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City Branding and Local SMEs: A Smatrt
Specialisation Perspective

Cecilia Pasquineli

Abstract

The growing literature on city branding has wide@yerlooked the relationship
between firms and city brands. This paper analysess, with a focus on local
SMEs as city image consumers and users, but it dlaws attention to them as
producers of city images. From a smart special@atperspective, this analysis
suggests that firms may contribute to a new wavedvation brands’ according
to which the place-based approach to innovatioomede visible and perceived
locally and internationally. The city brand may repent a source of values and
symbols that legitimise and help understand locahaid specialisation rationale,
hence fostering the path of innovation at local aegional scale.

Keywords: City Brand; Place Branding; SMEs; Smart Specidbsatinnovation

1. Innovation and the ‘Soft’ Dimension of Competitveness

The ‘soft dimension’ of competitiveness, which, ering to the domain of
symbols, perceived values and images standing foityain people’s minds, is
argued to deserve attention in the debate on sspadtialisation and innovation
policies for regional development. It is argued tthihe soft dimension of
competitiveness is particularly worthy of attentiam the case of the smart
specialisation since this is a place-based stratégyed at boosting different and
specific territorial innovation patterns which, fimadhe perspective of this work, are
supported by place reputation and images. The Ilodtween the smart
specialisation approach and place branding, whes tthe literature stream
focusing on the place image and leverages a braalbgy, is an open field for
investigation.

The smart specialisation strategy needs to makgatse-basedationale explicit
and recognizable both for a matter of legitimacy tbé smart specialisation
approach in the European policy arena, and for themaf competitiveness of the
pursued strategies in global markets (i.e. diffeagion and positioning). Visibility
of local distinctive vision and reputation buildireye in the picture of those
territorial systems pursuing a smart specialisatiat is strongly supported locally

" Research Fellow in Urban Studies, Gran Sasso Seistitute (cecilia.pasquinelli@gssi.infn.it)

Edited by: ISTEI — University of Milan-Bicocca ISSN: 1593-0319
Pasquinelli Cecilia (2015) City Branding and Lo@&MEs: A Smart Specialisation Perspective,
Symphonya. Emerging Issues in Management (symphomniyaib.it), n. 1, pp. 64 — 77.
http://dx.doi.org/10.4468/2015.1.06pasquinelli

64



© SYMPHONYA Emerging Issues in Management, n. 1,520
symphonya.unimib.it

and distinctively positioned globally. An outwardriemtation of the smart
specialisation policy process is deemed complemgntaan analysis of regional
assets and internal connections, so that thereneed to reflect on the position of
the regional economy and its actors in global vah&ins (Bellini, Grillo 2012). As
this paper will argue, there is a soft dimensionate into account as regards the
positioning of products and processes and theih pat differentiation and
innovation, in line with the strengthening impevas of intangible assets
management imposed by an enlarging competitiondiineand an inter-dependence
of markets that facilitates comparison across congsa supplies and investments
(Corniani 2010). High degrees of sophisticatiorcofporate intangible assets are,
in fact, fundamental condition for success in globearkets (Brondoni 2010).
Accordingly, the process of search and identifaatof ‘vertical and non neutral
logic of intervention’ for a smart specialisatioRofay 2013) should not only
consider the hard factors but also the soft factbompetitiveness. Soft factors, in
other words, should not be overlooked throughoat'ldarning process’ (Foray et
al. 2009) that leads to discovering those reseanchinnovation field in which a
region can excel.

Based on these premises, cities as pivots of rafiemart specialisation
strategies in the ‘Europe of Cities’ and discuséeanding as part of city
management processes, with special focus on tleeafofirms in building urban
brands and, on the other hand, on the role of lmignds in supporting firms’
competitivity. Firmsconsumebut alsoproduceandcirculate city images, and may
contribute to a new wave of innovation brands, whgupport ‘the place of
innovation’, i.e. a place where innovation is exgeced, daily lived and consumed
but also a place where ‘innovations’ are designed @made. Innovation brands,
though based on a fairly universal idea or modelinsfovation, embody and
communicate a territory and its vocation which reetedbe made visible, perceived,
‘felt’ and generally understood.

