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About ECM

European Cities Marketing is a non-profit organisation improving the 
competitiveness and performance of leading cities of Europe by providing a 
platform for convention, leisure and city marketing professionals to exchange 
knowledge, best practice and widen their network to build new business. European 
Cities Marketing is promotes and links the interests of members from more than 
100 major cities in 36 countries.

headoffice@europeancitiesmarketing.com
Tel: +33 380 56 02 04 

www.europeancitiesmarketing.com
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Introduction
 
The future belongs to cities. To be specific, the future belongs to cities that 
can attract the brightest and the best people, and encourage them to thrive. 
Today cities, compete nationally and internationally to attract businesses, skilled 
migrants’ work force, and of course visitors. However, to an increasingly globalised 
population, a city’s postcard views and monuments matter less than its liveability; 
that sense of localism that makes the traveller settle, and invest time, money and 
emotional energy in getting to know the place. 
 
That is the theory, but how to make it happen? Businesses need support, local 
residents need reassurance that new arrivals won’t affect their quality of life, 
visitors expect a world-class experience, while political representatives see city 
marketing as a soft target when it comes to trimming budgets. It’s paradoxical that 
while faced with so many great challenges, destination marketing organisations 
(DMOs) in Europe are being asked to do more, with less. 

European Cities Marketing believes that whether in Portugal or in Poland, Ireland 
or Italy, DMOs are uniquely placed to project vision, ambition and a message 
to the rest of the world about their place. Equipped with the right tools and 
knowledge, strengthened by deep and meaningful private sector partnerships, 
we believe that DMOs should feel confident about asserting their position in city 
government, becoming an indispensable resource for all of those who wish to 
invest time and money in a city. 

As an organisation dedicated to improving the performance and competitiveness 
of Europe’s leading cities, we wanted to put our vision into words, and for that 
we turned to Toposophy, our valued Industry Partner. Together we present ‘The 
ECM Manifest’. We encourage you to take it, share it, and use it as a catalyst for 
the changes you wish to see in your city. 
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1. Social sustainability 
now.
The people we meet. The food we eat. That 
feeling of belonging. These things matter when 
we travel, just as much as they do when we’re at 
home.
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Sustainability now:

Look at local life through the lens of sustainability: environmental, economic and 
social. It’s essential if you want to avoid the worst case scenario; burnout and 
backlash: burnout from overtourism and a backlash from local people and their 
political representatives. After all, the intangible ‘soul’ of a place is what attracts 
visitors, and yet could be the first thing to evaporate when visitors flood in. 

Ultimately, every place from the smallest village to the biggest city has its 
limit of how many people can flow through and around it before long-lasting 
environmental damage is done and local people lose patience, so know those 
limits, long before you reach them.

Remember: Long-term residents can be your biggest asset. They are invested in 
your place at all levels, so work with them and keep them. 

Key facts:

• City tourism is the most dominant and dynamic aspect of European tourism. It is also highly resilient, with 
bednights growing consistently over the last decade despite political shocks and terrorist attacks. 

• Europe is forecast to see an average of 13 million additional international tourist arrivals each year from 
2010-2030.

(UNWTO Tourism Highlights 2016)

Make it happen:

• The quality of life, for residents, for visitors, for everyone should be the starting point for everything you 
do. Therefore, every wave of destination planning, management and marketing should include consultation 
with the public and other stakeholders. Your organisation can play a fundamental role in creating job 
opportunities for citizens through promoting innovation, placing the focus on localism and supporting 
events which include the whole community.

• Carry out a carrying capacity and impact assessment study in order to determine the acceptable limits of 
change caused by tourism activity.

• Look from the outside, in: carry out a brand image perception study in order to fully understand the 
differences in perceptions between visitors and local residents.

• Remember that ensuring a clean, safe environment isn’t someone else’s job, it’s fundamental to the visitor 
experience.
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2. Stand out on the 
world stage.
Build your place, brand it well and watch it 
thrive.
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Attract global talent with local charm

Cities attract people. It’s what they do. Whether your visitors are on business, 
for a vacation, to study, to work, to set up a small business or a multinational 
company, by adopting a smart approach to placemaking, you can make your city 
the kind of place that they dream about settling in. After all, businesses want 
to be where the talent is, and creative, skilled people want to live where they 
will best fit in. Nurture all the ingredients to a good quality of life, attract global 
talent and watch your city thrive. 

