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1. WHAT IS A REGION?
DEFINITION AND CONCEPTS



Region (general definition)  EIEAIE]
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= In geography, regions are areas broadly divided by:
= physical characteristics (physical geography),
= human-impact characteristics (human geography), and
= the interaction of humanity and the environment (environmental geography).

= Geographic regions and sub-regions are mostly described by their
Imprecisely defined, and sometimes transitory boundaries, except in
human geography, where jurisdiction areas such as national borders
are clearly defined in law.

= Aregion has its own nature that could not be moved.:
= The first nature is its natural environment (landform, climate, etc.).
= The second nature is its physical elements complex that were built by people in the past.
= The third nature is its socio-cultural context that could not be replaced by new
immigrants.

" https://www.youtube.com/watch?v=Rwy7kRtH-ek
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https://www.youtube.com/watch?v=a4Y-hCQ-Klo

geocode standard for referencing the sub-divisions of countries for statistical
purposes.

The NUTS (Nomenclature of Units for Territorial Statistics) classification is a
hierarchical system for dividing up the economic territory of the EU for the
purpose of:

= The collection, development and harmonisation of EU regional statistics.

= Socio-economic analyses of the regions.
= NUTS 1: major socio-economic regions
= NUTS 2: basic regions for the application of regional policies
= NUTS 3: small regions for specific diagnoses

= Framing of EU regional policies
= Regions eligible for aid from the Structural Funds (Objective 1) have been classified at NUTS 2
level.
= Areas eligible under the other priority objectives have mainly been classified at NUTS 3level.
= The Cohesion report has so far mainly been prepared at NUTS 2 level.
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NUTS

= The thresholds in the table below are used as guidelines
for establishing the regions, but they are not applied rigidly.
For example, both Aland, with a population of 27,734 in
2009, and lle de France, with a population of 11,797,021,
are NUTS 2 regions.

Level Minimum Maximum
NUTS 1 3 million 7 million
NUTS 2 800,000 3 million
NUTS 3 150,000 800,000
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Countries NUTS 1 NUTS 2 NUTS
3
EU
members 28 98 274 1324
Groups
Austria AT of 3 States 9 Groups of districts 35
states




LAUS
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There are three levels of NUTS defined, with two levels of local administrative units

(LAUS) below.

These were called NUTS levels 4 and 5 until July 2003, but were officially

abolished by regulation, although they are sometimes still described as such.

Note that not all countries have every level of division, depending on their size.
One of the most extreme cases is Luxembourg, which has only LAUSs; the three
NUTS divisions each correspond to the entire country itself.

Groups of Districts)

Countries LAU 1 LAU 2
EU members 28 8,772 120,968
Austria AT — (same as NUTS 3: 35

Municipalities (Gemeinden)

2357
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Regions in Georgia (1)
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% Area: 69,700 km2

Population: 4,012,104

=445 : Map Region Population
et : ref.
— 1 Abkhazia 240,705
o AR 2 Samegrelo-Zemo 331,145
Svaneti
% < |3 Guria 113,000
- 4 Adjara 480,209
55 5 Racha-Lechkhumi 31,927
1 FR 5 and Kvemo Svaneti
R g 6 Imereti 487,000
> Y R SR N 7 Samtskhe-Javakheti 160,262
‘ - | 8 Shida Kartli 264,633
- 6 8 ' 9 Mtskheta-Mtianeti 94,370
— 11 10 Kvemo Kartli 423,986
: 7 s AR, LN 11 Kakheti 319,144
oo b 12 Thilisi 1,158,700
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2. THEORETICAL BACKGROUND:
COMPETITIVENESS OF
CITIES/REGIONS
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" The present situation implies that some cities are more successful
In their economic transformations than others:

= there are cities able to develop a more information-based, knowledge-driven
environment that promotes economic growth and high innovation rates, attracts
human resources and direct investments, and creates high-valuable jobs.

= other cities have to cope with dramatic economic decline and loss of vital human
resources. those cities have not been able to transform their economy towards a
more knowledge intensive one yet.
= Such an alarming performance gap between certain European
cities implies that urban areas compete with each other, and that
there is a growing need to address questions like the following
ones:
= What is it that makes cities thriving in a more successful manner than other ones?
= Why are some cities able to strengthen their knowledge base, and others are not?
= And what are the most effective policies leaders of cities can follow?
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Pyramidal Model of Regional
Competitiveness

« Broadly speaking, modern literature identifies two types of determinants:
» those that are beyond any direct control of individual cities (e.g. currency exchange rates and interest
rates), and
 those that are within a city’s touching distance to a greater or lesser extent.

