casais & Monteiro (2019) take a deep look at Porto’s place branding experience. They
start by explaining how the strategy was developed. The city brand was created in 2014 and it is
called ‘Porto.’ Its logo has won international awards, like the European Design Awards (2015),
a British Design and Art Direction award, and a Graphis. Since 2014, many other cities have
come up with similar design strategies based on the simplicity and aesthetics from Porto. On
a parallel side, the city’s tourism has been growing immensely (Rodrigues, 2019): Porto was
named Best European Destination in 2012, 2014, and 2017. It is essential to understand if Por-
to’s residents feel connected with the city brand. Casais & Monteiro (2019) purposed to analyse
that theme and they reached important conclusions that prove that a successful place branding
strategy ought to connect with both internal and external agents. The authors conclude Por-
to’s residents were included in the brand development (Compte-Pujol et al., 2017; Kalandides,
2011), but the involvement was little.

Porto’s city brand was built under an institutional perspective (Casais & Monteiro, 2019).
It was a designer hired by the city council who came up with the logo. Only after the logo was
designed did the council organized a public event where Porto’s residents would comment on it
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and give suggestions. On the same occasion, citizens had also the opportunity to come up with
own design/city icons. Taking into consideration Waheduzzaman & Mphande’s views (2014),
this situation corresponds to the so-called political model, which is based on a top-down ap-
proach followed by public discussion with the citizens. As Casais & Monteiro (2019) argue, the
resident’s activity is strict to the logo development, and they did not participate on a previous
stage dedicated to a brand brainstorming. Even though Porto’s citizens assume they wanted
to participate more on previous stages of the process, most of the individuals favour the final
result as they like the city’s logo aesthetics and meaning.

Porto managed to create a graphic image that respects the city’s view from each resident.
Due to the fact Porto has a great variety of people and identities, it was important for the strat-
egy to acknowledge these differences. The city was willing to come up with a visual language
that shows Porto is a unique place. In that context, the city was inspired by its buildings and
sights — that define a certain image, but are not considered ‘brands’ (Riza et al., 2012) — and
created a new identity. ‘Porto.’ is based on a simple design concept, however It represents a
complex, dynamic, and emotional reality sensed by the city’s people (Kavaratzis & Hatch, 2013;
Kavaratzis, 2009). The logo’s immediate intention is to potentiate a moment of discovery and
representation (Casais & Monteiro, 2019), as the selected imagery lets people build their own
Porto image. Following Hernandez et al. (2017) and Mueller & Schade’s (2012) thoughts, one
can state Porto’s place branding strategy forms moments of brand attachment. Additionally,
the ‘Porto.” message appears accompanied by a set of icons that represent the city’s top sights
and traces, such as buildings, landscapes, and symbols representing gastronomy, culture, and
traditions (Casais & Monteiro, 2019).

The city’s spirit and personality are successfully captured by all the visual and aesthet-
ics signs the design studio created — identified everywhere in the city and on the city’s official
social media accounts. ‘Porto.’ represents a timeless concept, as the message remains forev-
er in individuals’ minds. Moreover, the idea is independent from local government systems
(Hankinson, 2007), so no matter who leads Porto the city’s branding strategy will prevail and
reach its residents and tourists. As Casais & Monteiro (2019) point out «the positioning of the
city brand is stated with the dot after the word Porto. It comes as a form of affirmation that the
brand is the city and not the city council» (p. 234).

The strategy’s primarily goal was internal, as both the council and the design agency
wanted to present the collective idea of ‘home’ Porto’s people have. But now whoever visits the
place —whether it is a national or a foreign tourist — experiences the same feeling.

Every city turns out to be a shared identity and Porto managed to reflect those feelings
visually. Now, one can find them everywhere: in the streets, metro stations, public murals, local
infrastructures and the in the back of municipal workers. Porto’s local government managed
to enclosure the feel of belonging in the same space, in the same city. Porto’s residents have
shown they identify with the new city identity due to the fact it represents faithfully the location
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and depicts memories, feelings, and sensations (Compte-Pujol et al., 2017; Casais & Monteiro,
2019). Moreover, the new city brand gives room for multiple views of Porto. Nevertheless, res-
idents tend to feel the brand speaks more to tourists than to the city’s residents. This situation
makes us think it is possible for the city to improve its internal place marketing strategies.

‘Porto.’ is undoubtedly a case of successful Place Branding. It justifies this practise is not
just about fresh designs, good copywriting skills, and original branding, but also to be about
Co-Creation between all agents that intervein in the city’s life and existence (Pedeliento & Ka-
varatzis, 2019).

Conclusion

The subject we chose to examine demonstrates the influence that advertising communi-
cation has on current society, especially on politics and other statal happenings. It gets easier to
comprehend this matter if one realises Place Branding is, indeed, a form of power — soft power.
Nevertheless, many authors struggle when trying to define this process due to the fact it mani-
fests simultaneously in a great variety of sectors (Anholt, 2008), but especially in politics. In the
end, Place Branding relies on many different factors and depends on a great variety of actors
that need to ‘co-create’ strategies of this kind. If a geographical point, whether it is a country,
region or city, wants to develop a way of improving its reputation and image, in order to attract
the largest group of people, every single agent of that site has to be part of the change.

At most times, these entities behave just like brands do. Instead of selling a specific prod-
uct or service, they commercialize the place’s own traces and characteristics which are reflect-
ed on different realities, being the political and the economical the most important ones. Place
Branding as a tool gets even more value if we look at the state of the globalized world. There
are many different venues which offer the same product. The difference between them usually
resides in the quality and effectiveness of the communication which is used to promote the site.

