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Introductory note

City brand governance: 

shaping the collaboration model

Second AT.Brand international workshop will be focused on governance and

management in city branding. From a governance perspective, integrated city branding

is about creating, up waters, a shared working area for the diverse entities in the city

targeting and interacting with different groups: visitors, investors, business, knowledge...

residents. It´s a response to the need of more comprehensive and strategic

communication of the city, inside and outside, and undoubtedly that´s a big

organizational challenge. It´s about creating a more relational way of doing things, a

collaboration model, overcoming the variety of “competence silos” within the city.

Setting ad-hoc organization and management model for integrated city branding might

be addressed at the beginning of the process. After the peak of the launching

campaigns, many city brand strategies fade away very rapidly, simply because of the

absence of a management model. However, on the question of institutionalization of

integrated city branding there is no one single formula. Thus, dedicated marketing-

oriented agencies, shaped as public-private partnerships and embracing several target

groups, seem to work well in big cities, while more flexible ways of stakeholder

engagement - with no need of constituted bodies- are running more often in medium-

sized urban agglomerations.

Anyhow, when designing a governance model to give support a city brand strategy, five

elements should be taken into account:

 Partnership. Which brand platform, bringing together a number of relevant local

stakeholders, in order to both co-produce a city brand strategy and co-delivery a

related set of communication initiatives? In other words, what kind of collaboration

model? At this point, the real challenge is to go beyond participation. That is,

promoting clearer assignments for those that interact regularly with international

targets (who should do what), based on accountability and getting more cohesion.

 Leadership and decision-making, which is crucial for moving into action. In this

respect, if we assume the collaboration model might be not only hearing the different

voices and perspectives but co-management as well, such model has to be

negotiated and it requires roadmap and leadership. Moreover, integrated city

branding is for many a cohesive force, an accelerator. It´s about increasing efficiency

and changing behaviours and old ways of doing things if necessary. And that needs

leadership and clear model for strategic decision-making.
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 Articulation to sector-focused city marketing. Actually, integrated city branding´s

reason of being is just to give support the operations carried out over the ground by

the teams and entities in the city interacting with international audiences on a regular

basis, namely: existing inward investment agencies, economic development boards,

convention bureaus and destination management organizations… but also the

Mayor´s cabinet, local private companies competing in the global arena and urban

facilities like universities, airports, technology parks, etc.

At some extent, we mean the articulation between overarching strategy (city

branding) and implementation (the different sector-oriented city marketing practices),

which often is not an easy matter. Sometimes due to lack of trust and the belief that

the new integrated approach may put in risk the status-quo of existing sector-focused

marketing organizations and departments (“competence silos” abovementioned).

Other times, it is simply a wrong focus about the meaning and added-value of

integrated city branding by its own promoters – branding as a matter of logos &

campaigns. It explains why initiatives trying to brand the city under a more unifying

perspective fail in such attempt, or at best take longer time than desirable.

 Dedicated team. Launching, monitoring and keeping current a city brand strategy

need of full-time professionals with the right profile. There is no other way. A small team

with a clear mandate can be enough, even for big cities, for giving full support to a

brand platform.

 Funding model, including some learning on how to promote the city with small budgets

and so breaking the vicious circle of “no money no action” in which some local

governments are trapped. For instance, expanding the concept of communication

action, beyond advertising and campaigns. Moreover, working on urban competitive

identity and profiling the city are substantial parts of the job, especially at the initial

stage, which do not require many resources.

In addition, two other issues are expected to be discussed in La Rochelle, both dealing

with the role of the scale in place branding. The first one is about horizontal multi-

governance in metropolitan contexts. France hosts many relevant experiences in this field

thanks to its tradition in metropolitan coordination through different formulas

(communauté urbaine, communauté d'agglomération…), but in other contexts it is

already a rising trend, like in the UK with Manchester or more recently Birmingham which is

now scaling its place brand strategy from the city up to the city-region. Oslo is now

embarked in a huge process of city branding led by the city of Oslo but deployed at city-

region level.
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The second topic on how to smartly manage territorial scale in city branding is the

question of transnational coalitions for co-branding and co-marketing. Initially, it is a

timely issue within the EU, maybe too fragmented into different national and regional

narratives and propositions, if we look at this from a global gaze. That is why this question

is called to be addressed more widely from the European Territorial Cooperation (ETC) in

the new programming period 2014-2020.

Cross-border city alliances for co-branding might make sense to multiply city assets and

attractiveness factors and pooling resources for better competing globally. Nevertheless,

it´s a big challenge, in terms of brand content and strategy, and only a few initiatives

have come up in Europe so far. Precisely, one of the AT.Brand´s tasks is to explore whether

the Atlantic area is a workable scale for co-branding. Consequently the workshop in La

Rochelle foresees in-depth discussion on this matter.

