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City ldentity

In our project, based on the City Identity concapd numerous other studies, we chose to focus on
communicating city identity to the public. Our gdat this project is to provide the answer to theesfion
how to best use the opportunities that we foundotmmunicate city identity to our target groups. Rey
words for these opportunities are connection, sfioption and experience.

We followed the well-done conception of City IdépntBrno and strived to develop it in more depth.cAs
main concerns, while creating specific proposals,igentified cost and organizational complexity suer
potential effect on visitors and city residentsttiig Brno on map thanks to exciting projects sHoul
contribute to higher tourist interest, their ovkrahtisfaction with their visit and extend theirat
Nonetheless, we also worked with foreign studentklacal residents as our mail target groups.

Our project can be divided into two parts. Thetfinse is analysis. For analysis of current sitratve used
available literature, our own surveys and intendgewin this part, we also define our target groapd
specific opportunities to develop communicationhwiublic. In the second part we describe our main
proposals in detail, explain the mechanism of paldr activities and demonstrate cooperation whihdt
parties.

Target groups and media

In our project we selected three target groupsess khe first one are tourists since we want themevisit
Brno and also because it is a natural way how teagpBrno identity abroad. Next are foreign stuslevito
spend more time in Brno than average tourists @aedrhe more identified with our city. For that raasoey

are more ready to communicate their immediate épee to others. They also have more of experiences
and their positive feedback is crucial. And the lgioup are residents who seem to be the mostuliffi
target group for their number and diversity. Wedrto omit this by looking at the key features wanimo
communicate in particular their self-awareness a® Besidents. To be able to communicate the idleityo
identity, we propose events, activities and puinlguiries centred on this topic. Our main goalisricrease

the number of articles in local, state-wide andeiigm press and global social media and to do so we
identified what kind of social media and other etglare available and suitable for this campaighvaimy.
Also, we analysed current state of social mediamanication Brno is involved in, especially the most
commonly used where we found many defects thatpcaentially cause setbacks in communication. We
continued on to analysing Brno’s web sites offieiadl unofficial and their advantages and disadggstaln

the end, we recommended to develop a few potgna#tfactive profiles on different platforms.

Promotion proposals

According to our surveys Brno’s logo is well-used &isible in the city. The majority of correspontkein

our surveys were satisfied with its utilization. @e other hand, Brno’s motto is completely absewt
almost none of the residents we interviewed weraravef its existence. That is why we focused on its
innovation, modernization and created strategytéanigher visibility in the city.

Our immediate target areas outside our region wbeldbig cities in the Czech Republic and Brno tesis
cities, then countries that are our neighbours. pitgosed the obvious promotion such as using public
relations but also the less obvious tangible athaartent as billboards. Still we see no better ptandhan
recommendation of somebody who has been in Brndhadda great experience. Thus we continued in this
direction and came up with the idea of Ambassadbngs project is based on the idea that many studen
from Brno leave for hosting university where theguld be able to promote Brno as a city for students
tourists or other groups of people. These studeititbe trained by city and also given a few sauive that
would correlate with the target groups such stueenmild have chosen. The promotion will consist ofid3
presentation and follow-up program.



From all these aspects about Brno identity thahae: gathered we thought of these suggestionsctesfon
communicating on social media platforms, especiBligebook, expanding advertisement about Brno and
carrying out project Ambassadors.

Proposed concepts

In our proposal part of the project the biggestisads devoted to Brno’s 7 Wonders. Centre ofaitention
was its feasibility. Our main approach to the mei$ras was to gain as much media interest as pesmital
keep it. We also wanted excitement and maybe samgaversy that would stir up public discussioneTh
proposal is connected with our other central concalped Brno Labels.

Brno Labels aims at easy orientation for differiemgyet groups according to their interests. Brnbdla are
colour coded, easily visible, designed signs thatknfiacilities and guarantee high level of qualdy people
who visit Brno. It is meant to be guidance for ts$ who are new and have distinct vision of winetyt
want to experience. Brno Labels and their explanatiill be included in all Brno’s 7 Wonders broabsir

Another central idea is Story Factory. We countstudents to be extremely creative and participathis
concept. The main thought revolves around invergioges that are related to Brno. These stoaestake
any form. For this idea we would like to createudjsct at Masaryk University that would function as
workshop for students. As a result Brno would haupply of stories that can use in many areas of the
promotion from social media to their souvenirs atublents would have chance to carry out their pteje
under Brno’s patronage.