In Portugal there are not many examples of Place Brading techniques. Porto’s city new
visual identity, which was introduced back in 2014, is certainly the best case of this practice
in the country. But even this campaign had its issues as a considerable group of the city’s resi-
dents think the place brand was introduced to respond to touristic concerns (Casais & Montei-
10, 2019). Nonetheless, people from Porto are pleased with the ‘Porto.” message due to the fact
it represents them in a broad, diverse way. All individuals and views are integrated within the
discussed message.

It seems hard to come up with Place Branding strategies which can change the reputation
of an entire country, but throughout the history one finds episode that reminisce Place Brand-
ing. It gets clear this strategy has to be considered by all geographical agents which want to pro-
mote their unique territories and people —just like brands do with their products (Ollins, 1999).
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Abstract: As the competitiveness of cities declines, residents move away, consumers spend less money and
businesses begin to decline or close. The literature refers to the use of branding strategies to reverse this trend.
Regardless of their size, cities have been adopting branding strategies to promote themselves, retain citizens,
attract new residents and investors, compete for more tourists, get new investments, and job creators. Accor-
ding to the literature, there is a link between branding and multi-stakeholders through internal stakeholders as
they are of key importance in the co-creation of place, brand co-creation and its long-term success. The aim of
this research is to analyse how the internal stakeholders of two cities with different dimensions, located in Por-
tugal — Porto and Sao Jodo da Madeira — relate to the territorial brand. These cities were selected because they
are recognised for attracting population, business, and tourism. To achieve this objective, an extensive literatu-
re review of territorial branding (place branding) management frameworks was carried out. A qualitative case
study approach was pursued through 24 interviews with representatives of internal stakeholders conducted in
both cities, targeting their most relevant internal stakeholders.The results demonstrate how the adoption of a
place branding strategy influences the quality of life in the city, the level of involvement of its internal stakehol-
ders and affects their relationship with local institutions. These results are thus very encouraging to develop
further research and give clues to policy makers to adapt the necessary policy measures to meet the interests of
cities. This paper contributes to knowledge by reinforcing the significance of the role of internal stakeholders in
the territorial branding management process.

Keywords: place branding, internal stakeholders, brand engagement, brand equity, sustainability

Resumo: A medida que a competitividade das cidades diminui, os habitantes afastam-se, os consumidores
gastam menos dinheiro e as empresas comeg¢am a decair ou a encerrar. A literatura refere a utilizacao de estra-
tégias de branding para inverter esta tendéncia. Independentemente da sua dimensao, as cidades tém vindo a
adotar estratégias de branding para se promoverem, reterem os cidaddos, atrair novos residentes e investidores,
competir por mais turistas, conseguir novos investimentos e criadores de emprego. De acordo com a literatura,
existe uma ligacdo entre a criagdo da marca e os multiplos intervenientes através dos stakeholders internos, pois
estes sao de importancia fundamental na cocriagdo do local, na cocriagcdo da marca e do seu sucesso alongo pra-
zo. O objetivo desta investigacdo € analisar como os intervenientes internos de duas cidades com dimensdes di-
ferentes, localizadas em Portugal — Porto e Sao Jodo da Madeira — se relacionam com a marca territorial. Estas
cidades foram selecionadas por serem reconhecidas por atrairem populacdo, negocios e turismo. Para alcancar
este objetivo, foi realizada uma extensa revisdo bibliografica dos quadros de gestdo da marca territorial (place
branding). Foi prosseguida uma abordagem qualitativa de estudo de caso, através de 24 entrevistas com repre-
sentantes de intervenientes internos realizadas em ambas as cidades, dirigidas aos seus intervenientes inter-
nos mais relevantes. Os resultados demonstram como a ado¢do duma estratégia de place branding influencia a
qualidade de vida na cidade, o nivel de envolvimento dos seus intervenientes internos e afeta a sua relacdo com
as instituicoes locais. Estes resultados sao, assim, muito encorajadores para desenvolver mais investigacao e
dar pistas aos decisores politicos para adaptar as medidas politicas necessarias para satisfazer os interesses das
cidades. Este documento contribui para o conhecimento, reforcando o significado do papel dos intervenientes
internos no processo de gestao da marca territorial.

Palavras-chave: place branding, stakeholders internos, envolvimento da marca, equidade da marca,
sustentabilidade

1. Introduction
City as a brand is a recent but widespread phenomenon. “Place branding has become

a vibrant area of research and has receives increasingly widespread attention and recog-
nition” (Chan, 2013, p. 236) and, for many years, “place branding has remained a rich and
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complex area of research which has attracted the attention and the willingness of more and
more researchers to explore in depth this field and understand it in order to contribute to the
place branding literature and theory” (Berrada, 2018, p. 234). Places and their identities, their
reputations and their images are, for Anholt (2010), a rich and rewarding theme. Branding
assumed an important role across many disciplines, such as Architecture, Business Studies,
Economics, Economic History, Geography, International Relations, Marketing, Media Stud-
ies, Planning, Political Science, Tourism Studies, Sociology and Urban Studies, as described
by Pike (2011). As claimed by Oguztimur & Akturan (2015), city branding includes other dis-
ciplines such as marketing, architechture, city planning and tourism-based studies.

The city branding concept follows also two approaches, marketing oriented and plan-
ning oriented, due to its interdisciplinary character (Oguztimur & Akturan, 2015): the first
one presents city branding as a demand-oriented communication process and the later as
brand strategies.