In communicating who you are to the outside world, what matters most is how 
local people live, and what they think makes their city unique, so branding your 
city well means forging an identity that is authentic, understood by all your 
stakeholders, and sets you apart from the competition. Let others do the talking, 
and curate quality content that meets the needs of your broader objectives in 
destination development.

Key facts:

Cities which make the top global rankings tend to assure important aspects to a good quality of life for 
highly-skilled, globally mobile expats. Monocle’s 2016 Quality of Life Survey on the top-25 cities was more 
nuanced: it recognised that nightlife and international connectivity were essential elements to city life too.

(The Place Brand Observer / Monocle, 2016) 

Make it happen:

• Public investment in creating new initiatives, events and improving public spaces is only the first step. 
These create the foundations for supporting an effective place brand.

• Carry out extensive consultation to identify why your city has a special place in the heart of local residents. 
This will give your place brand its most essential ingredient: authenticity.

• In the future, the traditional concept of national outbound markets will matter less than the psychographic 
profile that unites the people who are attracted to your city. Get to know the methods behind psychographic 
profiling and seek new ways to communicate with potential visitors, no matter where they’re from.

• Speaking to diverse new audiences requires a new role and a new approach. Consider the many models 
of investment promotion board and city marketing bureau that have been set up around Europe to market 
cities in a fresh new way.

• Leisure travellers may be getting their inspiration about your destination from a multitude of sources, but 
there’s still room for engaging with the meetings, incentives, conferences and events industry in a targeted 
way that meets the wider policy objectives of your city.
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3. It’s not about 
‘hotspots’ or ‘hidden 
gems’, it’s about the 
whole place.
Your place is a lot greater than the sum of its 
major monuments and museums.  
Today, liveability and localism are the real star 
attractions for businesses, leisure visitors and 
potential residents.
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It’s about the whole place

Be the facilitator for urban innovation; a laboratory for free-thinking and project 
making for the benefit of your local community. Find new, eye-catching ways to 
help people to move, learn, meet, relax and integrate. 

Light the campfire and become the organisation that others come to, in the quest 
to assemble all the essential elements to a good quality of life. Start by improving 
life at street level and set in motion a cycle of attraction: of talent, creativity, 
business investment and long-term prosperity. 

Know that this process won’t happen by magic; it needs careful guidance from a 
DDMMO: a destination development, management and marketing organisation 
equipped with people who truly know and care about your place. 

Key facts:

The 21st century is becoming defined by the ‘bright flight’, as the young, highly educated and restless are 
becoming priced out of the world’s major cities.

(WEF, 2017)

Make it happen:

• Be brave to make a decisive shift towards a focus on the attractiveness and quality of life of the whole of 
your place, not just the core tourist hotspots. Visitor exploration is not a trend. The expansion of P2P (Peer 
to Peer) accommodation, tours, and transport have made it a fact of city life.

• Never mind what tourists think; how do potential residents, investors and creative talent view your place 
as a place to live and work? Don’t be afraid to face the facts and set about changing perceptions.

• Placemaking and branding are a marathon, not a sprint. Set evolution in motion by take a project-based 
approach, gradually changing roles and skills to match your project objectives.
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4. Partnerships are 
pivotal.
Working with others to get to where you want to 
go isn’t a sign of weakness, it’s a sign of strength. 
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Building partnerships: a sign of strength 

Today, the most forward-thinking DDMMOs (Destination Development, 
Management and Marketing Organisations) are re-inventing themselves primarily 
through building deep and meaningful partnerships. Whether it’s through 
teaming up with a local university to analyse data, rolling out a major campaign 
with an online travel agent, or building a political taskforce to tackle a specific 
issue, partnerships are essential for helping you to get where you want to be. 

Setting up the type of partnerships that will bring long-lasting benefits requires a 
new mind-set: an appreciation of the need for shared success, trust and consistent 
communication.

Key facts:

In the future, DMOs will have to promote less, attract more; focussing on partnerships that maximise 
research & development, effective destination management and innovation. They should also consider 
their own policy goals and those of other related government agencies, and see the partnerships as the tool 
to achieving those goals. 

(TOPOSOPHY/ European Cities Marketing, 2016)

Make it happen:

• If your vision is ambitious, your partnerships need to be, too. Think way beyond the tourism sector, and 
consider those who have the infrastructure to help put your plans into action. Rather than a top-down 
approach, the DDMMO should become the nucleus of a network, an organisation highly skilled in managing 
partnerships, rather than simply ‘managing’. 

• While based on a ‘relationship of equals’ all partnerships must be guided by the DDMMO’s long-term 
policy objectives.