Target Outcomes Cuality
of Life

Revealed Regional Performance
Competitiveness

Productivity I — Enmployment

r_— - - - - = r S >
o — —_— - ' ——
Sources of Hipnan Social Re gional Urban
Competitiveness Capital / Structare / Cultare / Scak
4 4
J
’/ T / . 2 /
Ec oxcenic Exovrative Regional 3
Stnactare Activiy y Accessibility / .
/ / /
/ L e—— A _________/

e (Source: Adapted from Gardiner etal.,2004)
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Competitiveness Measurement
Framework

EKnowledge Base

Agdomerati on & Innowvativeness &
iban Scale Sccesaibility

Uthan Diversitsy

mocial Cohesion

Foonomic Herttage

e - Measurement Framework Used for Assessing the Competitiveness of City (Source: Adapted from Van den
Berg et al. (2005, p. 16), Gardiner et al. (2004) and Deas & Giordano (2004, p.194)
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Indices Used for Assessing the Competitiveness Level of a City

Assget ] - KNOWLEDGE BASE (KB)

dicator 71 | Total exxpenditure on social protection per head of population in€
Indicator 1 | Muamnber of st_udents i mi‘_irersities and finther education establishiments (NUTS _D) : _ : : : __
_ per 1,000 resident population Tndicator 77 | Ineguality of income distnbution visualized by income quintile share
Indicator 2 Proportion of worldng age population qualified at lewel 5 or 6 ISCED tatio (NUTS )
Indicator 3 . . . -
R Ili'Iubhu: expenditure on ,aduc:anu:ur; ?sc?nfe;’cmt%{g;;%ﬁ]}lj (TSIJTH_LTS fl:?h Indicator 43 At-fisk-of-poverty mte (NUTS )
Indicator 4 WAt resources in science and technology asa e of the
econornically achive population 1in theage group 1574 (MU TS 1T Asset 6 - ECONOMIC HERITAGE (EH)
Indicator 5 : : ) :
Life-long learning (MU TS 0 - % of total populati Indicator 24 : . :
Indicator & le'cupu:u?;'lgn Dfregigd(ents who areonocut EDU rﬂm?:tpun:lsoargd citizens ofa Pmpnmm of wl?mmt inindugnes &-P (N‘é“CE R_Ev' _1)
. country with a high Humman Development Index (HDD Indicator 75 | 1CT patent applications perc_mtage oftotal patent application to the EFO
S Percentage of households with internet access at horme (MUITS 11 annual average from 2002 1l 2006 - NUTS 1T
Asset 2 - TUREBAN DIVERSITY (D)
et S | s i reils ae s proportion of total population Indicator 26 GDP per headin€
i flezlins? 2 IMationals born abroad as a proportion of total popdation ndicator 37
Indicator 10 | Migrant Integration Policy ndex

(MIFEZ - 2004 - WIJTE 0 - Final Score - 100 points possible)

Asset 3 - INNOVATIVENE SS & ACCESSIBILT IY (1A)

Indicator 28

DR ier eilnied i&rsnn in€

Indicator 11 | Ewropean Fegional Innovation Scoreboard (2006 RIS - MUTSE T/ HUTTS Employment rate
Iy -
Indicator 12 | Patent applications to the European Patent Organization (EPO) per 1,000 el 2 Average disposable antual household incotme in€ (NUTE
resident population (from 2002 till 2006 - NUTS Iy
Indicator 13 R&D .
: expendituresasa percentage of GDP (MUITS I/ 1D Tndicator 30
Bt U | 1 e it it e i Quality of Life Index 2010 (NUTS 0 - Final score - 100 points possible)
Indi 15 . e i , .
teat0r 15 | ppattimocat accessibility (EU27=100) Inchcator 31 | o orted healiy life years ab birth (NUTS 0)
SREHEEGR 1d Fumber of air passengers using nearest airport Tnudi cator 32 Bl S dationin % (Data used for 001 & 2004
Asset4 - AGGLOMERATION & URBAN SCALE (AU) e nnwal change in population in % (Data used for )
Tndicator 17 | Total resident popilation 00 35| Ninber of hospital beds per 1,000 residents
Indicator 18 | Total population of working age Indicator 3 Average rice per of fora howsein€
EEERS = SO A BB (B incicator 35 Mumber of cinema seats per 1,000 residents
zz z:z ;E Unemployment rate Indicator 3 | Munber of tourist overnight stays in registered accommodation per year