2. City Branding

The building, exploitation and appropriation ofyciinages are not new practice,
yet branding geographic areas for alluring touristsdents, workers and investors,
has seen fast and progressive sophistication dwerlast decades (Kavaratzis,
Ashworth 2010). Place branding literature has béebating distinctiveness (or
differentiation), affirming its centrality in globacompetition and arguing the
capacity of the place’s ‘local character’ to bodistinctive images, in opposition to
placelessness and standardization (Bramwell, Rayvd®06). The principle of
differentiation, which is fundamental for a longfte cultivation of brands
(Fournier, Avery 2011), suggests a need to nurtistinctive urban features
(Turok, Bailey 2004) and define a differential adtage (Turok 2009).

Several are, however, the limits of the principle@iéferentiation in city branding
practice. This was evident in the analysisroiovation brandsaimed at fostering
the reputation of the place where innovation isdpoed and consumed. Three
following waves of city branding, respectively bdsm the models of the ‘Silicon’
place, the ‘Creative’ place and the ‘Authentic’ qda showed how city
representation tends to fit with predefined scripténg what an innovation hotspot
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is universally supposed to be and offer (Pasqujniedrds 2011; Pasquinelli, Teras
2013). The proliferation of ‘clone cities’ (Land2p06; Hospers 2008) shows that a
‘formula has emerged around the idea of differ¢iota (Turok 2009); instead of
triggering distinctive positioning, competition l&ely to provoke ‘recursive or
serial monotony’ according to which places’ imagsriend to converge (Bramwell,
Rawding 1996). The mimetic process of city brandirg mirroring what
Czarniawska (2002) called ‘mimetic representatio@. reproducing global ideal
types at the local scale (see below) — might bé qgfaan utilitaristic accreditation
strategy of city branding (Ooi 2014), according wihich developing a brand
‘similar’ to the established leaders allows theycib enter target arenas of
competition, such as the one of global innovatiotspots.

Innovation is, in fact, an arena for cities’ comfieh. An example is the
competition to be leading smart citiesnd it is evident how cities (local
governments) make efforts to be ranked higher aglkleh according to the Smart
City Indexes which are mushrooming nationally amgrinationally (e.g. European
Smart Cities ranking by Vienna University of Teclogy, Griffinger et al. 2010, or
the Smart City Index by between SpA for the Italcamtext; these are just two of
the many examples). A form of ‘smatrtification’ is action (Peacock 2011), even
though smart-city standards are not clearly defiamed doubtfully achieved by the
(often) self-nominated smart cities. There is dfédence between a city actually
being intelligent, and it simply lauding a smatié#f (Hollands 2008).

Branding, however, should not be simply considex®dn act of ‘lauding a label'.
Innovation brands raise the reputation of the fribyn two different perspectives.
First, as a place where technologies are consummetl vehere the related
innovations are experienced through innovative tpras of urban living. The city
brand fosters particular styles of consumption {@son 2011) and shapes
distinctive contexts for consumption and ritual&é2011), throughout embedding
the images of the vibrant, liveable, technologisalktainable city. The brand plays
as catalyst of the ‘culture of the community’, detsing how readily new ideas
are accepted and providing a vision as well asreatige that helps a community
understand an ever changing world (Intelligent Camity Forum 2013).

Secondly, city branding is functional to the builgliof city reputation as place
where innovation is produced. That is, the bramdfoeces the images of the place
of talent, creativity and production that may tegga ‘self-fulfilling prophecy’
concerning the path of economic development (Belld04). This side of the city
brand tends to be overlooked by both academicspaatitioners, as we shall see
in the next sections.

