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Abstract:

The aim of this paper is to determine why and umd&ch condition residents enter into a
strong and committed relationship with their plat&ving. We will present a model which
outlines how cities could strengthen the residémtidentification by increasing the
perceived place complexity. The model translatesGhistomer Relationship Management
(CRM) approach of the general field of marketingig@mer-Company Identification) to the
field of place marketing and combines it with thedevelopment in Social Identity Theory
and Theory of Organizational Identification.

We hypothesize that a strong residents-city idieatifon results from identity fit between
the city prototype and the self-concept of thedest. The proposed model outlines the
important role of the perceived place complexityraxlerating variable. We propose that
higher perceived complexity of a city allows fogher perceived fit between the self and the
city, higher optimal distinctiveness, and highercegéved attractiveness of identification with
the city.

The question of how to increase identification vatplace is crucial for place marketing
and urban governance. Based on a review of existiggarch in social science we will
outline the positive effects of identification oonamitment, resilience towards negative
information, selective information seeking andsfatition. Practical implications for place

marketers and potential for future empirical reskare discussed.

Keywords:
Place Marketing, Resident-City Identification, Sdddentity Theory, Place Prototype,
Customer-Focused Marketing

Theme:

Planning and place marketing — theoretical impioret (special session)



1. Introduction

Competition between cities for tourists, investa@npanies and — more than ever — well
educated residents is increasing (Anholt, 2007 pdiss 2003; Kavaratzis, 2005; Kotkdral,
1993; Zenker, 2009). Place marketers thereforesfocubuilding a strong favorable place
identity (Anholt, 2007) to promote their city to arternal target audience and to strengthen
the identification with the place of the currengidents to turn them into authentic
ambassadors for their city. Unfortunately, city keders often underestimate the difficulties
of the task to establish a place identity. Citiesvall as their target audience are highly
complex. The city of Rotterdam for example contaifimore than 100 different cultures
(Braun, 2008) — not mentioning the different soclakses which also not necessarily shares
the same identity. However, the perception of @dnean external target audience does often
contain rather simple stereotypes (Zerdteal, 2010). Places inhabitants on the other hand
vary strongly and therefore make it nearly impdssib construct a simple homogeneous
place identity. This effect of different perceptioha city by citizens and non-citizens can be
related to the general Out-Group Homogeneity Effieetthe phenomenon that groups
generally perceive their in-group to be more vddadban an out-group (e.g. Mullen and Hu,
1989).

The current academic discussion shows considesaloliccomings in this respect (Grabow
et al, 2006; Zenkeet al, 2010). It mainly focuses on the explorative dggicm of a certain
city brand or identity without distinguishing betaretarget groups or considering structural
characteristics of mental representations of cdies is suffering a lack of a convincing
theoretical foundation.

Hence, the aim of this paper is to present a thieatenodel which outlines how cities
could strengthen the resident-city identificatigniticreasing the perceived place complexity,
translating the Customer Relationship ManagemeRMapproach of the general field of
marketing (Customer-Company Identification) to fieéd of place marketing and combines it
with theory development in Social Identity Theofaffel and Turner, 1986) and Theory of
Organizational Identification (Bergami and Bago2800). We will outline how perceived
place complexity might be a core variable in stteaging the identification of citizens with a
city and still making the city identity more atttive for non-citizens. Furthermore, we will
present a research agenda for empirical testingleedss the use of our model for place
marketing practice.



2. Place M arketing, Perception and I dentification

Place marketing is “the coordinated use of markgtiiols supported by a shared customer-
oriented philosophy, for creating, communicatinglj\®ering, and exchanging urban offerings
that have value for the city’s customers and thgsccommunity at large” (Braun, 2008, p.
43). Its aim is “to maximize the efficient sociadaeconomic functioning of the area
concerned, in accordance with whatever wider goal® been established” (Ashworth and
Voogd, 1990, p. 41). These definitions highlighbtwery important points: Even though an
economic intention is part of the place marketimgsa increasing social functions — like place
identification or the satisfaction with a places-aiso a major aim. Second, it is a customer
orientated approach which should integrate allamsts of a city. This means that the aim is
to increase the social function for all residerdsanly for one favorable group.