Anextended literature review of place branding management frameworks was conduct-
ed to pursue this study. An exploratory qualitative research approach followed, by means of
24 interviews with representants of internal stakeholders conducted in both cities addressed
to their most relevant internal stakeholders. Due to the coronavirus pandemic, the already
booked interviews suffered many changes and the constraints were managed according to
the situation.

2.Place Branding Management

In this section we review the literature regarding place branding focusing on the most
recognized frameworks. Firstly, the concept of place branding management is explained and
then the frameworks are presented.

Place branding management has been a hot topic recently and discussed in the past dec-
ades by authors by means of several frameworks. Some of the most recognized in the litera-
ture are presented in this paper. The modern use of branding as a business tool can be found
from about 1870 until the early 1900s, when use of grands became a widescale phenomenon
(Blackett, 2003), by “determined firm owner-entrepreneurs and high-level managers” and
towards consumer products (Low & Fullerton, 1994, p. 174). The branding theory that has
emerged in 1950s “was initially developed in the context of consumer products” (Hankin-
son, 2015, p. 15). Factories were using brands “to indicate quality and origin” of manufactured
goods and “to give the purchaser confidence” in products made of gold or silver (Blackett,
2003, p. 15). According to Hankinson (2015), after decades of working independently, these
domains are now in convergence. The need to atract tourists lead cities into the search for the
most adequate ways of “selling the place” in the 1970s. The following decade focused on the
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best methods to manage the city and, simultaneosly, Philip Kotler introduced Marketing into
the equation.

“The scale of adoption of branding has been breathtaking”, states Blackett (2003, p. 20),
considering that from a consumer goods confined activity for three-quarters of the 20" cen-
tury, “now features in industrial and business-to-business sectors, the public and voluntary
sectors, utilities and non-governmental organisations”. And the new millennium gazed at
the convergence of some disciplines, with Place Branding emerging (Hankinson, Rethinking
the place branding construct, 2015).

The origins of place branding are well identified (Hankinson, 2015) in the studies of
Stephen Ward (1998) and Chris Philo and Gerry Kearns (1993). And some authors, such as
Ashworth, et al. (2015), consider «Selling the City», by Ashworth & Voogd (1990), and «Mar-
keting Places», by Phillip Kotler et al. (1993), seminal books on place marketing subject.

An interdisciplinary analysis (Kavaratzis M. , 2004) reveals the existence of three phas-
es of city marketing development: (1) fragmented promotional activities, (2) city marketing
mix and (3) towards city branding. Kavaratzis (2004, p. 9) also identifies four different trends
on place branding discussion: (1) branding nations, (2) “the nature and effects on cultural
and entertainment branding on the physical and social character of places”, (3) destination
branding and (4) the concept of corporate branding applied to place branding.

Branding is the reason for the huge gap between poor and wealthy nations (Anholt,
Branding Places and Nations, 2003). The place brand strategy should recognize that the main
resource of most places is people who lives, and the things made and done in the place. Fre-
quently, place branding is wrongly understood as place selling (Zenker & Braun, Rethink-
ing the measurement of place brands, 2015). For Keller (2003, p.596), branding is based on
abstract and intagible factors. All of those become part of the consumer’s memory and will
affect future interactions with the brand (Keller, 2003). Accordingly, Zenker & Braun (2015,
pp- 212-213) define place brand as “a network of associations in the consumers’ mind based
on the visual, verbal, and behavioural expression of a place, which is embodied through the
aims, communication, values, and the general culture of the place’s stakeholders and the
overall place design”. These authors also argue that the place brand is the perceived image
by the target audience from the communicated expression or the physical characteristics of
the place. The measure of place brand effects is obtained through the willingness to stay in a
place, the resident satisfaction or a positive place behaviour (Zenker & Braun, 2015).

Place branding is a process that aims to enhance the place image through the experience
of an authentic place identity and the change of mindsets of place consumers (Anholt, 2010). It
differs from product marketing and corporate branding, even if a clear definition is not yet es-
tablished (Chan, 2013) and is more complex than branding a product or service, mainly because
the stakeholders and target groups are broader (citizens, tourists, public and private sector or-
ganization decision makers) and aiming for different benefits (Middleton, 2011). City branding

86 Luis Branco Barros, Teresa Barros



emerges as “a sub-field of place branding and emphasizes the marketing and branding of cities
to the residents (and potential residents) as a place to live, and to businesses as a place to invest”
(Merrilees, Miller, & Herington, 2009, p. 362). For Kavaratzis (2004, p. 10), “city branding cen-
tres on peoples’ perceptions and images and puts them in the heart of orchestrated activities,
designed to shape the city and its future”, and “managing the city’s brand becomes the attempt
to influence and treat those mental maps in a way favourable to the city’s circumstances and
further needs for economic and social development”. A place brand must deliver value to its
stakeholders, such as residents and local organizations, which pay taxes, invest and benefice
from it (Hankinson, Rethinking the place branding construct, 2015).
Next, we will unveil the most recognized frameworks on place branding.

2.1. Place Branding frameworks

Here we present the most recognized frameworks regarding place branding.

Kotler, et al. (1993), argue that places must be projected in line with a business approach,
excelin some way and think strategically. Therefore, they present a strategic market planning
framework which considers the following dimensions: a) Place identity; b) Place products; c)
Place buyers; d) Place selling.

Strategic place marketing contributes to a country’s enhancement position in the global
marketplace (Kotler & Gertner, Country as a brand, product, and beyond: A place marketing
and brand management perspective, 2002). The authors argue that the country brand man-
agement must deal with different tasks, such as managing the image, attracting tourists and
factories and companies: a) Managing the image; b) Attracting tourists; c) Attracting factories
and companies.