Miguel Rivas, partner Grupo TASO

TOPICS FOR DISCUSSION

 Institutionalization of integrated city-branding.

 Inter-department cooperation at City Council level on strategic 

communication. 

 Local partnerships and platforms for stakeholder involvement.

 Flexible collaboration.

 Private sector enrolment.

 Linking integrated city branding to sector-focused city marketing.

 Funding models. Promoting the city with small budgets.

 Horizontal multi-governance: scaling city branding up to the city-region level. 

 Cross-border city alliances for co-branding.
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VENUE: ESPACE ENCAN, Quai Louis Prunier - Bassin des Grands Yachts 

http://www.larochelle-evenements.fr

09.00 – 09.15 Registration

09.15 – 10.00 SESSION 01 OPENING  

Chair: Nathalie Debord, International Relations, La Rochelle Urban 

Community.

Welcome words by the President of La Rochelle Urban Community, TBC.  

Introduction to AT.Brand by Robert Hughes, Dublin City Council. 

Governance and management in city branding: the collaboration model. 

Introduction to the workshop theme by Miguel Rivas, Partner Grupo TASO.

10.00 – 11.00 SESSION 02 EXPLORING THE ATLANTIC BRAND: WHAT CONTENT?  

Interactive session conducted by Roger Pride, Managing partner, Heavenly 

Group. 

11.00 – 11:30 Coffee-break.

11.30 – 12.30 SESSION 03 EXPLORING THE ATLANTIC BRAND: WHAT WORKING AGENDA FOR 

SHARING?

Interactive session conducted by Roger Pride, Managing partner, Heavenly 

Group. 

12.30 – 14.00 Lunch.

14.00 – 15.30 SESSION 04 CURRENT DEVELOPMENTS IN LA ROCHELLE

Chair: Isabelle Lecomte, Chargee de Mission, Communauté
d´Agglomération de La Rochelle. 

La Rochelle: towards a new overall attractiveness strategy. The power of co-

creation. Jean Marc Devanne, CEO of CoManaging.

Marketing the city of knowledge: La Rochelle University´ role attracting 

students and talent. M. Fernando Pedraza-Diaz, Deputy-President of La 

Rochelle University in charge of International Relations, TBC.

3rd December 

http://www.larochelle-evenements.fr/
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Café croquis: analyzing the image of the city in a playful way. Véronique 

Seel, Ecole d’Ingenieurs EIGSI La Rochelle.

Discussion (30 minutes for Q&A and discussion)

15.45 – 17.45 Guided visit to historic La Rochelle (optional).

18.00 – 19.00 AT.Brand Steering Group Meeting. Please note this session is for AT.Brand 

project partners only.

20.00 Group dinner (for all registered participants)

4th December 

VENUE: Brasserie des Dames, Place Barentin, www.brasseriedesdames.com

09.30 – 10.30 SESSION 05 ORGANIZING RESPONSIBILITIES, TRACING ROADMAPS

Chair: Roger Pride, Managing partner, Heavenly Group. 

Giving new impulse to Cardiff´s city branding: governance and 

organizational aspects. Louise Prynne, Marketing Director, Cardiff Council.

City branding from inside out: Gothenburg´ strategic communication. Anton 

César, Communications Strategist, City of Gothenburg

Discussion (20 minutes for Q&A and discussion)

10.30 – 11.00 Coffee break.

11.00 – 12.00  SESSION 06 HORIZONTAL COOPERATION IN CITY BRANDING

Chair: Tamara Guirao-Espiñeira, Co-ordinator Conference of Atlantic Arc 

Cities.

Auvergne Nouveau Monde: the collaboration model. Jean Pinard, Director 

of Auvergne Nouveau Monde.

Setting up a brand platform for the Oslo region: achievements and main 

obstacles. Øyvind Såtvedt, Managing Director, Oslo Region Alliance.

Discussion (20 minutes for Q&A and discussion)

http://www.brasseriedesdames.com/
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12.00 – 13.30 Lunch time.

13.30 – 15.00 SESSION 07 LINKING INTEGRATED CITY BRANDING TO SECTOR-FOCUSED CITY 

MARKETING

Chair: Miguel Rivas, partner Grupo TASO.

Positioning I Amsterdam as a business capital. Mariken van den Boogaard, 

Senior Business Marketeer, Amsterdam Marketing, 

Attracting talent to the Atlantic: Make IT in Cork 

Speaker TBC.

What target groups for the city? Segmentation in today´s city marketing

Miguel Rivas, partner Grupo TASO.

Discussion (30 minutes for Q&A and discussion)

15.00 – 15.30 Coffe break.