• Setting up partnerships is not just about co-financing and delegation of tasks. It is an opportunity for 
improvement and reinvention.
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5. New funding 
schemes, new 
opportunities.
Diversifying revenue sources is the way to ensure 
a more stable environment for both you and 
your partners to implement your projects.
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New funding schemes: create more stable foundations for the future

Opening up to new sources of revenue isn’t about mitigating the loss of traditional 
(public) funding. It is the way to ensure a more stable environment for implementing 
the projects that you and your partners create together. Destination authorities 
that rely on a few, narrow sources of revenue are vulnerable to political changes, 
cuts in public spending and sudden crises. Those which operate with widespread 
financial support from multiple stakeholders are better able to withstand shocks 
and most importantly, able to widen the scope of their activities and be there to 
support the development of their city for the long-term. 

Key facts:

• Most of the DMOs in Europe are a mixture of public-private partnership and it seems that this share will 
increase in the future. Slightly more than half have an annual income not greater than € 5 million. 

• Despite their public-private profile, DMOs have a high dependence on public income which is the main 
source of earnings, we can also observe a broad degree of public reliance. However, there is a considerable 
group of Cities with low public reliance, increasing commercial activities as a source of income.

• Potential reductions in the public sector will be residual as long as DMOs continue to find new and/or better 
ways to attract capital and trade. A well-defined communication & marketing strategy will allow drawing 
the attention of more sponsorships and investors and getting the most out of their commercial assets, in 
short, placing the DMO in a secured financial state.

(ECM Finance Survey, 2016)

Make it happen:

• Understand the impact: Conversations with potential partners will be easier when you can demonstrate 
tourism’s true impact on your city, and identify shared goals.

• Your place at the centre: Establish why your organisation should be at the centre of a future DDMMO - set 
specific key performance indicators (KPIs) and justify the impact that your organisation brings to its partners.

• Take a special focus with a TBID: Tourism Business Improvement Districts can be set up to a more effective 
solution to managing and marketing a particular district. Set up to reflect the particular economic and social 
challenges in the area, TBIDs can provide a structured way for businesses (big and small) to play their active 
role in optimising the visitor experience.

• Consider your options: membership schemes, occupancy taxes, pay as you go services, improvement 
districts, sponsorships and government resources are just a few of the ways to diversify your funding sources 
and secure your long-term future.
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6. Integrate the sharing 
economy, putting local 
quality of life first.

It’s time to integrate the sharing economy,  
but on your terms.
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Integrate the sharing economy

P2P (Peer to Peer) platforms have proven themselves to be great at giving consumers 
what they’re looking for, while helping individuals to make some spare income. 
They connect local people with visitors, and have become the catalyst for boosting 
experiential innovation in your city. For many travellers today, they’re the first place 
to visit when building a trip. 

However, their impact doesn’t end there. When multiplied by their thousands, P2P 
apartment rentals, private catering and car rides can have the capacity to disrupt the 
lives of local residents, the life of neighbourhoods and your reduce your power to 
assure quality and safety for visitors. That’s why it’s time to integrate the sharing 
economy, but on your terms. Understand its true impact on local life, update the 
legal terminology, close the gaps in legislation, and back up your words with actions, 
through effective enforcement of the law. 

Key facts:

Across Europe in the 10-year period to 2025, sharing economy revenues are projected to grow at approximately 
35% per year, around ten times faster than the wider economy as a whole.

(PWC, 2016)

Make it happen:

• Get the full picture: Understand how the sharing economy works in your destination. An impact assessment will help 
you to highlight potential problems and seek to establish the facts about its true environmental and social impact.

• Upgrade and enforce regulations: The sharing economy affects a whole range of policy areas including consumer 
protection, employment rights, land use, congestion management, taxation. The legal definitions of services provided 
through P2P platforms have to reflect reality, and respecting local laws at all times is paramount. All sectors of government 
and civil society must be involved, and when laws are passed, sufficient resources must be dedicated to enforcing them.

• Put local people first: Their needs must come first during any policy consultation, and their views must be taken into 
account during policy monitoring and re-evaluation. 

• Stay focused on the shift to place management: Seek ways for P2P platforms to help you meet your destination 
management policy goals (eg. improving experience design or promoting visitor dispersal).

• Evaluate and improve your place’s positioning on major platforms: Mergers and acquisitions take place all the time 
among OTAs and P2P platforms. Help local businesses to understand how this affects them, and ensure that the right 
content and message is adjusted for each market.

• Build partnerships: Work with P2P platforms that will help you meet your policy objectives.