Also, Rainisto (2003, p. 229) evaluated the most critical factors in place marketing by
means of developing a theoretical framework focused on success, specially through branding.
The concepts of place marketing, corporate marketing and success are defined in his study,
and “the framework comprises elements related to the domains of marketing management
and strategy”. The author states that his study developed a new concept of Place Branding,
considering that “places can be marketed as sophisticated as products and services, and plac-
es can be branded to increase value and attractivity of the location” (Rainisto, 2003, p. 232).

Rainisto’s framework comprises several success factors: a) Planning group; b) Vision and
Strategic Analysis; c) Place Identity and Place Image; d) Public-private Partnerships;e) Political
Unity; f) Global Marketplace and Local Development; g) Process Coincidences; h) Leadership.

Kavaratzis (2004) proposes a city image communication framework that represents the
beginning of a comprehensive study, and that distinguishes between primary, secondary and

tertiary communication: Primary communication — related to the communicative effects of
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the city actions — Landscape Strategies — urban design, architecture, green spaces and public
spaces in the city; Infrastructure Projects — accessibility and diversity of public facilities; Or-
ganisational and Administrative Structure — community development networks and citizen’s
participation in the decision making, and public-private partnerships; and Behaviour — vi-
sion, strategy, financial incentives, number and type of events organised in the city; Second-
ary communication — formal and intentional communication, like advertising and public re-
lations; Tertiary communication — communication not controlled by marketers, like word of
mouth, linked to the other dimensions as it depends in those marketing efforts.

Anholt (2006) developed the Anholt-GMI City Brands Index based on a hexagonal eval-
uation framework, which represents a different framework from the Anholt Nation Brands
Index. The author considers that cities are simpler, smaller, and easier to generalize than a
whole country. Therefore, the six dimensions of its hexagon are: The Presence; The Place;
The Potential; The Pulse; The People; and The Prerequisites.

Trueman & Cornelius (2006, p. 12) presented the Place Branding Identity Toolkit, which
“has refined the definition of city brands and revealed the importance of identity in establish-
ing the nature of the brand”. These authors argue that “brand identity is made of Presence,
Purpose and Pace, as well as the immediate visual impact of the built environment” (True-
man & Cornelius, 2006, p. 11): Presence; Purpose; and Pace.

Focused in destination marketing, Hankinson (2004) distinguishes four main streams
of brand conceptualisation: brand as communicators, brand as perceptual entities, brand as
value enhancers and brand as relationships, all intertwined and not independent of each oth-
er. The author also divides place marketing into two domains — urban planning and tourism
and vacation marketing — considering that each one takes a different approach. In his rela-
tional network brand, the place brand is represented by a core brand and four categories of
brand relationship, which are dynamic, get stronguer and evolve over time: Core brand; Pri-
mary services relationships; Brand infrastructure relationships; Media and communications
relationships; and Consumer groups relationships.

More recently, the same author presented a new framework, a holistic model of the des-
tination brand management process. Hankinson (2007) finds five guiding principles of desti-
nation branding management derived from the corporate brands literature, considering that
there are sufficient similarities between these two categories: Strong, visionary leadership; A
brand-oriented organisational culture; Departmental co-ordination and process alignment;
Consistent communications across a wide range of stakeholders; and Strong, compatible
partnerships.

Kavaratzis (2009) argues that some the above frameworks differ in several respects
but that it is possible to find strong similarities, leading to an integration proposal (Annex A).
The author groups those similarities into eight categories as components of an integrated ap-
proach to city brands management: Vision and Strategy; Internal Culture; Local Communities;
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Synergies; Infrastructure; Cityscape and Gateways; Opportunities; and Communications.

Considering that our purpose is to analyse how the internal stakeholders of two cities
with different dimensions, located in Portugal — Porto and Sao Joao da Madeira — relate to
the place brand, the next subtopic is dedicated to defining the internal stakeholders.

2.2. Stakeholders

Freeman (1984) was one of the first authors do define stakeholders. In the late 1970’s
he developed a broad definition of stakeholder as a group or an individual with the capacity
of affect or to get affected by any achievement of the organization’s goal (Freeman, Strategic
Management: A stakeholder approach, 1984). According to this author, to achieve success
organizations must provide value to their stakeholders — all the relevant groups and indi-
viduals — who also help determine the success or the failure of the organization. The impor-
tance of the stakeholders is not the same, that is why they can be divided between primary
and secondary ones (Figure 1). In the first category we can find those groups or individuals
that are, somehow, dependent financially from the success of the organization, such as em-
ployees or suppliers. Secondary stakeholders that impact or are impacted by the organization
must be involved, but can be on a later moment (Freeman, Harrison, Wicks, Parmar, & de
Colle, 2010).

COMPETITORS

@@

SPECIAL CONSUMER

INTEREST
ADVOCATE
GROUPS GROUPS

Figure1
CRIMARY SECONDARY Creating value for stakeholders
STAKEHOLDERS STAKEHOLDERS Source: Freeman, et al. (2007),

cit. in Freeman, et al. (2010)
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Kotler, et al. (1993, p. 18) argued that the biggest challenge of place marketing is to
strengthen “the capacity of communities and regions to adapt to the changing marketplace,
seize opportunities, and sustain their vitality”. And for that they considered four main target
markets for place marketing: Visitors (business visitors, tourists and travellers); Residents
and Workers (professionals, skilled workers, wealthy individuals, investors, entrepreneurs
and unskilled workers); Business and Industry (heavyindustry and entrepreneurs); and Ex-
port Markets (other localities within the domestic markets and international markets). Like
any other product, urban place marketing begins with identifying the city’s target groups, its
customers. Van den Berg & Braun (1999, p. 993) define customers as inhabitants (to whom
“the city is a place to live, work and relax in and a supplier of a wide range of facilities like
education and health care”), companies (to whom the city “is a place to locate, to do business
and to recruit employees”) and tourists and other visitors (to whom the city “offers a combi-
nation of culture, education and entertainment”).