As already mentioned before, it is a considerab#lenge that the perception of cities and
their identities varies strongly between the ddéfdrtarget groups. According to Kavaratzis
(2004) these perceptions are formed by three tgpesy communication: (1) the primary
communication, which is related to the city’s ansiatself, even though communication is not
the main goal of these actions. It includes thaigecture and real place offerings as well as
the city’s behavior and therefore we would labgligice physics(2) the secondary
communication the formal communication throughaéi canals like all forms of advertising
or public relations and therefore we calpliice communicatigr(3) the tertiary
communication finally refers to the word of mouéinforced by media and foremost the
residents itself. Thus we label it plsice word-of-mouth.

These communication categories again highlightlifferent important roles of residents
in the place marketing process. They are part@pthce physics and identity, second they
are one target group of the place communicationtlaind, they are place ambassadors
through their word of mouth communication (Braatral, 2010). This shows the urgent need
to integrate residents in the marketing process;iwvill only take place, if residents identify
with their place of living.

Identification can be defined as establishing amregul link between the self and the
target for identification. Such a meaningful linkneprises an integration of attributes of the
identification target within the self-concept. Ither words, identification or self-
categorization broadens self-conception and lisikeets of the self to a group prototype
(Turner, 1985; Turneet al, 1987). Prototypes are mental representationscafegory that

specify core-attributes that characterize a caiegod distinguish it from other categories



(Hogg, 2000). A city prototype can be defined do$attributes that are central to the mental
representation of a city and differentiate it frother cities.

Identification, i.e. assimilation of the self tgpeototype can serve several goals. Social
identity theory (Brewer, 1991; Hogg and Abrams, 8 9Bajfel and Turner, 1986) proposes
that identification with social categories can seavositive self-perception by integrating
positive characteristics of a social category witie self-concept, and by providing a sense
of belonging (Baumeister and Leary, 1995). Furtr@emincorporating group norms in the
own normative system reduces uncertainty and fat@ decision making (Hogg, 2000).

Identifying with a city such as Berlin or New Yoitr example, we can enhance our self-
esteem by assimilating to attributes such as cosehtap and innovative and can justify
behavior referring to values and norms associatddaiizenship. Identification with a city
allows us to feel truly at home in a place, notydnla physical sense as a mere resident, but
also in a figurative sense of feeling a strong eation between the self and the place on the
level of emotions, cognition, and values. The nfastous passage of the speech of Kennedy
in Berlin 1963 illustrates the far reaching mearmhglentification with a city. Kennedy said:
“Two thousand years ago the proudest boastonés Romanus sufham a Roman citizen].
Today, in the world of freedom, the proudest b@a%th bin ein Berliner'(...) All free men,
wherever they may live, are citizens of Berlin, aiinérefore, as a free man, | take pride in the
words 'Ich bin ein Berliner!”

Recent research has addressed identification ariaty of contexts such as identification
with social groups on different levels of self-g&zation (Hogg, 2000; Turner, 1985;
Turneret al.,1987), identification with organizations (Bergaamd Bagozzi, 2000), or
identification with brands (Aaker, 1997) and comipar(Bhattacharya and Sen, 2003). We
relate our RCI model to this research and theovgld@ment. However we will also outline
factors that influence the formation and the sttierod such a meaningful link between a city
prototype and the self-concept of residents (arfdramxample in Kennedy’s case non-
residents) that have received little attentionoimfer work on identification, namely

structural aspects of a prototype.

3. The Resident-City I dentification Model

In the following we will outline the Resident-Cilgentification model (RCI model, Figure 1)
and describe in detail the building blocks of tmgdel which are derived from theory and
empirical research on identification and self-categation in marketing research and social

psychology. Parallel to the definition of prototgga prior research and theory development



(e.g. Turner, 1985; Turnet al, 1987) we define a city prototype as set of aftel that are
central to the mental representation of a city différentiate it from other cities. Research
has shown that mental representations of citiesnafddimensional (Echtner and Ritchie,
1991, Kavaratzis, 2008; Merrilees al, 2009). City prototypes are shaped by factors sisch
urbanity & diversity nature & recreationjob chancesandcost efficiencyZenkeret al,

2009) These super-ordinated factors include a broad rahgariables such as (among
others) demographic characteristics of its citiz@ng. age, race, educational background,
employment), the political landscape, infrastruetunistory of the city, economical and
geographical aspects, and more abstract attrilagtsciated with these variables (e.qg.
modern/old fashioned, liberal/conservative, toléatolerant, flexible/rigid, rich/poor). Some
factors such as infrastructure can be improvedtopalown approach to make a city more
attractive. Others, such as geographical charatiterior history cannot be changed or are in

constant transformation in interaction with thadests such as the political landscape.
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Figure 1: The Resident-City | dentification Model (RCI)

Place word-of-
mouth

While the content of a city prototype is hard tiluance, other prototype properties are
more open to change. Structural variables sucmagpdieterogeneity and perceived
prototype complexity are crucial for the evaluatadra social category (e.g. Mummendey and
Wenzel, 1999; Parkt al, 1991) and can more easily be influenced thanehctantent
variables. This should be also true for city prgpets.