3. City Branding as Process of City Management

Beyond its marketing functions, urban brandinghtefipreted as a communicative
process underlying and enabling urban strategysmgakjPasquinelli 2014).
Branding consists in a city representation accgrdanwhich urban problems - as
well as possible solutions - are explained, comeated, shared and understood.
City representation is part of city management @sses given the strong influence
of representation on decision-making and, consdtyjean the urban reality
(Czarniawska 2002). To reach an insight in locatisglen-making, it is thus
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important to analyse how cities are represente@irTrepresentation usually tends
to oscillate between ‘the same’ and ‘the uniqueduse of — on the one hand - a
need to refer to models that are sources of legiton and identity formation (‘the
same’) and, on the other hand, because of an wteblei local resistance to
globalization (‘the unique’), as Czarniawska (200Berved.

It is worth adding a reference to the role of ‘fiash in (city) management
(Czarniawska 2005), meaning the global traveling idéas and models
(Czarniawska, Sevon 1996). ‘Imitation waves’ comaex fashion in management
but at the same time imitation changes fashionraaog to unavoidable processes
of translation, that is, a constant transformatbideas and models occurring when
these are reproduced elsewhere (“setting somethmtg a new place means
constructing it anew”, Czarniwaska 2005).

A practice becomes fashion when it is consideresbgsrior solution on the basis
of quality or geographical provenance determinitg) prestige (or ‘reverential
imitation’, Czarniwaska 2005); when it has a powgmbolic superiority or when it
is supported by a corollary of well establishedagl¢hat favour its understanding
and circulation (Czarniawska 2005). However, ndiy adeas and practices travel
but also names and labels do (Czarniawska 200%hasavhat is called in the same
way often tags very different practices that reedegitimation and reputation from
the appropriated label.

In the analysis of city brands it is reasonableasts (a) if there is an original
model (trend-setter) that is followed, imitated amgblicated, (b) what has been
translated and transformed during the travelinthefbrand concept and (c) to what
extent the replication succeeds in embedding upbactices or, instead, it is simply
a label. “Management is as fashion-prone as clgthmdustry!” (Czarniwaska
2005) and, especially in the case of city managénvea should reflect on what
this may imply. What are the benefits and whatdbs&ts of ‘fashion’?

Czarniawska’s arguments on the role of fashion amagement help explain ‘the
unique’ and the constant evolution and translabbmhe city brand. Uniqueness,
distinctiveness and authenticity are salient toowation brands, and even more
salient in the frame of smart specialisation sgia® where the
unique/authentic/distinctive brand is supposed foram a place-based strategy
rooted in the reinterpretation of local vocatioBsilbsequent fashion’s translations
produce difference (Czarniawska 2005) also dependin the ‘carriers’ and
‘receivers’ enacting a relational and active preoeisreception and adaptation to a
specific context (Powell et al. 2005). Powell et @005) proposed differential
patterns of receptivity.: one characterising thetHesiastic adopter receiving
fashion uncritically, another characterising thecti\®e resistor’ refusing the
traveling model or practice, and the ‘engaged tedos, adopting yet adapting the
traveling fashion. Figure 1 shows four possible sveyreceive and put in practice a
smart city brand which is here argued to have becdashion in innovation
management (Peacock 2011).
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Figure 1: Smart City (Brand) Strategy:The Role of Fashio€ity Management

Imitation

Differentiation

While a degree of ‘'sameness’ is necessary to émeecompetitive arena, a ‘blind’
or non-critical adoption of the smart city scrigincresult in a poor strategy where
little distinctiveness mirrors a lack of place-bdsdsion for the local path of
development. While cities are trend-setters eitfaer their rational/functional
superiority or for their power-symbolic superiorifgee above), high degree of
differentiation characterises also those urbanedstthat succeed in translating an
imitated model according to local needs, expeatatiand paths of development.
These are the ‘engaged translators’ that constarahsform the brand. The next
section will discuss about those actors that coute to the ‘engaged translation’.
As we shall see, local firms - including SMEs - npdgy a key role in shaping the
city brand, throughout an engaged translation exhdhe smart specialisation
rationale.

