The brand of the city
VS

the brand of the event.
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What do you think ¢ is Lviv a brand?
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What is really a brand of the city?

AAIl cities have brands whether they like it or not, because of the way the world sees
them, treats them

Acity brand is like DNA - defines it and interacts with everything and everyone in it
Anheritage of the city is its most important (marketing) asset

Amarketing communication in itself is not able to change the image of the city
Abrand of the city exists in the eye of the beholder (consumer)

Ano single stakeholder is able to control all the factors affecting the reputation of the
city (city council certainly can not)

Achanging the image of the city takes many years

Abranding is for all

Aevent is the best tool to realize, revitalize the city brand, to allow the audience to

touch the brand, to feel it.
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The role of events in the city branding

A Events directly engage the customers in a given location / area

A They provide a unique experience ... only here and at this time

A Testify about the brand of the city - show its identity

A Attract the media, are readily reported and described (media anchors, hot
previews)

A They are an opportunity to celebrate the places and people

A Show THE city living - discover the city anew (zones, areas)

A Motivate tourists to arrival

A Activate local leaders and the authorities
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Brand of the city vs. flagship events
- examples of selected strategies

AClear and strong city brands
-theirimage ¢ a n 6 tlombnated by a single event
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Brand of the city vs. flagship events
- examples of selected strategies

ACities that build their brands mainly through the events
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http://www.lodzartcenter.com/wycieczka2009/

Brand of the city vs. flagship events
- examples of selected strategies

ACities where events are competing with the brand's image
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Brand of the city vs. flagship events
- examples of selected strategies

ABrands of the cities "eaten" by the branded events
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Grunting Competiton
Pourcailhade Festival

Tri e Sur Bapse

MARKETING FOR DEVELOPMENT



European
Place
Marketing
Institute

Radish Festival
Noche de

Oaxaca, Mexico
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Festival of the Steel Phallus
Kanamara Matsuri

Kawasaki, Japan
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What was common to these events ?
(except for their unusual and controversial nature)
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Event creation - useful tips

A Leader ¢ the FACE

of the project A IDEA, the core

message
A popular person

who will be mostly
responsible for
contacts with the
media, Ssponsors,
artistsetc.

Theme, idea that
characterizeyour event
andyou can easily tell,
communicate to others.
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Event creation - useful tips

A VISUAL CODE A CELEBRATING
_ The flagship event in the citr
Style, pattern of visual  egion, should be used to build a
communication, which oy holiday atmospherand
will be associated to the gjigp|aying its importance and
event,alsothe next significance for the region and the

editions. localenvironment.
ocm. (R Ogers

11-27 lipca s (oi)
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Event creation - useful tips

A VISION OF A Benefits for
DEVELOPMENT residents

Event can not be "a single
shot". Development vision
can mean not only the
extension of scalef the
event, but also improve the
guality and standard.

The event role for theity
brandalso must determine the
usefulness and attractiveness
for the residents.
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Event creation - useful tips

A Magnets of the |
EVENT A CYCLE drivers

The period between the

editionsshould not be a "big
black hole", but with an
appropriate strategyhould
enhance public interest in the
event(organizecompetitions,
the first announcement of the
program, special guests, €elc.

Not only the idea and the

convention, but specific
magnets, attractionslike VIPs,
premieres, etc.) are also the
strength ofyour event.
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Recommendations for Lviv

A Develop and implement the professional brand strategy.

A Or at least prepare the promotion program, specifying the positioning and
leading communications in selected target-groups.

A On that basis develop a guideline for the event organization consistent with
the Lviv brand's image and behavior.

A If possible, prepare a program of grants to co-finance the event organizers
who use the above guidelines.

A By the prepared masterplan angage the private sector.

A Think about the flagship event, which will amaze the whole world.

European
] @PLACE s, MARKETING FOR DEVELOPMENT

Institute



European

Place MARKETING FOR DEVELOPMENT

Marketing
Institute




