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The research aims at studying the interactions between the concepts of attractiveness, place 

marketing and events through the prism of image and identity in a medium-long term vision. 

In a holistic approach, we will study the transversality of the impacts such as social, 

economic, touristic, effects and the interactions between the image and identity of places. 

The understanding of what goes beyond short-term economic impact could contribute to 

foster a long-term attractiveness and an endogenous development. 
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1. Introduction 

Place attractiveness is a major concern for all administrative levels. To 

foster the local economy, places tend to attract people, investments and 

to maintain them. The holistic approach of place attractiveness 

embodies the social, economic and touristic aspects of attractiveness. 

  

The organization of mega-events (Getz, 2008, 2007; Ritchi, Crouch 

2000) or small-scale events generate economic, touristic, social and 

urban impacts. Sports, cultural and business events are a value added for 

the place. 

 

In a context of competition between places (Warnaby, al. 2008), city 

managers develop hallmark events with high-value and image added, 

which are supposed to generate a strong media impact. These event 

strategies were originally developed by the major capitals to provide 

international exposure and thus enhance their competitiveness and 

attract investors and tourists (Castells, 1989). These events help to 

strengthen place attractiveness (Kavaratzis, Ashworth, 2008; Canali, 

D'Angella, 2009). 

  

Place attractiveness is the capacity of “a territory to spread, to promote 

its offer and to attract on an occasional or permanent basis persons, 

events or capitals” (Regional attractiveness and new place marketing; 

Hatem, 2005). Place Marketing involves “all the process of creation, 

communication and delivering of value to develop place attractiveness 

and the hospitality of a territory" (Regional attractiveness and new place 

marketing). Place Marketing is "the scientific discipline and field of 

practice responsible for developing and implementing a managerial 

process that assists places to achieve their objectives by adopting a 

market-oriented philosophy” (European Place Marketing Institute, 

2015). The relations between these concepts of attractiveness, place 

marketing (image and identity) and events would be investigated.  

 

First of all, events have an immediate economic and touristic impact, 

these types of impact are the more easily appreciable. Events also have 

an effect on the image and identity of places, but these impacts are more 

difficult to measure. 

 

In a second time, this relationship would be analyzed in a more 

interactive way in a medium-long term. The interactions of image and 

"constellations events" can transform place identity. Furthermore, an 

endogenous capitalization of interactions can lead to creating "event 

constellations" or event "eco-system". Constellations are formed by the 

development of companies, organizations, research centers, education 

projects around recurring events such as the festival of lights in Lyon or 

the Mobile World Congress in Barcelona. 

 

In the third time, we will see three case studies and how interactions are 

both exogenous and endogenous. The ability to develop activities 

around the event is one of the key success factors of an event-based 

attractiveness policy. 

 

2. Value Creation Over the Short Term 

Events have an immediate economic and touristic impact over the short 

term. Researchers focused on the economic and touristic effects and on 

the creation of a tool to evaluate these impacts. 

 

2.1 Economic Impact Prevails 

The concept of investment multipliers is used to evaluate the economic 

impacts of the events. For 1 Euro invested, the benefits of the events can 
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be multiplied by an average of 6 or 8. The evaluation of the economic 

impact over the territory legitimizes the initial investment. Nevertheless, 

the use of inappropriate multipliers can overstate the economic impacts 

of these events (Siegfried, Zimbalist, 2000). 