4. The Relationship between Local Firms and City Banding

What are the processes and, especially, what theebtdders boosting
competitive city brands®ity branding is often defined as “conscious afieif
governments to shape a specifically designed pidestity and promote it to
identified markets” (Kavaratzis, Ashworth 2010).€Tprinciple of coordination
(Dinnie et al. 2010) is at the core of city bramgland the participation of citizens
and different stakeholders is said necessary taremhbrand quality (Eshuis et al.
2014). Participation, however, often ends up bemgorocess of persuasion
throughout politicking, i.e. aligning different \a@s to the official city brand (Ooi
2004) in order to minimize different brand intefatéeons (Zhang, Zhao 2009). And
even if thinking of the city brand as result ofleotive action (Pasquinelli 2014),
the city brand seems to coincide with a monolitbigiect emerging from a
collective, shared and negotiated process whergubgc actor plays a significant
role of orchestration. In contrast, a network ofaksholders — outside
institutionalized circuits of city brand buildingparticipate in creating city images
by consuming, producing and circulatirgem. As Jansson and Power (2010) put
it, the place brand is built throughout circuit@ttlare activated by third parties
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while building their own brands. City branding i®tnjust and not only a
coordinated and strategic process but also a miuéctional and ‘spontaneous’
dynamics triggered by all those stakeholders thaljle referring to (i.e.
establishing a relationship with) the city, conttdé to build city images and
reputation. In Czarniaskwa’s words (2002), we h@véocus on théimage in use’
to analyse city representation, and not simplylawsé¢ images strategically shaped
by city marketers. The ‘image in use’ informs om tn-going processes of city
management. At the same time, as Czarniawska (20q#ains, the production of
difference among places and organizations doesdepend upon the type of
images that are ‘designed’ and ‘sent’ but upon ¢hiosuse, while use implies a
constant reconstruction and work of representation.

Among those actors that ‘use’ city images - corbtarhanging, translating and
transforming them - we choose to focus on firmspseirole in city branding is too
often overlooked. Firms, first of all, aronsumersof city images. Think for
instance of investors who, in the face of strategdgcision-making concerning
international expansions (Pasquinelli 2014b), 'acoms city brands to simplify
information and receive sense of orientation (Jaent2009). There is an affective
side in the creation of awareness and knowledgetabplace and both economic
and emotional variables influence corporate dewismaking (Papapdopoulos
2004). Firms, then, appropriate ‘monopoly rentenircity images (Tokatli 2013)
to boost their competitiveness (Power, Scott 2@ to enhance the perception of
their products’ quality (Jansson, Waxell 2011).sTpaper wants to suggest that
local firms’ product brands draw support from thiy drand, since this latter can
foster what marketing management refers to as stabkshment of a relationship
with given markets, and can improve the value @hselationship in a way that a
non-transferable intangible asset is created fer ¢cbmpany (Brondoni 2001;
Brondoni 2010).

Firms areproducersof city images. The way in which firms behave, thyge and
quality of production they deliver and, hence, tyyge of markets they are in, their
performance and their history create symbolic aatioas for their place of origin
or, rather, for the place they are perceived toedmm or being originated in. To
make an example, global technology players, e.gpgl@oand Apple, boost an
image-making that does not only build their ownnolsabut also enriches the brand
of the territory hosting them. In the field of auial industries, it was argued that
fashion, luxury and design firms can play as ‘faestof appeal’ hence contributing
to develop alternative models of immaterial constiompwithin a specific city or a
specific area of it, with significant impact on theritory (Arrigo 2011). These
arguments complement the more traditional ‘Madeaimd ‘Designed in’ discussion
highlighting the value that firms appropriate bydting in a region: there is an
evident need to further reflect on the value(s) teaitories draw from the presence
of flagship companies and investments. Moreoveralldirms contribute to the
circulation of the city brand by means of interoatlization that not only position
firms’ products and services abroad but often braatdthe brand associated to
firms’ geographical origins. Firms’ global presermsts the circulation of the city
brand thus favouring its translation and continutbassformation.
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5. Technology and City Brand Building Made in Floreaxce. The Case of
Centrica

o Centrica is an ICT company based in Florence,yltdt was
selected to exemplify the activity of an ‘engagedndlator’
contributing to create innovative city images andcwating them
worldwide, throughout the routes of the firm’s mma&tionalization.
Centrica actively consume, produce and circulate ‘#tmart images’ of
the city of Florence, adding to the well-rooted gea of the city of art.
At the same time Centrica translates the smart wibdel through its
activities, in a local way, i.e. responding to Iboaeds, criticalities and
challenges. This case wants to suggest the intartgiof local unique
vocation for arts and culture with emerging locaitrepreneurship
engaged with new technologies as potential pathafdocal smart
specialisation, which, in this case, is also rooited ‘soft dimension’ of
local competitiveness.

