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Key challenges to build a relationship
City Marketing
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0. Introduction

ClTY MAR“ETING Interact

Make City Marketing more CRM driven!
5 key challenges

e
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1. Database

¢ |s this relevant?

= YES!
It should be based upon interests: = Sports
= Culture
= Events
= Shopping

This wil lead to: = Repeat
= Ambassadors

->Before — During — After

FROM...

e Things to do in Barcelona

e This article will give you a general insight into the things to do
in Barcelona, which is no mean feat because there is so much
to do!

e Everything depends on your interests and type of holiday, but
there is something in Barcelona to suit all types and this page
will give you a taste of the things to come.

¢ Culture and Architecture

e Barcelonais a city steeped in culture and history, so if it's
some sight-seeing you’'re after then you've come to the right
place. Barcelonais most famous for the fantastical
architecture of Antonio Gaudi, whose building are scattered all
around the centre of the city. The most famous and
impressive can be seen along Passieg De Gracia where you
will find La Pedrera and Casa Batllé . Or head to the Parc
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2. Social Media

« Most of the time only posts of the city self

- One way

- Only used as a medium, not yet as a communication center

¢ Solution?

- Community manager

2. Social Media
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3. Partnerships

¢ On an international level:

Ex:
Currently, when a person books a citytrip to Barcelona at a travel agency
in Antwerp, he won't receive information brochures from Barcelona.

e On alocal (commercial) level:

Ex:

Currently, when a new flagship store
opens his doors in a city, the city
most of the time doesn’t grab the
opportunity to introduce this store
and link it with the city.
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4. New technologies

e Google

« Iphone/Smartphones
= AXA
= Albert Heijn
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5. Cooperations

e Intern:

- between musea and personal interestsQ

citytripplannes brugge
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- between cities and personal interests

stedentrips.nl
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Sﬁup till you drop!
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CONCLUSION
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When a city makes use of:

1.Databases of their visitors
2.Social media

3.International & local partnerships
4.New technologies

5.Internal cooperations

=> the city can start
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