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< ¢ City brands may contribute to social positioning of
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hoaste « Whether you want inspire creativity, freedom, love,
counter culture, luxury, ecology-...embody it through
major events & statements.
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Be felevant for each of the OO ‘touristic markets you can fit

QCA

- =in green tourism, night tourls,m memorial tourism, sport
= tourism, gay& Iesblan @rfamtfy‘t‘eguﬁ’t&my, )
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¢ By creating specuﬁc Content on”specnpr med»a 33
« By creatlon subbrand (nelghbourg ones thematlc ones. )
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promote your brand in a new way.. : A
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