o A brief overview of the case and context. The oftyFlorence
(about 380.000 inhabitants) is the regional capitélTuscany (Italy).
Florence is a brand of art and culture and it istagral part of
Tuscany’s international image. Tourism is an exiogatl driver of
international visitors to Florence, one of the mesited art cities in
Italy. Beside tourism, Florence is Tuscany’s ‘higlech capital’, with
33.9% of the region’s businesses, 36.5% of empdoyaed 47% of
turnover in the high-tech fiefd The area is characterized by a
specialisation in biomedical and pharmaceuticad{#icience sectors, in
optoelectronics and photonics, in mechanical engjiimg for energy
and the environment, and in IETThe ICT industry in Florence has
entered the field of technologies and software tfog preservation,
dissemination and enhancement of cultural heritagé of intelligent,
integrated regional data and information managemiena smart city
context. The sector produces a variety of produntduding, for
instance, digital imaging, virtual reality modeR) systems, immersive
multimedia interfaces, smart video surveillancemoge sensing,
artificial vision systems and digital libraries.

As said, in line with a smart specialisation rasilen the envisioning of local
vocation (i.e. cultural heritage) seems to proji& city in fast growing global
markets. A recent place marketing initiative of Menicipality of Florence, which
targeted investors and potential start-ups in talg fof ICT for cultural heritage
(among other industries), showed an effort to exple opportunities offered by
technologies and global markets. Florence featardengstanding path in the
development of technologies for the preservatiorcufural assets, in particular
laser technologies enabling major progresses iti¢hee of materials conservation.
Favourable conditions characterizing the urbanedrftave stimulated design and
production of laser applications for cultural hage, owning to the presence of an
art restoration cluster (Lazzeretti 2004; Lazzesdtal. 2011) and to photonics and
optoelectronics research and production centrescany is home to thBistretto
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Tecnologico Toscano per i Beni Culturali e la Cigastenibile(Tuscany District
for Cultural Heritage Technologies and SustainaBlées, DiT-BeCS), which
brings together regional actors operating in the $€ctors, particularly clustered in
the Florentine area. The operating core of DiT-BeiSSthe Urban Park of
Innovation Le Murate in Florence historical centre, with spaces deditato
enterprises and research activities related tau@llheritage. The Urban Park also
hosts the Nemech Laboratory (New Media for Cultusaritage), the regional
centre for the application of new technologiesutiuzal heritage, which is part of
the Media Integration and Communication Centre.sTigi a centre of national
excellence of the University of Florence, speciatjsn new media, with a focus on
interpretation, processing and transmission of msadartificial vision, cultural
heritage and multimedia technologies.

o In the ‘smart city’ national rankings, Florenceadlo 2' spot in Italy
for smart government and th& #or smart mobility. Efforts were made
to set up an advanced broadband infrastructure #rel Municipality
has invested in the development of a platform éorism and city
information management: “in such a rich area ofistit, tourism and
cultural resources aiming to continuously expand é@conomy of
cultural heritage, the development of urban IT ey was deemed
fundamental, with an exponential growth in the exge of content,
interactive services (bookings and purchases) amaak networking
opportunities™.