Fumber of recorded crimes per 1,000 resident population

per resident population
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Relative Importance of Determinants Expressed through
their Weighting Factor

Enowledge Base 20%

Urban Diversity 1 0%
Innovativeness and Accesshility 1054
Agolomeration and Urban Scale 5%
Social Cohesion 0%
Economic Heritage 5%
Productivity 1 0%
Enployment 1 0%

Quality of Life 0%
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Results (1)

KB oD IA Al = EH | 2 EM QL
Rank & Points R R R R R R 38 R E
e = 3 4 = 3 I 4 = 3 2
Aerbries £ 3 3 . 2 3 2
Hargen 4 5 ] 2
Llebrecen 5
Crhent 3 4 3 4 5
Fothe nbirs 2 2 4
Fosics 4
Adcxri bap £ 5 ]
Thessaloni ki 2 £ 2 £ £ £ 5
KB — Knowledge Base EH - Economic Heritage
UD — Urban Diversity PR — Productivity
IA - Innovativness and Accessibility EM — Employment

AU - Agglomeration and Urban Scale QL — Quality of Life
e SC - Social Cohesion
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Results (2)
ity of Graz-Comparison

Gathenburg ) 7 1% A
parhys | 71 - L3 -
Berger | 71, 117
- s -
Graz | LA
- ar -
Chept | T - -
- s 7
i |
T hessaloniki | 4l as |
Maﬂbnr _ Exl a1 -
Debrecen : 29 a1 ]
Kosice 13,5 a2
I I ] I I ] ) I | 05
O 10 20 30 40 50 60 FO @0 o
Warar M Aweiage: Top Thiss
KB — Knowledge Base EH - Economic Heritage
UD — Urban Diversity PR — Productivity
IA - Innovativness and Accessibility EM — Employment

AU - Agglomeration and Urban Scale QL — Quality of Life
e SC - Social Cohesion
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Current Policy Focus of the City of
Graz

Economic Policies of the City of Gras

Provision and Fromotiot of
Improvement of Creative Ideas and
High-Quality Inosat on

Conditions Ones

Areas of Excellence of the City of Graz

e (Source: Adapted from Graz Wirtschaft, 2009)



SWOT Analysis

Strengths

Opportunities

“+ Students and Research Facllities

 Four Areas of Excellence

- Entrepreneurial Climate
High Investment P ossibllities
Being a Member of the EU
Export Infrastructure
Above Average GDP/Capita
High Quality of Life
Economic Clusters

Gateway to South-East Europe
Creative Economy — ‘City of Design’
Global Leader in Areas of Excellence
Regional Cooperation

High - Tech

Urban Diversity

Learning from Best-Practice Examples
Potential for Inner- City Densification

JOANNEUM
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Intra City Transportation Network
Accessibility

Modest Percentage of Employees with
Tertiary Education

Lack of Communication

Lack of Cooperation between
Educational, Economic and
Governmental Institutions

Economic Dependency

Deindustrialization

Increasing City Competition
Neglecting to Plan for the Future
Neglecting to Utilize Generated
Knowledoe

Political Hurdles for Economic
Development

Unclear Vision

SDSS3 UM BIAN

sealy )
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Policy Recommendations

= Be Proactive and Plan for the Future

= Practice Leadership and Communicate a Clear Vision
= Develop the City’s Human Capital

= Live and Breathe Creativity

= Stay Ahead of Technological Services

= Enhance the Development of Clusters

= Force Public-Private Networks and Partnerships

= Force Regional Collaborations

= Benefit from the City’s ‘Quality of Life’ Advantage.

@
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3. MANAGING CITIES/REGIONS

STRATEGIC MANAGEMENT OF C/R
STRATEGIC BRANDING AND IMAGING OF C/R

ROLE OF REGIONAL POLICY IN STRENGTHENING

RESEARCH AND INNOVATION (R&1) — THE CASE OF THE
EU



Strategic management of a C/R (1)
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Six types of capital

= There are six different types of
capital discussed in this

p resen tatl on. Intellectual and social capital

= Intellectual and social capital —
people and knowledge; Environmental

capnal
= Democratic capital — participation and
consultation;

= Cultural capital — values, behaviours
and public expressions;
Culture and

= Environmental capital — natural i opi
resources;

= Technical capital — man-made capital
and infrastructure; and

Technical
capital

Democratic capital

= Financial capital — money and assets.