Comparing corporate brands with destination brands, Hankinson (2007) identifies the
external stakeholders as shareholders, suppliers, distributors, government agencies, media,
education and arts, “who over a long period of time can have a profound influence on the
brand image” (Hankinson, 2007, p. 245). Braun (2008) agrees with the four core customer
groups framework — residents, visitors, companies and investors — but considers that, for
certain cities, it could make sense to expand it with commuters, students, export markets and

intermediaries, which are in a second ring.

mtermediairies
visitors
export )
companies e .
markets P investors students
residents
commumiters

Figure 2
The customers of a city
Source: Braun (2008)
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Zenker & Braun (2010) consider that the target groups in recent marketing practice are
more specific and complex, and customers are not only different in terms of place brand per-
ception but also in their place needs and demands. The authors claim that conflicts and syn-
ergies are inevitable between those needs and demands of different group targets.

Table 1
Different Target Groups for Place Marketing

Visitors Residents and Workers Business and Industry
Internal External Internal External
Business Tourists Creative Class Creative Class Civil Service Investors
Leisure Tourists Skilled Workforce Skilled Workforce Investors Companies
(sectors)
Students Students Companies
(sectors)

Source: adapted from Zenker & Braun (2010)

Beckmann & Zenker (2012) added to the above framework (Table 1) a final stakeholder
group, composed by the media, from travel books to in-flight magazines, TV, daily newspa-
pers and others, as “media strategies are helpful in raising awareness among target popula-
tions to what a city has to offer” (Avraham, 2004).

When stakeholders possess enough information and understand the reasons behind a
place brand strategy, and that it’s compatible with their own goals and share the same vision,
they can be “reasonably engaged and involved” (Stubbs & Warnaby, 2015, p. 105). These au-
thors identify some of the different stakeholders related to place branding as: a) Residents;
b) Politicians; c) Governmental Organizations; d) Promotion Agencies; e) Infrastructure and
Transport Providers; f) Cultural and Sports Organizations; g) Businesses; h) Academic Or-
ganizations and Schools; i) Religious Organizations.

Stubbs e Warnaby (2015) also describe several stakeholders’ classifications available in
the management literature: a) Primary stakeholders — individuals or groups that are essential
to the wellbeing of the organization; and secondary stakeholders; b) Voluntary and unvoluntary
stakeholders — according to their choice of interaction; c) Potential to threaten or cooperate
with the organization, in four key types: the supportive stakeholder; the marginal stakeholder;
the non-supportive stakeholder; and the mixed blessing stakeholder; d) According to the main

levels of interaction: inevitable interactions; necessary interactions; and desirable interactions.
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The stakeholder involvement in the place brand process has got a positive impact in the
effectiveness of branding in the public sector. When the stakeholders are involved in branding
it results in a clearer brand concept and contributes to increase the ability to attract new in-
habitants, visitors and companies (Klijn, Eshuis, & Braun, 2012). As different stakeholders have
different perceptions of the city brand (Merrilees, Miller, & Herington, 2009), with each one
aiming to maximise the benefits and conflicting with others (Buhalis, 2000), literature suggests
that there is a link between branding and multiple stakeholders (Merrilees, Miller, & Hering-
ton, 2009), as internal stakeholders groups are of key importance for brand co-creation and
its long-term success (Konecnik & Petek, 2012). Research in place branding also suggests that
collaboration, participation and the role of stakeholders in the branding process is an increas-
ing subject of investigation (Ilczuk, 2019). On the same pace, we find the Braun (2008) city con-
sumers’ target groups framework an easy and flexible tool to work with. We identified several
interviewees from each target group (Annex B).

Table 2
Braun’s customers target groups of a city

Core customer groups Secondary customer groups

Visitors Leisure visitors, business Students Van der Berg & Russo, 2002;
visitors and professional visitors Braun (2008)
(Beckmann & Zenker, 2012)

Companies Civil service, companies (sectors) | Commuters Kotler (2002), Rainisto (2003),
(Beckmann & Zenker, 2012) Braun (2008)

Investors Local and external (Beckmann & | Intermediaries Event promoters and organisers,
Zenker, 2012) real estate brokers (Braun,

City Marketing: Towards an
integrated approach, 2008)

Residents Employees in the city, employees | Export markets Target markets of place
elsewhere and not employed marketers (Kotler, Haider, &
(Braun, 2008) Rein, 1993)
Skilled workforce and creative Outside investments and export
class (Beckmann & Zenker, 2012) markets (Rainisto, 2003)

Potential investors (Braun et al.,
2003)

Source: Braun (2008)

This case study research aims to evaluate the place brand management in two different
environments: two cities of different dimensions, both from the same metropolitan area.

The research question defined is “how the internal stakeholders of two cities with dif-
ferent dimensions, located in Portugal — Porto and Sao Joao da Madeira — relate to the
place brand?”
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Propositions were developed to answer this research question considering the adoption
of the Kavaratzis (2009) framework because it is an integrational proposal that takes into ac-
count insights from the previous frameworks.

