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Learning objectives

Knowledge and understanding

By the end of the course, the student will have acquired advanced knowledge of concepts, models, and theories
related to marketing in urban contexts, with particular reference to territorial enhancement processes, urban
branding, and the competitiveness of local tourism destinations. Socio-economic dynamics that influence urban
image and identity construction will also be explored in depth.

Applying knowledge and understanding

The student will be able to apply strategic and operational marketing tools and techniques to real urban contexts,
designing territorial communication strategies, integrated promotion plans, and value co-creation initiatives
involving public and private actors as well as local communities. The student will also be able to critically evaluate
real-world case studies of city branding and urban regeneration for tourism purposes.

Making judgements

The student will develop the ability to critically analyse urban marketing policies and strategies by interpreting both
qualitative and quantitative data related to urban perception, tourist experience, and local development. The
student will be able to make independent evaluations of the effectiveness of territorial marketing actions, taking into
account cultural, environmental, social, and economic dimensions.

Communication skills

The student will be able to clearly, coherently, and persuasively communicate urban marketing proposals using
appropriate tools (reports, multimedia presentations, visual storytelling), and to tailor the language to different
audiences (institutions, tourism operators, citizens, stakeholders). Teamwork and collaboration in multidisciplinary
groups will also be encouraged.

Learning skills

The student will develop a critical and reflective method useful for continuously updating their knowledge on urban
marketing trends, urban transformations, and the evolving tourism landscape. The student will be able to undertake
autonomous learning paths, also in preparation for further academic or professional development in the field of



territorial marketing and local development.

Contents

The course aims to put forward a possible critical analysis of urban marketing policies. Starting from a historical
review of the debate on this issue and on the main theories that have characterized the discussion from the 80s
onwards, the course will attempt to highlight the challenges and new trends that the urban marketing strategies of
the new millennium need to take into account.

Detailed program

In between the late 70's and early 80's, many cities / capitals of advanced economies faced severe economic crisis
coupled with a critical contraction of Fordist manufacturing systems. Local governments have been forced to
develop entrepreneurship strategies (Harvey 1989) that would be able to rethink the attractiveness of their cities.
Urban marketing policies have become tools to revitalize local economies, attract new populations (tourists, talents
and residents) and stimulate investments (national and international economic capitals) (Kavaratzis, 2004).
However, it should not be forgotten that the urban attractiveness also triggered mechanisms of social and territorial
exclusion, exacerbating the effects of gentrification and festivalisation processes within cities. The social,
economic, demographic and technological transformations of the new millennium pose new questions and new
themes for territorial marketing. The ever-increasing role of local communities, radical changes in the media and
the hyper-diversity of contemporary society are shaping co-production strategies of urban marketing, which
increasingly have a micro-territorial focus.

The course will therefore focus on five macro areas of interest:

1. The debate on urban marketing policies: concepts, strategies and actions

2. The role of the place in urban marketing policies

3. Urban marketing and local communities: co-production of the image

4. From urban marketing to urban micro marketing: the revenge of the neighborhoods

5. New communication tools for urban co-marketing

Prerequisites

None

Teaching methods

The course is made up of 49 hours, of which 30 hours is frontal lessons with the use of slides, audio and video
-Some frontal lecture will be recorded ( max 8 h)- and 19 hours interactive teaching (exercises, small group work,



presentation of case studies starting from dai quali develope lavori individuali e in sottogruppo, preparati e discussi
durante il corso).

Assessment methods
It is possible to take midterm assessments:

¢ Presentations of academic articles selected from the e-learning platform. The articles are all in English, but
the presentation will be given in Italian.

¢ Presentation of a project introduced at the beginning of the course (including the topic, work methods, and
final product).
In the case of the full exam:
The exam will be oral and will be held in Italian.

The exam will be oral and will be based on a selection of articles and book chapters in English and Italian, which
will be uploaded to the e-learning page in the EXAM PROGRAM section.

Textbooks and Reading Materials

on the elarning will be provided a list of articles and book chapters and a document with the reading indication
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