Centrica is a small company (about 10 employeesjtéal in the Urban Park of
Innovation. It designs and develops innovative sohs in the sectors of ultrahigh-
resolution digital imaging, interactive visual commication and knowledge
management. It is active in cultural heritage, ar fashion and luxury goods,
safety and anticounterfeiting through a spin-ofiynmed ViDiTrust. Founded in
1999 from a group of electronic engineers graduatd-lorence University,
Centrica’s mission concerns the revitalization oftuwral heritage and draws
attention to its role in the Italian economic systdrough the use and development
of digital technologies.Italy — says Centrica CEG- has a unique opportunity: it
can exploit its own natural vocation in culture position in the global market of
technologies for the enhancement of cultural hgetaThis opportunity is now to
be takeih One example of Centrica’s products is XLimage®iathh allows a
“visual experience with immediate benefits like camypor cultural organization
brand recognition, perception of the product’s qtydl. The Regione Toscana (the
regional authority), the Scala Group, the Natioaoarary of Florence, the Italian
Cultural Heritage Minister as well as the Royal raity of Belgium and the
UNESCO use this product.

Centrica produce innovative city images since dngwa clear link between
technology production and the Florence reality. tGea's products and their
guality, the occupied markets and its geographpraivenance create symbolic
associations benefiting Centrica as well as itsglat origin, i.e. Florence.

o Uffizi Touch® is the world’s first product to hold the form of
extremely high-resolution digital interactive pangs the entire artistic
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heritage of the Uffizi Gallery in Florence. The aplpows a virtual visit

of one of the world’s most famous museums throughmanersive
experience enabling the fruition of the artworksiam exploration of
every detail. “It is an exclusive privilege to Visir own the entire
collection of one of the most famous museums deb&ated website
say§ - and it can be a useful tool to start organiziagvisit to

Florence”.

There is an evident consumption of the city imameshe form of Centrica’s
appropriation of the ‘monopoly rents’ deriving frothe use of Florence image,
fostering the firm’s competitiveness in the field cultural heritage. Another
example of Centrica’s products is a platform fae thhban context where a number
of content providers can integrate their informatidhe idea is that tourists and
citizens need to have the best possible experiehaed gather knowledge on what
they have in their proximity while walking in théty}c The intrusive presence of
technologies is designed to enable travellers’ @nat encounter with the city. As
a matter of fact, information technologies createm&onal pressure points in the
city and the immersive Internet (Teigland and Po2@t3) enhances the urban
experience.

Centrica (and its products) is carrier of Florenogages, which circulate
throughout the firm’s internationalization, as simow Table 1. The city images
circulate while diffusing a Florentine model baseda capacity to link the artistic
and cultural wealth of the city with technologioakpertise and know how to
manage, enhance and disseminate cultural assetené¢ image of “the city of
art” gives a power-symbolic superiority in the fiebf technologies for cultural
heritage benefiting local firms. Table 1 lists taaeoments in which Centrica has
co-produced Florence city brand, while making iavel, be consumed and
reinterpreted by multiple audiences. While the imafj Florence travels with the
traveling of Centrica’s products and services, Geatcontributes to renew the
perception of Florence as a ‘place of innovati@day (not only in its unique past),
meaning a place where technology is produced asidrd.

Table 1: Summary of Centrica’s International Activities @extion)

Year Where Centrica’s activities
2010 Shanghai, | Centrica is selected as part dfalia degli
China Innovatori’ for participating in the Italian

Pavilion at the Expo in Shanghai. Centrica
presents Uffizi Touch.

Centrica organized the exhibition'Uffizi
Virtuale’ based on Uffizi Touch. The exhibitign
registered 50,000 visitors.

2011 Tokyo, Japan| Centrica organizes in collabomatvith Hitachi
(@ Japanese multinational company |in
engineering and electronics) the exhibition
‘Uffizi Virtual Museum’ at the Italian Cultural
Institute of Tokyo a‘
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2012 Berlin, Centrica participated in the Smart City summit
Germany | presenting ‘Smart Cultural Heritage'.

2013 Beijing, Chinal Centrica is partner of the i#al Living
Experience, a space dedicated to creativity land
Italian excellence in the district 751, a central
reference in the field of design and fashion injthe
Chinese capital. Centrica provided the technijcal
support to making it available the informatipn
on the initiative partners through digital images.
Centrica exhibits “Renaissance in Florence.
Masterpieces and Protagonists”. The exhibition
Inaugurates a permanent museum space, ‘Space
Italy’, at the National Museum of China |n
Tiananmen Square.