• Evaluate and upgrade: Ensure that constant monitoring of P2P sharing economy takes place in your destination, using 
a range of KPIs.
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7. Smart cities: 
Take the leap but keep your feet 
on the ground.
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Smart cities: take the leap but keep your feet on the ground

Food, water and shelter. Just as human needs have evolved, so have the places 
where they gather to live, trade, learn and have fun. That’s why, as more and 
more people arrive in your city, providing clean air, safe streets, power, transport 
and pleasant public places mean turning to technology.

Using the power of artificial intelligence, big data and the internet of things, 
the world’s tech innovators (big and small) have the capacity to change lives in 
your city. Embrace their vision and channel their what they do for the benefit of 
everyone. Be guided by a desire to nurture urban life and an urban sense of place, 
bringing people together and helping them to learn, share and integrate. 

Key facts:

By 2020 every consumer is expected to have an average of 3 connected devices per person.
By 2025, the economic impact of city Internet of Things applications is forecast to be €1.42 trillion.
By 2030, 75% of the global population is expected to be connected to ICT services by 2030.

(Nokia, Smart Cities 2017)

Make it happen:

• Want to tackle a problem, try something new or build a winning strategy? Data tells you what you need to 
know. Working with partners, it can be collected on a multitude of subjects to build a more reliable picture 
of visitor behaviour. It increases trust in what you’re doing and is a great weapon for fighting your battles, 
helping you to become more efficient and more relevant at once.

• Clue-up about analytics, the data sources available and the tools that you can use. Get your partners on 
board for all of the above. Help each other. Who’s in charge of your data and research? Coordinate data 
supplies and make an inventory of what you can get. This is essential for tackling ad-hoc problems, mining 
specific markets, forecasting, modelling and optimisation.

• Focus more on the real-time experience than on the pre or post stages of the customer journey. Visitors 
that find great, compelling experiences will spread the word.

• Smart doesn’t have to be hugely expensive or highly technical. Smart can be simple: think of the many 
smaller, cost-effective smart ways to make local residents and visitors play, relax and mix in public places. 
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8. Security & crisis 
management: 
be a trusted partner in troubled 
times.

Whether close to home or far away, terrorism, 
cyber attacks, natural disasters and volatile 
politics may be out of your control, but your 
response to them isn’t.
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Be a trusted partner in troubled times

Crises of every kind have become the new norm, causing in just a few hours, the kind 
of damage that can take years of recovery. 

How can we prepare for the worst? It is logical that more flexible, outward-looking 
organisations are more agile and able to prepare for and react to disruption more quickly 
and effectively. Therefore, don’t wait for disaster to strike to talk to your partners. 
Start now, and build a prevention, reaction and recovery plan that will guide you when 
local residents, businesses and political representatives look to you for leadership and 
confidence. 

Key facts:

On average, tourist arrivals recover faster following a terrorist attack than they do in the wake of political 
turmoil or an environmental disaster. 

(Telegraph/WTTC, 2016)

Make it happen:

• Plan for response and recovery: carry out a risk and security audit, including an evaluation of the risks 
(including economic, environmental, financial, human, natural, technological and others), as well as your 
preparedness for these. Involving other government agencies in this process, as well as private industry 
partners is vital.

• How well prepared are your industry partners? Carry out training and education in crisis management, to 
ensure that when the worst happens, all are better prepared and able to work together.

• Who’s in your recovery coalition? A speedy recovery requires a team effort. Build a coalition of partners 
who will help to roll out a recovery campaign, targeting loyal markets and working constructively with the 
media.

• Don’t let a situation spiral out of control: ongoing problems such as overcrowding, pollution and crime can 
cause long-term damage to your place’s image, and tackling them effectively requires a long-term effort 
among all stakeholders. 
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TOPOSOPHY is a full-service, integrated destination marketing and management 
agency, and strategic partner of ATCOM – an award-winning digital media agency. 
Our forward-looking approach and our commitment to working at the cutting 
edge of our field make us the perfect partner for you. 

As experienced practitioners in place-making and place-branding, we want to 
help you transform your place into the best it can be. After all, our philosophy is 
to ‘make the best of every destination’.

Whether you’re looking to transition to a new business model, tackle a destination 
management issue or revamp your marketing approach, we will accompany you 
every step of the way. 

Find out more on our (awesome) website, or drop us a line at info@toposophy.com 
– we’d love to talk to you!

info@toposophy.com
T. +30 210 24 19654
www.toposophy.com

LONDON / ATHENS


