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1. PLACE MARKETING/BRANDINC

CONCEPTS

Place Marketing

«A long term process or strategy of
Interrelated actions and measures that
alm to sustain or increase the
attractiveness of a place to specific
population groups

of a particular spatial identity to a city
a region in order to form a central notio
regarding its characteristics and
personality

The result must be original, easy to
remember, comprehensible and easy t(
use
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A Place Image, Reputation and Identity have been a subject of
research for decadesiso by planners (Lynch, JacoRessi et al.)

nowadays placeranding has evolved into a key process of
contemporary city government
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and Place image are defined through collective processes

A In the Netherlands more than 70% of cities have a marketing office

A Social Media Marketing user generated content Gamification
and Cultural Heritage



e-Marketing
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Gamification
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3. PLACE MARKETING AND BRANDI
GREECH (
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A Limited popularity
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Cultural Capital 985, Thessaloniki
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FalirakiRhodest Need for Rebranding?
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The CultMark INTERREG llic Project

CultMark (Cultural Heritage, Local Identity and Place Marketing for Sustainable
Development) was an operation in the framework of the European Union
programme of inter-regional co-operation INTERREG llic that was conducted in 5
European places from 2004 till 2006:

ANea lonia/ Magnesia/ Greece (lead partner),

AChester/ UK, xSk
Aainuu/ Finland, ‘CUItMark

ARostock-TLM/ Germany, and

Culkiral Hentage, Locat Identity & Place Markeling

/&P afos/ Cyp rus fot Sustainable Development

CultMark applied a place marketing strategy with a cultural approach, i.e. it
emphasized the cultural dimension of marketing, as well as the promotion of the
cultural resources of each place both in connection with the planning of
demonstration actions

The main aim was to create a final successful image for each city/ region partner,
as well as the study area as whole. The main objective was the development and
Implementation of innovative place marketing strategies, based on the elements of
local identity and the cultural assets of the partner areas, in order to contribute to
their sustainable economic and social development



Truppnaquvvng

12



