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0. Introduction - content and scope of this paper

Op-Act is an URBACT Il project that deals with degnaphic change and economic decline in small
and medium-sized European cities.

Structural economic and demographic change are sbriige main challenges which towns and cities
all over Europe need to face. Declining birth rated increasing life expectancy as well as outward
migration are major causes for these new challerggsecially smaller and medium sized cities are
encountering difficulties due to these phenomermaung and often well educated and trained people
tend to move to metropolitan areas, and the numibeatired people is growing steadily. Declining
population figures and a major population changetdithe new age structure are the results.

To find answers to these developments and to celdtellenges is the aim of the Op-Act project.
Eleven partner cities from all over Europe arentmytio find answers on how to deal with population
decline, structural economic change and assocthiaidenges.

In this context, the work of Op-Act has been diddieto the following work packages (WP):

« WP 1 - Governance and new narratives: Stabilidieginancial situation after the economic
crisis, finding new branding and marketing ideaprimmote city image.

WP 2 - Social inclusion: Developing cooperationhaAidcal education facilities to obtain a skilled
work force and further qualifications for disadvaged groups.

WP 3 - Economic growth: Attracting new companigsnpoting entrepreneurship and improving
framework conditions for existing companies as \vasldeveloping sustainable tourism concepts
to boost the local economy.

* WP 4 - Living conditions: Re-urbanising and adagtsocial and technical infrastructure, public
transport, supplying necessary goods and sendpes) spaces and recreation areas.

* WP 5 - Site advantages: Combining existing locatidwantages with new strategies and finding
synergy effects with neighbouring - probably conmuet cities.

This interim report summarises the results of wamkRVP 1 and 2. These results are based on the
analysis of day-to-day practice case studies omekes from all over Europe, from Op-Act partner
cities and in discussions during workshops deakitly issues in the respective WPs.

Chapter 1 deals with demographic and structural econominighan Europe and summarises the
challenges cities are facing due to these changes.

Chapter 2 outlines the Op-Act work package appr@achstructure.

Chapters 3 and 4 summarise the results of WPs werigance and new narratives and on social
inclusion.

Chapter 5 is - in a way - a summary of these sunesadlt gives a short overview on two essential
approaches for dealing with demographic changeshridkage: integrated urban development and
public participation.

! This chapter is partly based on a working papeiinancial issues by Daniel Kampus.



1. Shrinking - a challenge for many small and medium sized cities

Since the beginning of industrialisation, growtls li@en seen as one of the comprehensive urban
development patterns. As a result of the contininfigx of new residents and industries, cities
expanded far beyond their historical boundariedustries were the nucleus of new urban settlements.
Population, economy, prosperity and enterprises gitenost continuously.

But now it is becoming increasingly common thaiesitose economic strength, jobs and residents.
Shrinkage has become a world-wide phenomenon. Henyvekirinkage takes place regionally in very
different ways. Northern America and Europe ardipalarly affected - and in this context it is migin
small and medium-sized cities which have to de#h siagnation and shrinking:
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1.1 The rationale: demographic change, structural economic change and financial
crisis

Small and medium sized cities around Europe eneoymbblems of declining population figures due
to demographic change. Increasing life expectateglining birth rates and the tendency for young
people to move to metropolitan areas are the maajests confronting these cities. In addition, they
not only suffer from a changing age structure latt #om economical and financial challenges due to
de-industrialisation and economic structural chafdeese long-term trends are aggravated by the
present economic crisis. Reduced taxation incorddamer funding allocation demand a review of
cities’ strategies.

1.1.1 Demographic change

The majority of EU member states' populations tagrsating or even shrinking for many years, and
this process will continue. Even member states lhkiill have a slight increase in population figure
today will face - in some cases dramatically - gapon decline over the next four decades, due to

reduced birth rates (figure 2).

Lower birth rates also mean fewer young peoplehAtsame time the life expectancy of inhabitants is
increasing. Whereas in the decade which has jukdethe proportion of people over 65 years of age
was on the EU average a good 15 per cent, by tue@50 this figure will be more than 30 per cent
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(figure 3). At the same time, the proportion of ggpeople (under 18 years of age) will fall from 20
to 16 per cent.