@



Strategic management of a C/R (2) EIEATEM
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Challenges for capitals

Intellectual and social capital

= Competing in the international knowledge economy means ensuring that the appropriate people, skills
and capabilities are developed, with city leaders demonstrating that they understand how these
gualities can be captured

= Democratic capital

=  City administrations need to improve their accountability and transparency of their dialogue with citizens
in order to achieve the commitment of the whole city on its journey into the future

=  Cultural and leisure capital

®= The competition among cities is intense, and a strong city brand is a potent weapon to maximise the
visibility of a city’s qualities and allow it to differentiate itself

= Environmental capital

=  As quality of life becomes an important source of competitive advantage, cities have to provide a clean,
green and safe environment for their citizens.

= Technical capital

®= The demands on a city’s infrastructure change and expand constantly. Cities have to ensure that these
assets can support the changing needs of their citizens.

= Financial capital

= Growing demands on cities’ budgets, combined with diminishing revenue bases mean that cities need
to be creative and flexible in their financial strategies.

@
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Interactions between politics, society and economy withthe
three major trends to optimize democratic capital

A

Imteraciion

=y
TG By
'-\__p'_'ll'llll ; R . . e x5 -
- ¥ through optimising democral

PRl .
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Navigating into the future requires an
open mind and leadership

= The navigation process depends on how we consider our position today
and what kind of approach we will use to reach our future vision. Below
are four different approaches to navigating in relation to the surrounding
world:

Inactive Mo interpretation of trends

Reactive Responding to the
agaenda of others

Proactrve hMake detailed plans for
the fubwe and set trends

Interactive: Shape and respond to
changing trends ower time
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Values and attitudes underpinning
successful relationships

<
gooo
GOVERNMENT 3 SOCIETY
role
and attitude
City
government
Open dislogue

Pg G FES aln

ACADEMIC : BUSINESS
RESEARCH :
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Strategic Questions

In what areas is your city in a lead position? (closer to the
future) than your “competing” cities?;

Do you and your leadership group have an Iinteractive
approach to strategic navigation, which means
understanding what's going on in your environment, and
trying to interpret what it will mean for the organisation in the
future?;

Has vyour city developed a strategic tool for “city
intelligence™?; and

How much of your working time do you spend thinking
about the future?

@
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Framework for Performance
Management

Take A S indicators\,
agtion What do we and tasgets

Evaluate What are we gong to do to
4 - s \ -
performance acheove 1t /Roles and

and 2 ilits
sustainabifity How do we imgrove owr oo itps

N gess . Embed
\ Tathg processes
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Case: Glasgow — Leader in Strategic Area Reg

e Strategic Regeneration
»>Clyde Waterfront

»Massive investment in
neighbourhoods

Predstavitelj
2021-03-29 10:12:13

JCAI\ o‘"-I l[\,1 the i

over 50,000 from the original

phase the Clyde Gateway and
the East End

Over the next ten years it is an
to spread the growth of the city
centre east

The Commonwealth Games g
fantastic opportunity to
accelerate the rebirth of the East
End. There are significant and
tangible economic returns to be
had from a successful bid

New, strategy is more than just B

»>Clyde Gateway and East E@ghy of pianned projects. 1t

argues that Glasgow should be

»>Commonwealth Games: Back.thesid

financing and delivery of its

rﬁeneﬁtlon Erogrammes

Regeneration Statement makes
it clear that Glasgow has some
competition to match ; in
Manchester, in Birmingham and

elnnovative funding solutionst@ snproue
scale, quality and sustainability

e Glasgow must re-establish its position as
a leader in strategic area regeneration
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Case: Oulu — public-private-partnership

« "The Oulu Model” combining the high level expertise,
innovation and industrial capacity — European good
practice for Growth and Competitiveness contributing to
the Lisbon Agenda.

+ Key elements:

e Driven by entrepreneurship;

e Trust and true collaboration between public and
private stakeholders;

e Widely common goals;

e Strongly committed partners - strong political
commitment as well.

@
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Helsinki’s Public-Private Partnership Program

SciencelP ark=s

TT+d~rer=iti es arad
Fezearch
Iastitatl caas

Chities and
Ihauicipalities

e Source: Adapted from (OECD, 2006, p.125
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Eight—-Step Process to Develop a Place
Brand

e ’5}\ (R . .
& QO e " Source:Branding a City, 2006
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Step 1: Define clear objectives

= What is the project trying to achieve?