 

Table 1: Economic impacts by type of events 

 

Dimension 

of events 

Type of events For each € investment 

Local/regio

nal event  

Cultural event in general 4-8 € 1 

Festival d'Avignon 5-6 € 2 

Eurockéennes de Belfort  6,9 €3 

Festival de Cannes 10 €4 

Business event 8-10€ 

Public conferences 8 €5 

Professional conferences  10 € 

Val de Lorraine Classic 

2011 

2,6 €6 

Mega-

event: 

national/int

ernational 

level 

European Capital of 

culture in general 

6-8€ 

Marseille Provence 2013 

European Capital Culture  

6 €7 

Lille 2004 European 

Capital Culture 

8 €8 

Euro 2016 France 1,25€9 

 

Most of the impacts' assessment is focused on the economic aspect of 

the events over the short term. Studies of ex-ante and ex-post impact 

seek to legitimate initial investments by calculating the event 

investments' multiplier. Impacts in terms of image and social effects are 

more difficult to measure. Events have not only economic spin-offs over 

the short term, but they also have an impact on the image of places. 

                                                           
1 Speech of Ministry of Culture and Communication, August 2011. 

2 Around 23 million according to the Centre Norbert Elias – University 

of Avignon  

3 The cultural and creative Industries in France study, economic 
panorama EY - 2016 

4 Around 200 million according to the Report Industries culturelles et 
créatives en France, panorama économique EY - 2016 

5 Study Médiamétrie for UNIMEV - Direction Générale des Entreprises 
(Ministère de l'Economie) - CCI Paris Ile-de-France - CEP 

6 Report of Conseil de Pays du Val de Lorraine (2011)  

7 Around 600 millions according to the organizers of Marseille Provence 
2013  

8 Organizers of Lille 2004 (David Fusiller) 

9 Around 1,222 billions of euros: report of the Centre de Droit et 

d'Economie du Sport et de Keneo on the economic and social impact ex-

ante of UEFA EURO 2016 (2014) 

10 Meetings, incentives, conferencing, exhibitions 

2.2 The Diversity of Impacts 

These event strategies were originally developed by the major capitals 

to provide international exposure and thus enhance their 

competitiveness and attract investors and tourists (Castells, 1989). 

 

Events impact the external image and can transform the mental 

representation we have of a place. Furthermore, social impacts can be 

strong, especially for events such as European Capital of Culture. Urban 

infrastructure can also be subject to change because of heavy 

investments (new infrastructure, a program of renovation). 

 

On the one hand, mega-events significantly improve tourist and 

economic attractiveness of a place at an international level. On the other 

hand, local and regional events have an impact on the territory’s 

external and internal image. They both contribute to the dynamism of 

the residential economy through their impact on domestic tourism. 

 

Focusing on the event category (local/regional vs. mega-events) and the 

nature of the events (cultural, sporting, MICE) allows us to identify the 

strength of the different impacts. Mega-events have predominant effects 

on the economic and tourist attractiveness at an international level, and 

on the external image and urban infrastructure that they require. 

Moreover, their social impact is not a priority except for European 

capitals of culture. The events at the local or regional level have a less 

structuring role. They contribute to an evolution of the area's image 

internally and sometimes externally. They contribute to the dynamism 

of the residential economy through their impact on domestic tourism. 

 

Table 2: Impacts of events on place attractiveness 

 

 Impacts 

Events  

Image Economic 

/ Touristic 

Social Urban  

Mega-event : national / international level 

Sport Strong Strong Weak Strong 

Cultural  Strong Strong Medium Strong 

MICE Strong Strong Weak Weak 

Event : local / regional level 

Sports Medium Medium / 

Strong 

Medium Weak 

Cultural Strong Medium / 

Strong 

Medium Weak 

MICE Weak Strong Weak Weak 

 

Over the medium-long term, the place image is interacting with the 

place identity and creates not only economic value. 

  

3. Interaction and Value Creation Over the Medium-long Term 

A holistic vision encompasses all kinds of events effects to understand 

the interactions between places and events in a medium-long term 

vision. The interaction between event attractiveness and territorial 

attractiveness is shaping the images and identities of places. 

 

3.1 Interactions Between Place, Image, and Identity 

Events shape the attractiveness of places by enhancing their physical 

assets, images, and identities. The territorial identity will also, in turn, 

influence the nature of events. 