Fig. 2: Population development Fig. 3 Pooon of elderly people
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EU member states will have to adapt to this devakg. This will be particularly challenging in
those countries which are about to face a large@se in elderly people as well as a rapid dedfine
population figures. Central and southern Européhaive the biggest need to adapt to demographic
changé

.~«-|  Fig. 4: The dynamic of populatic

e 1 change : aging and shrinking in
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Source: Eurostat 2011, calculated by the author
(growth figures of elderly people (65+) and the
overall popuation were ranked by countries; fr
these ranks an average rank was calculated)

2 The vast majority of Op-Act partner cities am@nf countries, that are and will be facing seyenpulation dynamics (red, figure 4)



1.1.2 Economic structural change

Since the beginning of the 1980s, at the latestsifnificance of industrial production in Euromesh
declined considerably in favour of service indugirgduction (services). If in 1980 the European
share of world value added by manufacturing indestivas more or less one-half (50%), by 2008 this
share had declined to approximately less thanting:%In particular heavy industry (and related
industries such as metal working and so on) hawinihed dramatically. Other producing sectors
too — such as for example textiles — have not lagémto withstand the competition emanating from
emerging and developing countries and have redddat these regions.

The labour market has shown therefore corresportdamgformation:

Table. 1: Labour force (15 - 74 years) by econoseictors (%)

1990 1995 2000 2005
Agriculture, forestry, fishing 6,64 5,12 4,27 4,80
Industry, mining, construction 33,28 30,46 28,95 27,45
Services 60,08 64,42 6,78 67,74
Total 100,00 100,00 100,00 100,00

Source: Eurostat 2011

On a cursory glance these shifts of emphasis flmmessectors to others may not seem to be really
dramatic! However, small and medium-sized cities are fretjyerependent in their economies on
just a small number of enterprises. It is precigelhe case of businesses in traditional industrie
where there are often large-scale enterprisesilyfane of these large-scale operations does difose,
may have dramatic consequences for these Gities.

1.1.3 The present financial and economic crisis

The present crisis is not only causing severe aoanand financial problems for national states, but
for towns and cities, too. Higher interest ratesrfew state debts, reduced taxation income, higher
spending for welfare transfer due to unemploymehese and other effects of the crisis affect the
ability of national, regional and local governmetatsreact to new challenges in an appropriate way.

This is, however, only one side of the coin. Themefirst signs, that demography is also affected b
the financial and economic crisis. Some EU coustaiee facing bigger problems than others. State
debts of more than a hundred percent of the GDR/yeaamployment rates of more than thirty
percent among young people and other national edigndata in some of these Member States are
highlighting these differences. These differenaaEsto cause - as table 2 indicates - new popalatio
movements.

3 UNIDO (2010): Structural Change in the World BEomy: Main Features and Trends.

4 Unfortunately the EUROSTAT database does nefr afata for all economic sectors prior to 199@ domparison with data from the
1980s, these shifts would surely have been ever pronounced.

5 Structural change in the new EU member statpsoiseeding with a time lapse. In the next numbeears it is anticipated that for
example in the coalmining regions in these cousisimilar developments will occur as have alreattgh place in the Ruhr region of
Germany or in the French region of Nord Pas-dei€ala



Table 2: Migration to Germany (first half 2011)

immigrants  comp. with 2010 (%)

Greece 8 89( 184.5

Lithuania 4371 154.1
Slovenia 1210 150.5
Spain 7257 149.1
Bulgaria 2 4369 138.5
Latvia 4 655 133.0

EU countries 247 146 129.4
Europe (without EU) 50 184 110.5
total 381 042 121.4

Source: Destatis, AFP

1.2 The dilemma of shrinking cities

The phenomenon of shrinking cities has thr
essential causes:

low natural birth rate;

structural economic change and loss of
(traditional) key industries;

people moving away, primarily as a
result of reduced opportunities in the
labour market.

Some academics, but also a few urban
planners, argue that shrinking is not a
problem in itself This view needs to be
firmly contradicted.

.