To elevate tourists and residents experience weogeusing video mapping. We have been fascinatéd w
the technology of video mapping and we would likes¢e it to be put in use on one of Brno’s builslifidhis
lights show stirs high emotions, its story tellisgdynamic and dramatic and could potentially bgleged
during many different events from concerts to aityiversaries.

Multi-tickets are another realistic concept howettcourage tourists to stay longer. Next to thecglpbne
ticket for two sights we would like to combine tii®del with hotel discounts as it is in our opintbe most
viable way how to achieve this goal.

Brno’s 7 Wonders

Brno’s 7 Wonders attempt to bring people who livaBrno more together by reinforce their awarendss o
the city identity. We chose six wonders the sevavithbe based on public voting. By this, we alsant/to
present the sights to public in a new way and caatymore activities connected to them. Each womdlér
have its own special brochure but all will be ioternected. Moreover, we integrated Brno labels @nd
Ambassadors into this plan as well. For the witolecept of Brno’s 7 Wonders we created many aietsvit
such as photo contest, games with code, and pudtisport tickets as souvenirs.

Saliny (public trams) are our first wonder that sedected. They are very specific for Brno not dolytheir
name, which is connected only to Brno as it is adwioom a local dialect, but also there are histdérams
that still drive through the city. We are awarettd difficulty in conveying this message aboutlelits to
foreigner but we see it as an opportunity for é¢vitst The activities connected to this wonder takeo
account the fact that Brno has space that candmkfos its own promotion or notices. Next wondePetrov
and churches. It is symbol of our city. Our visfon this church is a competition related to mythBrno.
The third wonder is villa Tugendhat as the mostirosersial and talked about sight in Brno at themaat.
Events associated with this wonder will be coneegran architecture. Next there is Brno’s Fair Trad&ate
(BVV). It is one of wonders because they are vikibyy around one million people every year and the
buildings are architectonical masterpieces. Hkexevould love to involve students and residentsesthese
two groups do not often visit fair trade and thos'tiget to see the history and architecture of gace. We
proposed two days in a year when the locationllbpen for guided tours that are not fair tradegted. As
possible, we see longer stay incentive where fade visitors get discounts in hotels from BVV &rho
could follow up by extending these offers and givthese visitors a free ticket to one of the wosd@/e



made sure this concept, if carried out, is pabfié. The fifth wonder Prygl is a dam. It is looatiof annual
fireworks and is busy most of the year. Our recommuia¢ion would be to organize a sporting event sagh
marathon and make a good use of the beautiful sgcéméhe promotion. Our last but not least wonider
Spilberg. As a castle it allures to most of visterho come to Brno and thus is fairly busy withrege Our
suggestion would be to connect the guided tours gasemates to appeal to more adventurous tourists.

The seventh wonder will be chosen by the publice €lection will serve as spark for public debatd an
deepen interest in Brno identity, history and fatuur goal for this debate is to make it clearkatwalues
are typical for Brno. The voters will be able taoke anything they want as the seventh wonder thiir

be no restrictions. As platforms to communicatera@mmend social media for younger voters, preds an
volunteers in the streets for older. We came tocieclusion that there is no need to invent somgthi
completely new when we can interconnect the mostinaus.

To further promote the election of the seventh vesrwde designed a T-shirt with “l am th8 Wonder” line
and other variations. There will, of course, bdlitianal sets such as stamps, postcards and miaiatu
buildings but as the most attractive we see sbieefmats. It brings home the beer culture thathesatthe
attention of many foreign students and touristsianery inexpensive promotion as well.

The last of our promotions is the possibility tm@endividualized postcard. This will be offered Dgurist
Informational Centre where tourists can take aupiciof themselves and then choose background sich a
Petrov. This creates more personal connectiongeitii and promotes Brno abroad.

Our overall goal in this project was to increasenmunicating Brno identity to the residents andigis in
Brno. Expand the promotion of Brno abroad and nadévCzech and foreign tourists to come more ofteh a
stay longer. The identity and uniqueness of Brr@aevated by its symbols. In each of the concepts
looked for synergy to gain the most for all invalvgarties. For communication we suggested usingnibet
modern marketing strategies and technologies dlailaut most importantly the power of a well-totdry.
The principal concept of our project is the Brnd 8/onders, its follow up activities and the puldiebate
we anticipate which should together enable thestagpups to really live and experience Brno.