Propositions:

P1: The stakeholder involvement in the place brand process has a positive impact in
the effectiveness of branding in the public sector (Maheshwari, et al., 2011; Klijn, et al., 2012;
Eshuis, et al., 2014);

P2: Different stakeholders have different brand image perceptions (Merrilees, et al.,
2009; Fitchett, 2005; Friedman & Miles, 2002);

P3: Internal stakeholders are of key importance for brand co-creation and its long-term
success (Hankinson, 2007; Konecnik & Petek, 2012; Gyrd-Jones & Kornum, 2013; Vallaster &
von Wallpach, 2013):

P4: The internal stakeholders, namely residents, are the most important target market
for place branding managers (Braun, et al., 2010; Kavaratzis, 2012; Klijn, et al., 2012; Zenker
& Erfgen, 2014).

To find cues to answer these propositions, we developed an interview protocol designed
with twenty questions (Annex C). We expect to find cues, in the statements, of the relevance
of the internal stakeholders in the city brand manager strategies (Klijn, Eshuis, & Braun,
2012), although different groups of stakeholders might have distinct brand image perceptions
(Merrilees, Miller, & Herington, 2009). It is also expected to find cues of the important role
of residents (Kavaratzis, 2012) and the significance of the stakeholders’ role for brand co-cre-
ation (Hankinson, 2007).

In the next section we outline the methodology used in this research.

Methodology

Considering the research question and the propositions of this research a qualitative ap-
proach based on two case studies was adopted. The city of Porto is a big urban area with 237
591 inhabitants, and it is one of the oldest cities in Europe, with a historic centre classified as a
World Heritage Site, since 1996 by UNESCO. Known worldwide by its famous Port Wine, the
city preserves a remarkable historical heritage, mixed with modernity such as public buildings
like Casa da Musica or Serralves Museum. On the other hand, Sao Joao da Madeira is a small
urban area with 21 713 inhabitants, known for its strong industry, mainly footwear and hat mak-
ing. Old industrial buildings welcome now creative industry companies on a small but green
city. Both cities are from the same metropolitan area, in Portugal, separated by less than 20 km.
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Based on the literature (Yin, 1994; Yin, 2018), an exploratory case study was pursued
following the next case study protocol:

Table 3
The Case Study Protocol
An overview of the case study Mission and goals; case study questions, hypothesis,
and propositions; theoretical framework, and literature
research.
Data collection procedures Data collection plan; expected preparation prior to
fieldwork.
Protocol questions The questions and the potential source of evidences for
addressing each question.
Tentative outline for the case study report Format for the data, use and presentation, and
bibliographic information.

Source: Adapted from Yin (2018)

Regarding the selection of the stakeholders we decided to interview the stakeholders
according to the framework of Kavaratzis (2009) for this author is one of the most recog-
nized in the literature of place branding. From each city (Porto, and Sao Joao da Madeira)
we interviewed the following stakeholders, as a sample of the place brand internal influ-
encers, according to the framework of Kavaratzis (2009), as the author groups the previous
frameworks similarities into eight categories as components of an integrated approach to city

brands management:

Table 4
The interviews

STAKEHOLDER GROUP INTERVIEWEE
Companies Public Sector Brand manager
Private Business CEO
Private Business CEO
Investors Local Business CEO
Residents Worker in the city Citizen
Worker in another city Citizen
Unemployed Citizen
Students Student in the city Citizen
Student in another city Citizen
Commuters Worker from another city Citizen
Intermediaries Event promoter CEO
Real Estate agent CEO

Source: authors
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The data was collected by convenience choice according to the roles of the interviewed
and the availability to participate in this study that took place mostly during the COVID
emergency stage. Semi-structured interviews were developed and programmed to be con-
ducted between late February and May, but the coronavirus pandemic forced us to do some
adaptations and an online inquiry was also developed, with open questions, to provide richer
insights than a questionnaire.

Finally, the interviews were conducted between July and September. Only seven inter-
views were obtained from Sao Joao da Madeira, and six from Porto because of the holydays
season. The face-to-face interviews were conducted online, through the cloud-based video
conferencing service Zoom.

In the next section the main results are presented.

3.Research and Findings

This case study research aims to evaluate the place brand management in two different
environments: two cities of different dimensions, both from the same metropolitan area.

To answer the research question “how the internal stakeholders of two cities with dif-
ferent dimensions, located in Portugal — Porto and Sao Joao da Madeira- relate to the place
brand?” propositions were developed and the framework developed by the Kavaratzis (2009)
guided this purpose.

To find cues to answer these propositions, we developed an interview protocol designed
with twenty questions (Annex C).

The coronavirus pandemic that affected the world since the beginning of 2020, and
reached, officially, Portugal on March 2™, disturbed the programmed interviews. Several in-
stitutions and individuals cancelled or postponed the meetings. Due to the social distance
rules implemented in Portugal, we had to find new interviewees and, at a certain point, to
elaborate an online inquiry, to facilitate the answers from the identified stakeholders. This
procedure was conducted always by phone, online meetings and through the web. Only one
interview was conducted face-to-face.