Shrinking has a number of direct and indirect

o

negative consequences for cities affected.
These may be summarised in a brief

2]
"What it is you're looking for — a hotel? Here in Hagen?*

The shop assistant in the bakery called The Jolly Baker is
suddenly curious as she looks at me across the counter...

| have been warned. Residents in shrinking cities, it is
said, reveal strange behaviour habits. And Hagen is a
shrinking city, the shrinking city in the Federal state of
North-Rhine Westphalia, indeed, many people say it may
even be the most shrinking city in Germany.“

Berlin daily newspaper Tagesspiegel, 30 August 2004

"What is the greatest handicap in shrinking cities? Those
who can manage it, leave and get away... Inhabitants left
behind include unemployed people, elderly, poor people,
immigrants. Being able to get away is a privilege, not a
punishment. Deserted cities lose not only taxation income,
they also have to look after all those people who did not
have the opportunities to enable them to leave."

Daily paper Studdeutsche Zeitung, 13 / 14 January 2007

overview as follows:

Reduced communal revenuésmost EU member states city incomes are congpo$support

grants from regional or national government andhffocal tax revenues. Both of these are
generally speaking dependent on the number of itdrath. Falling populations therefore mean

reduced incomes as well.

general interest go up when population n

Rising costs for communal services of general @gePurely the per capita costs for services of

umbergrdedCosts per capita for social, educational

and technical infrastructure and public transpootrame just a few - are higher in smaller towns
or cities than in larger ones. In shrinking citiesaddition, these infrastructure elements were

6 This assessment would only be correct if oneweabandon t

he goal of having equal or similangj conditions and opportunities

everywhere in Europe, in towns and cities as welhaural areas.




originally planned for a larger number of inhabteaMaintaining or down-sizing them results in
additional costs.

* Reduced quantity and quality of communal serviEesed with increasing costs and lower
income many local authorities respond by redudinngé services which they are not legally
bound to provide. In many instances, the qualitieglly binding services is also reduced. As a
result, the quality of life in the municipalitiesrcerned is lower. An added problem is that the
nature and scope of local services need to be ediaptake account of changed age-composition
in the population, at least in the medium term.

» Outward migration:in the majority of shrinking cities a process deséive emigration may be
observed. As a rule it is the younger and welhedior educated people who leave shrinking or
stagnating cities behind them. In this way the slwdirelderly and / or less qualified residents
increases.

* Reduced consumer dematmzkemand for goods, services and housing space lialidition,
frequently the remaining inhabitants demonstrade fmirchasing power due to unemployment.
This in turn leads to reduced businesses, to remunt job opportunities in the sectors affected
and to higher vacancy rates in commercial and eesial property.

« Reduced investment llack of demand and / or lack of or of appropriatglalified employees
lead to reduced investment. This applies both paeding existing businesses as well as to new
ones.

* Reduced quality of lifeReduced public investment projects, unattractegdential areas or local
amenities (for example, due to vacant propertyuced range of opportunities in the labour
market, reduced 'social life' as a result of legsad, cultural or educational establishments reduc
the quality of life in those towns and cities whente affected.

» Spatial effectsShrinking has many and varied repercussions ophigsical or spatial structure of
a city. Problem or difficult areas are mostly lazhin the inner city which decay due to businesses
closing down and residents moving away (vacantgntas, low level of municipal investment
projects). But other districts, too, often demomtgtrunmistakeable change. Thus, for example, due
to selective moving out, an increase in socio-gfigtproblematic neighbourhoods may be
observed. De-industrialisation - the most significeause of moving away — often results in
industrial or commercial locations falling derelict

* Reduced investment Recisions about location depend not only on haatiofrs, but increasingly
also on 'soft' factors. The quality of life in &gciwhat it has to offer in social, cultural and
educational establishments influence investmentrasidential (re-)location decisions to a
considerable extent.

* Negative city imageMany shrinking cities have a negative image. Hais an influence both on
investment decisions as well as on decisions oicehad residential location. This image thus
impedes political and planning efforts to combatrsting or at least to mitigate impacts.

» Socio-psychological effects and self-perceptioimtodbitants:In many affected cities it is
possible to detect a negative prevailing mood arsiorggidents. Resignation and frustration about
one's own situation and reduced quality of lif¢he city are to a considerable extent the reasons.
In addition, there is also in some instances disannent with politics ("They can't pull it off to
improve our situation."). In any case, there isevpiling lack of innovative thinking.

All these consequences and repercussions of shgrakie inter-connected, they both affect and
strengthen effects usually on one another. Setffeeting processes such as these may easily lead to

7 In the 'new' federal German states (Laendeg pitocess is described in popular jargon as faldWhose who are left behind are
unqualified, stupid males." It is perfectly truathhe proportion of the sexes in some regions fagt nearing 60:40.