15.30 – 16.30 SESSION 08 WRAP UP AND KEY MESSAGES

An interactive session conducted by Erik Braun, Erasmus School of 

Economics, Erasmus University Rotterdam.

19.30 Farewell event at La Sirène Concert Hall http://www.la-sirene.fr/. 

Contemporary circus show by artist Johann Le Guillerm, followed by a taste 

of the Atlantic (Atlantic wines & local food). 

Meeting time in the downtown at 18.30 approx. 

http://www.la-sirene.fr/
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This is cross-learning

La Rochelle´s workshop is not for 400 but for 40 participants. It is a small event, seized to

promote discussion on innovative city branding among peers. It is basically organized by

practitioners for practitioners. That is why it is important the relevance of the different city

delegations participating in the workshop in terms of capacity for policy decision-

making.

Leaving apart classical meeting culture

The international workshop in La Rochelle will be very horizontal, with no keynote

speakers and no boundaries between contributors presenting case studies and other

participants – even meeting room´s layout will work in that direction. Contributors who

make a presentation and then leave are not welcome. No passive attendance.

No uncritical presentations without clear messages. Do not tell just about lights, we are

also interested in learning from the shadows and failures. Presentations might be

approached as food for critical discussion with all the participants. Discussion time will be

at the core of the meeting.

Open event

Participation in the workshop is open to any senior practitioner, expert and scholar

working in the field of place branding, and it is free, although registration is mandatory by

means of this link AT.Brand Workshop La Rochelle, and subject to admission by the

organization committee since the workshop´s capacity is limited. Registration includes

participation in the workshop sessions (sessions of interest for a wide audience will be

concentrated into one full working day), workshop materials, coffee and lunch breaks

and social event.

For any consultation on the registration procedure, please contact Nathalie Debord,

Communauté d´Agglomération de La Rochelle, nathalie.debord@agglo-larochelle.fr

Workshop format and registration

https://www.eventbrite.co.uk/e/city-brand-governance-shaping-the-collaboration-model-tickets-14259643979
mailto:nathalie.debord@agglo-larochelle.fr
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Getting La Rochelle

Ask the local organization team for a schedule of the train and direct flights arriving to

and departing from La Rochelle.

La Rochelle train station is located in the city centre and the airport of La Rochelle is

10/15 minutes from the city centre served by regular bus service (bus n°7).

Another interesting option is to land either at the Bordeaux airport or at the Nantes airport

and then, rent a car and drive to La Rochelle - a more flexible and faster solution than

the train option.

Bordeaux: 2h drive to/from La Rochelle / 190 km.

Nantes: 1h45 drive to/from La Rochelle / 140 km.

Accommodation

Participants should manage their hotel reservation. Suggestions from the local

organization are the following:

 MasqHotel http://www.masqhotel.com/hotel-la-rochelle/

Local organization has pre booked 20 rooms at a special rate of 95 € per night,

breakfast included. This special rate will be available until the 3rd week of

November. If interested, please, call or email the hotel and refer to the “AT Brand

workshop”, info@masquhotel.com / + 33 (0)5 46 41 83 83. Parking lots close to the

hotel for 8 €/24h.

 Hôtel Saint Nicolas http://www.saintnicolashotellarochelle.com/

 Best Western Le Champlain http://www.hotelchamplain.com/

Please contact the local organization team - Nathalie Debord, nathalie.debord@agglo-

larochelle.fr, +33 (0)5 46 30 37 88 - for any further advice concerning your trip or

accommodation to/in La Rochelle.

Travel arrangements

http://www.masqhotel.com/hotel-la-rochelle/
mailto:info@masquhotel.com
http://www.saintnicolashotellarochelle.com/
http://www.hotelchamplain.com/
mailto:nathalie.debord@agglo-larochelle.fr
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AT.Brand is a partnership of six cities – Dublin, Liverpool, Cardiff, La Rochelle, San

Sebastian and Faro, plus the Conference of Atlantic Arc Cities, working on three areas:

i) a cross-learning process on innovative city branding, open to any interested

practitioner; ii) implementation of pilot actions in each of the participating cities,

matching specific needs and with high potential for transferability; iii) and exploration

on trans-national co-branding in the Atlantic area, including open consultation to a

wide range of stakeholders in the macro-region.

Representative of AT.Brand´s lead partner: Robert Hughes, Dublin City Council, 

robert.hughes@dublincity.ie

Local organization team for La Rochelle´s workshop: Nathalie Debord, Communauté 

d´Agglomération de La Rochelle, nathalie.debord@agglo-larochelle.fr

Scientific co-ordinator for La Rochelle´s workshop: Miguel Rivas mrivas@grupotaso.com

mailto:robert.hughes@dublincity.ie
mailto:nathalie.debord@agglo-larochelle.fr
mailto:mrivas@grupotaso.com
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