3.1 Prototype structure
We regard complexity of a city prototype as the keyderator in resident-city identification.
We propose that a highly positive mental represemaf a city will not automatically lead
to identification with this city, but that identifation will be determined by the degree of

prototype complexity. First we will define protog/jgomplexity. In a second step we will



outline how prototype complexity can facilitate mtiécation with a city by increasing
identity attractiveness, identity fit and optimadtthctiveness (Brewer, 1991).

Mummendey and Wenzel (1999) outline four structpraperties of prototypes. First, a
prototype can be defined clearly along unambigwmue attributes or be a more fuzzy mental
representation. Transferred to the domain of dibtqiypes, a mental representation of a city
can be clear with high certainty about the defirattgbutes or characterized by vague ideas
about the place. While a vague representation nhégiok to more moderate or tolerant
evaluations (Mummenday and Wenzel, 1999), it isdéwmw, also associated with uncertainty.
Given the importance the choice of a place tolias for most individuals, uncertainty might
not be desirable in the communication and percemia place prototype. Furthermore,
communicating core-attributes of a city in a vagad ambiguous way in place marketing is
problematic from an ethical perspective if it isnddo cover up negative aspects and can
reduce the perceived trustworthiness of the comoatioi (Truemaret al, 2004). Thus, in the
following, we focus on the other three structunalgerties of prototypes always assuming a
clear definition of core attributes.

The second structural characteristic is the schpieeoprototype, i.e. whether it is multi-
dimensional or one-dimensional. A city or a regiam have one very dominant core-attribute
such as being highly industrialized or multipleesattributes for example being a place with
a strong industry, but also with a vivid cultun&) and ethnically diversity.

Third, the distribution of elements of the categmyresented by the prototype on these
dimensions can vary. A city can be perceived tafepen minded place. However, the
distribution of this attribute for different pams$ the city can be perceived as highly variable.
For example, while New York might be perceived éodm open minded place, this perception
might be different for Manhattan and Queens.

The fourth structural property of a prototype adaog to Mummendey and Wenzel
(1999), prototype complexity, combines a mulit-dirsi@nal scope, i.e. a higher number of
core-attributes with a higher variance of substrecdf the city on these dimensions. In the
following we will outline how perceived complexiof a city prototype can facilitate resident-
city identification by influencing determinantsidentification such as identity attractiveness,

identity fit, and optimal distinctiveness.

3.2 ldentity attractiveness
A highly positive city prototype can make identi#tmon with the city attractive in enhancing

self-esteem by inclusion of positive aspects atyaio the self-concept. However, few places



have positive attributes only. In identifying wihplace, the self has to cope with negative
attributes of the city that are extended to itzeits. New York for example is not only
regarded to be a sophisticated and open minded,ddat also to be loud and hectic.

A higher level of perceived complexity might hetpliuffer against the impact of negative
core attributes of a city. Prototype complexity tenrelated to self-complexity (Linville,
1985; 1987; Rafaeli-Mor and Steinberg, 2002) andgartmentalization (Showers, 1992),
that is the salience of the multi-dimensionalitytted self and the degree to which positive and
negative self-knowledge is sorted into distincegaries (separating negative attributes out
into less central self-aspects). A higher percesaficomplexity and a low perceived overlap
between self-aspects can reduce so called spitleffects, i.e. the effect that feelings and
inferences associated with one self-aspect aftherr self-aspects (Linville, 1987). If we
transfer this reasoning to the mental represemtatia city, a more complex mental
representation with low overlap between core-aiteb of a city should help to buffer against
extreme evaluations and reduce spill-over effettegative attributes into the evaluation of
the general city prototype. A negative attribut@afty such as a high crime-rate should
cause more damage if the prototype of the citgusih complexity. This negative attribute
might color the entire mental representation ofe@e negatively. A more complex
representation, such as knowledge of areas withdmgl areas with low crime-rate as well as
salience of a number of different and positivelladties might lead to a more favorable

evaluation.