The selected city brand managers admitted the relevance of the stakeholder involve-
ment in the place brand process. For the Porto’s brand manager, “everything we do is for the
city, including all stakeholders”. “The business community is very important” for the city
brand, citing “the start-ups as a good example”, he added. In Sao Jodo da Madeira there is

»

“a great associative power”, proved by “three fire stations”, “school clusters that are quite
dynamic”, “the Santa Casa da Misericdrdia”, “the sports associations and ADS with more
than 1000 athletes”, and the industries of shoes and hats, referred the brand manager. Nine

interviewees stated that the city values are shared among the members of their communities.
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Five of them point “the city hall” as the main responsible for the task of promoting the city
values and vision, and the others attribute such assignment to the “manager” or “the boss”,
“the population” as a whole, or “local teachers”. Most of the interviewees also consider that
the communication from the place brand managers are related to the city vision. Interviewee
3 declares that “authorities ensure the city preservation and citizens wellbeing”, and inter-
viewee 6 agrees and mentions that “the sense of security is one of the symbols of the city”.
The stakeholders more involved with the city have a better image of its brand and make more
positive remarks about it. They also contribute more to the effectiveness of the brand. The in-
vestors and the businesspeople that have direct connections to the City Hall showed a better
understanding of the values and proposals of the city, and its goals were clearer. On the other
hand, businesspeople with no contact with the City Hall, demonstrated not knowing most
of the answers to our questions. In line with these statements we can conclude that there are
cues to accept Proposition 1 stating that the stakeholder involvement in the place brand pro-
cess has a positive impact on the effectiveness of branding in the public sector.

The place brand manager of Porto pictures the city as work and investment friendly,
but with special care for the more needed. Porto “has policies for attracting investment and
talent”, because “cities can attract talent by the way they are organized and the quality of
life”, said Interviewee 1. Sdo Jodo da Madeira’s place brand manager considers “the strong
industrial brand that is at the origin of our council emancipation”, and “innovative indus-
tries” as the main attributes of his city. “Our wealth, our comfort, our services, our facilities
come from that industrial strength”. On the interviews we may observe different reflections
of these images, according to each stakeholder. Interviewees 3 and 10 praise “the innovation
goal” of Sdo Jodo da Madeira, and Interviewee 4 agrees and also adds “the entrepreneurship”
as a visiting card for the city. Interviewees 7 and 8 state that Porto have a “limited vision” and
“without content”, but interviewee 9 mentions “the environmental sustainability”. There-
fore, even though there is a vision, and efforts in its message to reach all stakeholders the
same way, there are notorious perceptions due to the degree of involvement, or of agreement
with the followed policy. The interviewees also recognized different characteristics which
identify the city, naming those more relevant for each stakeholder. We can state that there
are enough cues to accept Proposition 2, for different stakeholders showed different brand
image perceptions.

SdoJodo da Madeira’s interviewees are clearly proud of the prestige of their industry and
its innovation. And the ones from Porto recognize the importance of tourism. All of them,
nevertheless, identify several internal stakeholders’ groups which embody the vision of the
city: “Companies”, “businessmen”, “local associations”, “educational structure”, “church”,
“museums”, and “sport clubs” are named as important local stakeholders that represent
the values of each city. This positive attitude towards the internal stakeholders’ groups is in
line with Proposition 3. Therefore, we can accept Proposition 3, that states that the internal
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stakeholders’ groups are of key importance for brand co-creation and its long-term success.

Finally, the content analysis of the speeches also shows that city brand managers care
about the residents of their cities, although it was not possible to find enough cues that confirm
that they are the most important target market for these cities. City brand managers concen-
trate a lot of their time on attracting investment (companies and jobs). Education comes im-
mediately after, also in connection with the labour needs from companies. And thirdly, green
areas and environment needs are pursued by the brand managers. Porto aims to attract and
retain young talent, and to offer good quality of life at affordable prices. Sao Joao da Madeira
rides the industrial tradition and inputs innovation and modernity, aiming the environmental
sustainability. The strong personality of both cities contrasts with the futuristic look that both
authorities seek to have. The touristic boom in Porto may have slowed down, due to the corona-
virus pandemic, with financial consequences —a 2 € per night tax must be payed by each tourist
since 2018 — and the consequences are not yet to imagine. The bet of Sdo Joao da Madeira in
technological start-ups and in the education seems more consistent with the industrial back-
ground but only future will confirm this gambling. Analysing the whole of these aspects, we can
conclude that there are cues that that make us believe that all the decisions are made having in
mind the residents, but none of the city brand managers stated clearly that they were their pri-
mal concern. “The municipal citizens” are the main target for Porto, including “all those that
live, work and are in the city”, said the brand manager of Porto. Sdo Jodo da Madeira “works for
the people, and everything we do is just instrumental”, said the brand manager. “We want to
enlarge the value of the territory and the population”, he stated. For the people, the city invests
in “good educational, leisure, and sports services”. In line with the statements there are not
enough cues to accept Proposition 4. This can be related to the fact that the brand managers do
not distinguish among internal stakeholders, or to the smaller weight of residents, therefore
more neglected by the city authorities (Berrada, 2018).

4. Conclusions and limitations of the research

The main purpose of this paper is to understand how the internal stakeholders relate
with their cities’ brand, as well as if the city brand managers care about the different groups
of stakeholders that coexist in the city.

The exploratory qualitative nature of this study, its modest sample, and the number of
interviews cannot guarantee the generalisation of the results, yet the generalization is not the
purpose of an exploratory research... That might be the next step...

The two cities of this study have strong personalities, and their history is filled with suc-
cess moments. Porto and its highly successful commerce. Sao Joao da Madeira’s independ-
ence due to its strong industry.
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The results of this research are very encouraging to develop further research and to
give cues to the policy makers to adapt the necessary policy measures to fulfil the cities in-
terests. The role of the internal stakeholders is widely recognized, and city brand managers
seem to be addressing their main policies having towards those that live, work, study and
invest in their cities.