6. Final Remarks and Emerging Issues

The growing literature on city branding has widelerlooked the relationship
between firms and city brands, which, instead, desemuch attention in the light
of the soft dimension of competitiveness. This pdapek into account firms as city
image consumers and users, but it also drew aitetdi firms as producers of city
images. From a smart specialisation perspective,ahalysis suggests that firms
may contribute to a new wave of innovation brancsoeding to which the place-
based approach to innovation is made visible amergdly perceived locally and
internationally. The city brand may represent are®wf values and symbols that
legitimize and help understand local smart spesatibn rationale, thus fostering
the path of innovation at a local scale.

The case of Centrica and the city of Florence mledian opportunity to discuss
how culture and technology merge into the city drairculating with Centrica’s
internationalization steps, thus suggesting a rieezbnsider the proactive role of
individual firms in city branding with great attém. This paper interpreted the
analysed case in relation to the firm’s engageatstedion of the ‘smart city’ brand,
based on local needs, challenges and opportunivéh, potential distinctive
positioning of the city among global innovation $ywats. Consumption, production
and circulation of city images are modalities gbutation building, strengthening
and rejuvenating city images as place where tecigydk produced nowadays.

There is an evident co-branding frame linking thg and the firm, making both
partners gain in reputation. Centrica is carrieFloirence images but also an active
producer of values and meanings. On the other Haextrica exploits the place of
origin — the Florence brand - to get accreditatimputation and international
attention in the field of cultural heritage. Thisesns to be a win-win branding
strategy. It is worth reflecting on the fact thMiSs like Centrica can play a vital
role in terms of city branding and can have the govo shape and circulate
valuable city images. Their small size is largebmpensated by high degrees of
specialisation in niche segments - often overlodikgdlobal technology player —
as well as by their ability to diversify their procts by defining tailor made
solutions targeting specific needs of specific pfac
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Finally, this case helps understand potential mbeslin which the smart
specialisation rationale can take shape at a nsicate. The process can coincide
with the development of applications that, comingnf general-purpose
technologies (in the ICT sector, in the analysedefaare introduced into an
important domain of the regional economy (ForagleR009), i.e. cultural heritage.
Logic of “differentiation in a narrow sense” (For2913) seems to describe this
case, where synergies among existing activitiaspatences, skills and soft factors
of competitiveness, such as images, symbols armiped values, materialize.
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Notes

1 It is important to distinguish two different nati® of smartness. Concerning the “smart
specialization”,smartnessrefers to a place-based vision for economic deprant through an
update of local vocations, attempting to exploitvnepportunities opened by technologies and
global markets. Concerning “smart cities”, smargnefers to the diffusion of technologies, and in
particular information technologies, for enablinfjogent, sustainable and competitive (i.e. smart)
communities within an urban context that takesapshof an ‘urban network of networks’. As also
this paper will contribute to show, smart city stigy may have important aspects in common with
local smart specialization, but this necessarilplies an extention of the notion of smart city to a
vision for local economic development something thaes not seem to be in focus among either
policy makers or scholars.

2 Observatory of Tuscan Hight Tech Firms (20#8)a Tecnologia in Toscana. IV Rapporto
Annuale [High Technology in Tuscany. IV Annual R8poUnioncamere and Institute of
Management, Scuola Superiore Sant’Anna.

3 Cittad di Firenze: A Report for Investors: Techrgiés for Cultural Heritage. Culture meets
Business in Florence, Municipality of Florence, 201

* Report by between 2013 cited in A Report for Iees Technologies for Cultural Heritage.
Culture meets Business in Florence, Municipalitf-mrence, 2014.

® Cittad di Firenze: A Report for Investors: Techrgiés for Cultural Heritage. Culture meets
Business in Florence, Municipality of Florence, 201

® Source: http://www.cotec.it/it/2011/04/lopportunitellarte-digitale/, last access 20 January
2015.

" Source: http://www.centrica.it/products/xlimage{ast access 20 January 2015.
8 Source: http://www.uffizitouch.com, last accesSeptember 2014.
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