3.3 ldentity fit
For identification with a place or a city, a centaiegree of identity fit is necessary. Identity fit
refers to similarities in core-values and coreHatites of the self and the prototype that is
target in the identification process. While a om&&hsional prototype with a low variance
might be a target that is hard to hit, we propbse & high prototype complexity can increase
perceived fit and the feeling of belonging. If m@totype of a city is communicated to be
young and creative with low variance on these dsraTs of city quarters and inhabitants,
this allows the experience of identity fit only fawvery small group of residents. Although
most residents might find these characteristicgalde, only few will be able to link these
attributes strongly to their self-concept and idgmwith the city prototype. A broader scope
offers more opportunities to link the self to thiy prototype in a meaningful way.
Furthermore, a higher perceived complexity of @ pibtotype reduces the threat caused by

core-attributes and values of a city that contrigoicsonal attributes and values. Under high



prototype complexity, the contradicting attributeonly one among many under low

complexity conflicting attributes will have a highsalience and impact.

3.4 Optimal distinctiveness
While identity fit facilitates identification, itsiquestionable, whether a 100 percent fit is
desirable. Complementary to a need to belong (Bateneand Leary, 1995), we have also a
need to stay recognizable as unique individual$in@ distinctiveness is defined as an
optimal balance between embracing the core-atgthat a prototype and insisting on
individual uniqueness (Brewer, 2003; 1991; Sheldiod Bettencourt, 2002). A complex
place prototype offers leeway to find an optimaliélgrium between assimilation to the
prototype and distinction of the self.

If the resident-city identification is strengthenbééneficial consequences should be occur.
In the following we will now outline these conseques and will explain why we postulate a

positive influence.

3.5 Commitment
A citizen, in contrast to a mere resident, has naadwaningful link between the self-concept
and the city prototype. This link is likely to imase commitment with the city. Research on
referent informational influence (Hogg and Abrai®88; Turner, 1991) shows that
increasing conformity to norms and goals of a damaup cannot only be achieved via social
pressure, but also via self-categorization. Anvitilial under referent informational influence
follows norms and values of a social group andysssts goals not because the group
applies pressure in form of punishment or rewand blecause the individual has incorporated
these norms and goals in the self-concept via ifiation with the group. While individuals
motivated by social pressure can be assumed tbdel in non-normative behavior once the
pressure is removed (e.g. when unobserved), ingisdwho identify with the prototype and
its core-values, will show commitment also in thsence of pressure because norms and
goals have become their personal norms and goals.

Research on identification with organizations (8grgozzi and Bergami, 2000) shows a
strong association between identification and lkyyaf members of this organization. Thus,
commitment should also extend to the intentiortag $ a city and to make long terms plans

such as buying a house, etc. which in turn wildleamore commitment.



3.6 Information seeking bias
Establishing a link between the self and a cityqiyge should also have beneficial effects on
how individuals search information about the pldmy live in (or plan to move to). Social
Identity Theory (e.g. Tajfel and Turner, 1986) prees that individuals feel a need to enhance
self-esteem by self-categorization. To achievedba, it is likely that identification with a
city leads to a bias in perception and informageeking in favor of positive information
about the city. Identification should also makeiwdlials more resilient and lenient towards
the negative information they cannot avoid to psscélowever, research indicates that if
negative information exceeds a certain magnitudeti@ns to this information might be more
extreme under high identification, because theaticept is more affected than under low
identification (Hibbarcet al, 2001; Kramer, 1991). Thus, while we are moredehtowards
small flaws under high identification, we might tm@re extreme in our reaction when

learning about major shortcomings and failures @ased with “our” city.

3.7 Satisfaction
Furthermore, higher identification with a city wificrease satisfaction with the city. As part
of our self, we evaluate the city much more posiand therefore we will be also more
satisfied with the place offerings. Additionallgentification has been shown to be related to
less turn over in organizations, a relationship iated by job satisfaction (Van Diek al,
2004). The same can be expected for identificatih a city which should lead to a higher
chance of residents staying at a certain placesiwdtiould also be related positively to
perceived satisfaction with their place or livimg fact, commitment with a place has also
been shown to have a strong influence on the padeiatisfaction with a place (Zenledr
al., 2009).