 



 27   Journal of International Business Research and Marketing  

 Place 

Relationship 

Marketing  

Place 

identité 

Place 

Brand 

image 

The place identity is referring to a form of social identity characterized 

by features that mark the affiliation of an individual to a place 

(Parmentier, Rolland, 2009). Keating (1998) defines territorial identity 

with a cognitive (the knowledge of a place and its geographic limits), an 

effective (a shared identity) and an instrumental aspect (a mobilization 

for a collective action).  

 

Chamard et al. (2013) combine similar components to define the image 

of a place: an affective (the feeling), a cognitive (the knowledge) and a 

behavioral aspect (the reason to shift to a place). This territorial identity 

constitutes an antecedent of the territory brand image based on user’s 

mental representations (Kavaratzis, Hatch, 2013). 

 

A famous event can be part of this territorial identity. As shown in the 

next figure on relationship place marketing, place identity is the results 

of interactions between internal stakeholders and the place. It is an 

antecedent of place image that can be perceived by internal or external 

stakeholders. 

 

Figure 1: Place Relationship Marketing, image, and identity 

 

3.2 From Economic Impacts to Interactive Event Constellations 

Over the long term, all the positive effects of events can contribute to a 

more endogenous growth through the development of “event 

constellations” in the territory.  

 

Depending on the strength of the image of the event and its interactions 

with the image of the place, the identity of the territory can also be 

transformed. The territorial anchorage of the event would be even more 

reinforced over the long term.  

 

Enhancing the endogenous potential of events leads to create eco-

systems or event constellations. “Event constellations” are formed by 

the development of activities, companies, organizations, research and 

educational programs around the topic of events. Interactions in these 

constellations are both exogenous and endogenous. The ability of a 

territory to develop activities around the event is one of the key factors 

to the success of an event-based political attractiveness. For example, 

the “light cluster” around the Festival of Lights in Lyon developed an 

expertise in lighting. This cluster federates manufacturers, laboratories, 

designers, and distributors of electricity in the area. 

 

The city of Marmande (France, 34 800 residents) is very famous for 

Garorock (one of the most attractive Rock Festival in France). With the 

support of their agglomeration (Val de Garonne), they created an event 

called Garocamp before the opening of the festival. This event focuses 

on the business of new technologies (digital, cashless, beacons) that are 

developed to modernize festivals. The festival is a laboratory for all 

these innovations. The city aims at becoming a reference in this 

technology. This could lead to an event constellation around new digital 

technologies for event’s organizers and territorial managers. 

 

 

 

 

4. Interactions for a Long-term Attractiveness 

4.1 Case Studies 

We analyzed three different territorial contexts to study the interactions 

between the identity and image of places.  

 

In the first case, the place is a small size territory. The identity of the 

place is associated with the event. The name of the place is associated 

with the name of the event. Place attractiveness is due to the event 

image. The image of the place is dependent on the event, for example, 

the festival Jazz in Marciac (France), Coachella in Indio (California), 

the Glastonbury Festival (England). These places can face difficulties to 

generate benefits for their place outside of the time of the event. In the 

second case, the place is a reputed for its event but has a strong identity. 

  

The place identity is strong and independent from the event. The event 

contributes to the attractiveness of the place on a short-time period, but 

the place also has its attractive assets all along the year, for example, 

Berlin and its Berlinale, Cannes and its Festival, Venice and its Mostra.  

In the third case, the place has a neutral identity or is willing to change 

its image. These places have a weak identity associated with the nature 

of events (sports, culture, leisure). Attracting or creating these events is 

a way to shape a new identity and image of the place. 

 

For instance, events such as the Rugby World Cup in Cardiff (1999), the 

Olympic Games of Barcelona (1992), the European Capitals of Culture 

(Glasgow 1990, Lille 2004, Marseille Provence 2013) can be a catalyst 

for change. For Glasgow, the media coverage before and after 1990 

(European Capital of Culture) reflects this improvement (Garcia, 2005). 