= What specific results are you seeking from the development of a
brand strategy?

" These questions should have been asked generally as the brand strategy
organization was formed but are to be addressed in greater detail as it
launches its work.

" Itis imperative that decision makers understand the goals and objectives of
the branding initiative.

" |s the primary objective to attract and retain residents? Drive commerce?
Attract visitors? Change current perceptions?

" The answers to these questions (and the priorities among them) help define
the scope of the project, the appropriate stakeholders with whom to speak and
the key activities that form the approach to the initiative.
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Step 2: Understand the audiences you are trying to
attract

= Who does the audience consist of?
= What are their current perceptions and attitudes of the place?

= What do they need that a city can provide? Can your city meet that
need?

" If so, how?



Strategic branding and imaging of C/R (4)
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Step 3: Identify current brand image of the place

Brand Identity: The future aspirational identity and associations of the

| Wha‘[ aSSOC|at|OnS are brand. How we want internal constituents and those outside the location Aspirational
. toview the brand and the benefits they expect and receive from it. Brand Identity
linked to the place? m
= Has the image of the . /
place changed over 1
. Brand Positioning: The proposition, Brand
t| M 67 points of difference and associated Positioning
. benefits of the location brand identity.
= What is the current
personality of the place? /V

= What visual imagery
does the place evoke?

Brand Image: Understanding of the current perceptions of the location.

Time >
e Today Future
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Step 4: Set the aspirational identity for the place

®= What do you want the place to stand for?

= What associations do you want people to think of
when they think of the place?

= What is the ideal personality or persona for the
place?

= What type of experience would you like to have
there?

@



Strategic branding and imaging of C/R (6)
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Step 5: Develop the positioning

= What is the
primary benefit
the place is
providing?

= What are the
elements of
proof to
support the
benefit?

@

| ki

Aspirational
Brand
Identity
Talented Workforce,
Sports and Culture,
Brand Lakefront Views
and
Constituent Brand
Value Positioning l

For business leaders worldwide, Chicago provides
unequaled opportunity for success because it is

the only major metropolitan area that offers the
unique combination of abundant business resources,
incomparable quality of life and great people. Chicago
truly lets you have it all.

Bad Weather, Hard
Working, Crime

Time x
Today Future




Strategic branding and imaging of C/R (7) [ A=Y

UNIVERSITY OF APPLIED SCIENCES

Step 6: Create value propositions for priority target
segments

Segment New Economy Traditional General Underrepresented;
Business Business Residential Special Interest
Cross-Segment Improved public schools .
Messages Basic infrastructure improvements
E | |
= New high tech = Strong business = Gentrification of = Greater level of
relocations into organizations downtown Racine diversity,
area tolerance

Segment-Specific

Messages and harmony

= New technology > Retention of = Increased options

ventures existing businesses for cultural
activities

Business leaders

involved in making

community better

| )

1]
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Step 7: Execute the strategy

= |n developing your brand-based marketing plan, it is critical
to think about every point at which the target audience may
come into contact with your brand.

= Every interaction or point of contact with the target audience
IS an opportunity either to enhance or denigrate your brand.

= These points of contact, or touchpoints, may include a wide
spectrum of elements such as the physical environment, the
airport, street signage, advertising, brochures, web site,
events, media and even the attitude of residents.

@
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Step 8: Measure success

= The adage, “What is not measured is not managed,” is true
for all branding, whether product, service or place.

*= The link between business and brand strategy becomes
evident as return on investment and the positive economic,
social and political impact are measured over time.

= There are generally three principles for measuring success

for a place brand strategy:
= Monitoring the success of branding efforts with key audiences
= Measuring the effectiveness of branding and marketing activities over time

= Showing the effect the brand has on the business by measuring the brand
metrics in conjunction with the economic and community development
metrics.

@
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3.3. ROLE OF REGIONAL POLICY IN

STRENGTHENING THE RESEARCH

AND INNOVATION (R&l) — THE CASE
OF THE EU




The_matlc_objec_tlv_e_s and £ T
major policy priorities

= Although the new CPR is based on the framework of the current CPR, it
nevertheless introduces a number of innovations. For instance, from
11 'thematic objectives' in the 2014-2020 period, the new regulation will
now focus its resources on five policy objectives:

a Smarter Europe, through Innovation, digitalisation, economic
transformation and support for small and medium-sized businesses;

a greener, carbon free Europe, implementing the Paris Agreement and
investing in energy transition, renewables and the fight against climate
change;

a more connected Europe, with strategic transport and digital networks;

a more Social Europe, delivering on the European Pillar of Social Rights
and supporting quality employment, education, skills, social inclusion and
equal access to healthcare;

5. a Europe closer to citizens, by supporting locally-led development
strategies and sustainable urban development across the EU.