3.8 Citizenship behaviour and intention to stay
Commitment, biased information seeking and satigfaavill be crucial for the decision to
stay or to move to a city (Zenker and Gollan, 204rJ to show citizenship behavior, i.e.
spontaneous and positive behavior that goes betymmdduties of a citizen defined by law
and social norms (e.g. Katz, 1964). This can lead kighlighted before — to an upward spiral
in which the wish to stay or move to a city an@t@age in citizenship behavior increases the
activity as ambassador for the city. Thereforemodel could be understood as a dynamic

one and should also be empirical tested in thatneran



4. Futureresearch

The many issues proposed here need empirical gastime laboratory and in the field. In our
model, we use concepts that have been studiedial gsychology, but there is virtually no
experimental research on how individuals reachtogasing complexity of a place
presentation. Here explicit, but also implicit me@s of attitudes can be regarded to be
informative. Field studies should measure the ageiceived complexity of a place and its
relationship to outcome variables outlined in tl&l Rodel. Here, validated measures for
perceived self-complexity and compartmentaliza{i@rown and Rafaeli, 2007; Showers,
1992) could be adjusted and used to assess plagdeaty. Furthermore, validated
measures for identification or self-categorizatwa available that can be easily used to assess
identification with a place (Schubert and OtterQ20 In experimental as well as in field
studies the role of complexity tolerance and amibygolerance Furnham, 1994)as

mediators of beneficial effects of complexity shibbke examined to test for inter-individual

differences in an “optimal” level of complexity.

5. Discussion
Forming a suitable place identity is indeed a @majing task for place marketers. Since the
identities of the residents themselves are vergrde it is crucial to find a more complex
place identity to improve the possibility for idditation for this important target audience in
place marketing. As shown in our resident-city tiferation model the positive outcome for
place identification are various and makes a corplace identity very valuable. On the
other hand a place identity that is too complexhhitave the problem of being not clear
enough in its communication. Also the problem atidiction from other places arises, since
the unique identity of the place could be seerpasesvhat vaguely if the place identity is
communicated too complex. Structural features ssch high complexity cannot replace a
prototype content that does characterize theariidistinguishes it from other places; in
short that gives the city a unique and easily razaple face. This problem will be most
appear for the external target audience, sincegshew most response on very simple and
stereotype driven place communication (Zerdteal, 2010). Thus, the challenge for place
marketers is to find the optimal level of complgiit their place identity communication.
Nevertheless, practice shows that a place idecditymunication which is too simple and
just focuses on an external target audience withbeh more dangerous for the place
marketing process. The city of Hamburg, for examplainly concentrates on a stereotype

image of Hamburg as “city on the waterfront”, witlth” and “creative” residents, offering a



various range of cultural programs like “musicdlsits visitors (Hamburg Marketing GmbH,
2009). This image strongly fits the perception dakddamburg for its external target groups,
but it neglects the image for most of its actualdents (Zenkeet al, 2010). This finally
results in low identification with the Hamburg bdaand even public protest about place
marketing activities in a “Not in our Name”-campigjom Hamburg residents (Gaier, 2009;
Oehmke, 2010). Hundreds of citizens protested ag#ue gentrification caused by the
government to attract tourists and the so-calledtore class (Florida, 2004). They do not
want to be branded as a creative city and coulddeattify with the communicated identity of
the city. Due to the limited concentration on attirag wealthy new residents and tourists, a
big mistrust occurred between the city marketing lange parts of the population.
Consequently, this event demonstrates the urget foe a more complex and differentiated
place identity communication.

A more complex brand-architecture with a city unilarbrand and different target group
specific sub-brands could be helpful to communieateore heterogeneous and complex
picture for the city of Hamburg identity (Braun adenker, 2010). In this case, the cities sub-
brand for its resident could include a more compliexce identity and at the same time the
brand communication for the external target audiestuld be more focused on a simpler
identity communication. This variety in the plademtity could also lead to a more authentic
communication and should result in a higher ides@tfon with the Hamburg identity by all

target groups.

6. Conclusion

Our presented model of resident-city identificatehrows clearly the positive outcomes of
place identification. It seems therefore importantake place identity communication more
complex to improve the possibility for the audieneédentity with the city. Furthermore,
positive outcome variables of a resident-city idferation were shown and combined into a
theoretical research agenda. Now empirical resaansbeded to test this model of the
resident-city identification and for a deeper ustiending of the problem of optimal
complexity of a place identity. Ideally, this aléavill not only stimulate further research, but
also help professionals to think about place mamage in terms of place identification and
to concentrate more on the actual residents cheephs important part of the place marketing
process.
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