This study is important by utilizing a multiple case study, infrequent in this field of re-
search, although the lack of some of the interviews affected, evidently, the results. The study
should be continued and completed with the remained interviews.
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Abstract: There are many complexity elements in a place branding project. Among those are the conceptual-
ization of a brand that expresses the local identity, the consensus among stakeholders, and the participation of
residents. Nevertheless, designers master a set of skills to deal with complex problems. This paper aims to show,
from the case study of the city of Porto Alegre (Brazil), how design can activate the collective participation of
stakeholders and residents in a place branding process. The project ‘O que marca Porto Alegre?’ arose from a
Rio Grande do Sul regional initiative, from the Associa¢do Brasileira das Empresas de Design — ABEDESIGN-RS
[Brazilian Association of Design Companies], with the aim of constructing a local brand that would recover the
citizens’ pride and bring action guidelines to Porto Alegre. The proposal emerged from three principles: volun-
tary protagonism, collective authorship, and communal property. It had the participation of the municipality,
academia, business and civil society and it mobilized over 40 design studios, organized in six teams around a
collective creation. As a result, by means of co-creation, a project was developed integrating multidisciplinary
teams, stakeholders, and citizens around a common goal.

Keywords: place branding, co-creation, stakeholders, design, identity

Resumo: Existem diversos pontos de complexidade num projeto de place branding. Entre eles, a conceituacao
de uma marca que expresse a identidade local, o consenso entre stakeholders e a participa¢ao dos residentes.
Por outro lado, designers dominam um conjunto de habilidades para lidar com problemas complexos. Este ar-
tigo pretende mostrar, a partir do caso de estudo da cidade Porto Alegre (Brasil), de que forma o design pode
ativar a participacao coletiva com stakeholders e residentes em um processo de place branding. O projeto “O que
marca Porto Alegre?” nasceu de uma iniciativa da regional sul-rio-grandense da Associacdo Brasileira das Em-
presas de Design (ABEDESIGN-RS) com o objetivo de construir uma marca local que resgatasse o orgulho dos
cidadios e trouxesse diretrizes de acGes para Porto Alegre. A proposta partiu de trés premissas: protagonismo
voluntario, autoria coletiva e propriedade comunitaria. Contou com participagdo da prefeitura, dos meios aca-
démicos, empresarial e civil, e mobilizou mais de 40 estudios de design, organizados em seis equipas, em torno
de uma criagao coletiva. Como resultado, por meio da co-cria¢ao desenvolveu-se um projeto que integrou equi-
pas multidisciplinares, stakeholders e cidaddos em torno de um proposito em comum.

Palavras-chave: place branding, co-criacao, stakeholders, design, identidade

1. Introduction

Place branding is a tool to identify vocations, potentiate identities, and strengthen plac-
es. It is a complex and multidisciplinary concept that requires involving people and promot-
ing collaboration and protagonism to construct a de facto place-brand (Esteves, 2016).

Complexity is present in place branding in several aspects. According to Cardoso
(2012, p. 25), ‘complexity here means a system composed of many elements, layers, and
structures, whose interrelationships continuously condition and redefine the functioning
of the whole.”

A point of complexity much discussed in place branding is the question of the partic-
ipation of residents and stakeholders during the process, in order to create authentic and

1 Author’s translation
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consensual brands (Aitken & Campelo, 2011; Braun et al., 2013; Esteves, 2016; Herezniak,
2017; Kavaratzis, 2012; Kavaratzis & Kalandides, 2015).

They must participate in the conceptualization of the brand, which is an integration be-
tween culture, identity, and the image of the place, in an interconnected process of expres-
sions, impressions, mirroring, and reflection (Kavaratzis & Hatch, 2013).

Another issue of complexity is the process of conceptualizing a brand to express the
identity of the territory (Campelo et al., 2014; Esteves, 2016; Parente, 2014), carrying the
sense of belonging of residents.

Place brands, therefore, can be defined as complex social constructions in which dif-
ferent organizations are co-creators (Lucarelli, 2018) and which should be treated with a sys-
temic and multidisciplinary vision (Esteves, 2016).

Within this vision, where participatory, inclusive, and co-creative methods can be ap-
plied, design can make an important contribution by bringing effective solutions to complex
place branding issues.

This paper intends, through the case study of Porto Alegre, to answer the following
question: how can design activate collective participation with stakeholders and residents in
a place branding process?

Based on the Rio Grande do Sul regional initiative of the Brazilian Association of De-
sign Companies (ABEDESIGN-RS), more than 40 designers came together to create a brand
with the objective of bringing new guidelines and strengthening the municipality of Porto
Alegre. It was an innovative project, conceived and conducted by designers, where all were
volunteers and the authorship was collective, which had the participation of residents and
stakeholders. The project also involved co-creative processes for both the strategic and cre-
ative stages.

2. Place branding, design, and co-creation

2.1. Complexity in place branding

Place branding is a complex, multifaceted, dynamic, and participatory process (Ntounis
& Kavaratzis, 2017), composed of an understanding of the multiple contexts and dimensions
of a place, involving interaction between different audiences (Lucarelli, 2018).

According to Parente (2014), among the points of complexity are the definition of the
identity of a territory (strategy), the control of the actions of different stakeholders (perfor-
mance), and the monitoring of perception and reputation (satisfaction). It is a difficult pro-
cess to be carried out without approval and sharing of objectives.

103 Paula Malamud, Marco Neves, Gabriel Patrocinio



The place branding process, when participatory, can inspire residents to engage in pub-
lic discussions and consultations about the future of their city, and is vital to the strategy of
the territory and to building a brand with purpose and long-term vision (Ntounis & Kavarat-
zis, 2017).

A place brand elaborated with co-creation and community representation results