. _ 850
o 65 —-85%

> W




The landscape of innovation- T
related policies Iin the EU (1)  weeroremmscecs

In 2020, regional innovation policy will be 30 years old but before that
anniversary it needs to be fully coordinated with other types of EU
Innovation-related policies.

Innovation-related policies are broadly defined policy areas which seek to
enhance knowledge generation, absorption and diffusion in the economy
(and society) so as to support an innovation-driven economy and to solve
major societal problems.

For our purposes, it is useful to differentiate five main policy areas:
= Research and development (R&D)-driven innovation policy
= [ndustrial policy
= Cohesion or regional policy
= Sectoral policies or mission-oriented policies for grand challenges, and

= Policies supporting knowledge transfer and co-generation via various types of
innovation-based value and supply chains.

@



The Iandsc_ape qf INNOVAtION- ropy peveerees
related policies in the EU (2) v

Figure 1: Tow ards the integratiom of EU research and industrial inmnmnowv ation policies

RED driven
inmnovation policy

Grarndd challenges policy Cohesionn: policy

Smmart specaalisation

European valuae
Indostrial policy chains arnd mnetworking
inNnitiatives

REDCAriven
o vation policy

Gramnd challenges
policy

Smart specaalisation

Eugropean
wvalise cdhains

Induastrial policy initiatives
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related policies in the EU (3) v

R&D-driven innovation policy is traditionally focused on the generation of
new technology and frontier knowledge with a view to the commercialisation
of R&D-based knowledge.

This is the major policy area for generating technology-based growth, and
represents the key focus of most EU countries and regions, be they laggards
or technology leaders.

= The EU Framework Programme for R&D (Horizon) also follows this
approach.

= Inthe EU, the specific types of R&D-driven innovation policy focus either on
= science and collaborative R&D, or

= on the commercialisation of public R&D, or

= on business R&D.

= However, they all assume that the R&D is the major source of knowledge for
iInnovation and that science and technology (S&T) opportunities are the main
drivers of technological change.

@

The landscape of innovation- PR
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4. THE ROLE OF
UNIVERSITIES IN REGIONAL
DEVELOPMENT AND
CLUSTER FORMATION



Who What

Public What is the role of universities in regional growth?

Authorities What are some of the mechanisms for involving universities in
delivering regional growth?
How can the barriers to mobilising universities be identified
and overcome?

How can effective partnerships and strategies be created to
maximise

the relationship between universities and regions?

Universities What benefit can universities get from working with regional
and other development partners?

research or

academic What specific activities can universities get involved in?
partners

How can universities improve their ability to engage with
regional development actors?

What can be done to influence policy makers?

What are the benefits of cooperating with unversities?

Business and other What specific activities can be used to leverage the resources
commercial or social of universities?
partners How can commercial and social partners maximise

engagement in regional development and planning?
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Promoting enterprise, business
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5. VISION AND STRATEGY
MODEL FOR MUNICIPALITIES
— A CASE
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Exposure to new sources of competition across the world encourages cities to
become more competitive and to allocate their resources more effectively and
efficiently. Respond to the demands of many different groups and managing the
allocation of resources between different claims is nowadays one of the most
important challenging tasks for city governments.

To reaching their desired destination cities must be aware of where they are
starting out. First, they should identify their strengths and weaknesses, and after
that define the position they want strive for in the future. And by defining the
position of the future, they need to be aware of the significant trends and other
factors that will influence the direction in which the future unfolds.

To overcome the challenges mentioned many successful European cities
designed a model which simplifies the monitoring of long-term goals. The
important thing is that these goals are consistent with the city’s development
vision and strategy, and both must be based on values, wishes and priorities of
the local residents.
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= The “vision and strategy” (VIS) model for municipalities
consisits of the following activities:

semi-structured in-depth interviews with city representatives
and engaged citizens

public opinion surveys

analyzing strategic development documents (national
strategies, regional development programs, strategic

technology program)

defining framework for vision and strategy models,
Introducing five pillar model for strategic economic planning,
Introducing systems of indicators.



The process for the creation of City
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