Glasgow became a brand image to attract tourists and investors 

(Jeannier, 2008). The number of positive reports on the image of the city 

has increased by over 17% its number of tourists of 25% between 1991 

and 1998 (Garcia, 2005). The strong positive relationship between 

tourism, culture, and image of the place. Marseille-Provence being 

European Capital of Culture wanted to change its image. As a result, in 

the survey conducted after the year 2013, 85% of respondents consider 

that Marseille Provence 2013 strengthened the cultural dimension of the 

place and that the event broadcasted a positive image of the territory for 

80% of the respondents. It can be a catalyst for change through the 

urban development of “flagship projects” (Bianchini et al., 1992). In 

Cardiff, the Millennium Stadium (72 500 seats) built for the world cup 

of rugby in 1999 was at the heart of the metropolitan renewal strategies. 

Tourist stays have been increased tenfold, the number of active residents 

increased by 19% after this event (Gras, 2007). 

  

If the event is dependent or independent from the territory, the 

interactions with the identity and the image would be different. Some 

events can be anchored and dependent on the place where it takes but 

can be "exported". The exportation of an event out of its territory is a 

way to promote the identity and image of the territory, for example, the 

Festival of Lights was "exported" to Dubai, Helsinki, London. 

 

4.2 Factors of a Long-term Attractiveness 

As events are by nature ephemeral, how can we maintain the place 

attractiveness through events over the long term? In order to create 

positive interactive effects between events and places, we identified 

some key critical factors for the success of an event-based political 

attractiveness.  

 

First, the inclusion of stakeholders into the governance of project seeks 

to foster synergies between the private and public sector. It is an 

opportunity for small and medium territories to emancipate from 
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hierarchical inheritance and to change their image as we observed for 

Marseille and Glasgow. 

 

Then, an event can be tailored to the needs of the place and can maintain 

an image. The city of Lille launched the event Lille 3000 created a 

dynamic with the regular organization of the cultural event. The event is 

a continuation of Lille European Capital of Culture 2004 in a smaller 

scale (Liefooghe 2010). Lille 3000 takes place every two years to keep 

the European city of culture effect and to develop cultural events 

according to the needs of the territory.  

 

Finally, the development of a community unity, mega-events are not just 

place marketing and may be seen as part of the process of building 

national identity (Roche 2000, 2008; Getz, 2008). The impact of the 

events can be reinforced if they are in coherence with the identity of the 

place. The promotion of events in coherence with the territorial identity 

develops a sense of belonging to the territory especially if the event is 

linked to a local product or a cultural aspect of the place. Festivals 

develop the sense of community and place by reflecting and determining 

their image and identity (Derett, 2003, 2008). Nevertheless, a paradox 

exists between the importance of local identity by its function of 

differentiation and distinction and some local logistics services that must 

comply with international standards. Quality becomes a critical issue for 

territorial attractiveness policies.  

 

These key factors in relation to the place image and identity will 

contribute to the development of the place capacity to sustain different 

activities in relations to the event. 

 

5. Conclusion 

A medium-long term vision allows us to analyze the interactions 

between events and place attractiveness. The study of not only the 

economic effects in a place marketing approach helps us to understand 

the reciprocal relationship between identity, image and event 

constellations. 

 

Over the long term, interactions of image and “event constellations” 

may transform the territorial identity. Cluster creations and eco systems 

around an event and a theme (Lumière in Lyon, Mobile telephony in 

Barcelona) can change the identity of a territory by shaping its image, its 

infrastructure, and local constellations.  

 

The analysis of the self-sustained nature of these relations can help us to 

foster global attractiveness. A more transversal approach of events can 

improve the territorial strategy to boost global and long term 

attractiveness. The “Marketing” of the place (Management of Place 

Marketing) could be better with this framework: understanding what 

goes beyond short-term economic impact to foster long-term positive 

interactions and endogenous development. 
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