8 In a number of situations it can be observetlghafessional or trade education and trainingasstipredominate which are adapted to a
traditional economic structure. However, due tactsral change this has already become transformed.
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vicious circle, to downward leading spirals, whaliminate in yet more shrinking and loss of
significance as a city. Self-reinforcing processithis kind may be identified both for the entire
process of shrinking, as well as for individualtses of society. Figure 5 depicts the generic dyinam
process which may be triggered by population deereligure 6 on the other hand depicts processes

which may be triggered in individual society sesterin this instance the housing industry is adduce
to exemplify the points being made.

Fig. 5: The reel of shrinkade
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Klett Verlag (ed.; n.d.) : Schrumpfende Stadt. Chavder Herausforderung fir die Stadtplanung. in: klagazin
Geographie (adapted by the author)

9 Although this model was developed using casgiesufrom rural areas / the countryside, it may tvelapplied to small and medium-sized
cities.



2. The Op-Act work structure

Any strategy to combat or adapt to shrinking ngedake these briefly outlined correlations into
account. Measures which only address individuakictp do not usually have any permanent or
lasting success. This is one of the crucial outcoaighe Op-Act project. This point will need to be
addressed in greater detail in another section.

Nevertheless, the project partners took the datisictructure their tasks in separate topic-based
work packages. This was done both for heuristictanldnical working reasons. In order to guard
against these interconnections between the incaidAMPs being overlooked, in WP1 there was so to
speak an ‘over-arching’ working inter-connectiorated or institutionalised, in which in addition
generic policy fields (such as for example finaguoestions) may be addressed.

In the other WPs, further issues were dealt witicvlarise from those repercussions and problems of
shrinking which were discussed above in chapterQverall, Op-Act work package structure may be
portrayed as follows:

Fig. 7: The Op-Act work package structure

WP 1
Governance & new narratives
» Adapt the strategic direction according to the situation caused by shrinking or stagnation

|

WP 2 WP 3 WP 4
Social inclusion Economic growth Living conditions

» Integration of disadvantaged » Consolidation of the economic » "Reurbanisation”
groups into the labour market basis of the city

through adaptation of their

qualifications

» Manage qualified immigration
through promotion of young
migrants

+ Adapt urban structures to the
neaeds of the ageing population

WP 5
Site advantages
» Combine the (existing) site advantages with the develcpment strategy
» Replace regional competition through regional co-operation

Knowledge
Other projects and experiences

In the next number of sections, working outcoméseaed so far in WPs 1 and 2 will be depicted.
The outcomes are based on an evaluation of Eurapaesanstudies derived from day-to-day practice
and from case studies taken from Op-Act partng<cas well as on discussions held during Op-Act
workshops which dealt with the respective WPs. ddee studies themselves will not be described in
detail. They are included in the annex.
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3. Governance and new narratives

Work package 1 dealt with cross-cutting policy esby focusing on the following needs of partner
cities:
» to stabilise the financial situation in the city,develop new financial strategies, to identify
adapted funding structures;

* to enhance the city image through new brandingmaaudketing ideas;

» to promote communication, co-operations and pulrigagement.

3.1 Finance and cooperation

3.1.1 The need for adapted financial structures

Generally it can be stated that almost all of OPFA(artner cities suffer from declining financial
resources. Due to the fact that demographic andoseic change influence the financial situation of
the cities, which is even made worse by the stiltpptible consequences of the recent financisilsgri
every city ascertains decreased municipal inconsaus® of a loss of tax revenues, less allocatibns o
funds and declining investment activities. It isrfore getting more and more difficult for thaest

to finance their local public tasks that still réaned the same even if there are fewer inhabitamntise
city.

On-going residential and commercial suburbanisasane more factor that weakens the communal
income not only because of shrinking tax revenugdbcause these suburbanites continue using the
infrastructure and facilities (e. g. transport Bnkducation facilities, health care, etc.) that ar
primarily financed through municipal budget.

All partners admitted that social services aresthetor that certainly suffers most from reduced
municipal budget. Many planned projects that wdwdgle been important for the youth, the senior
citizens and migrants had to be postponed or alresttiat all.

It is clear to all partners that a city confrontsdpopulation decline and demographic change needs
restructuring, but the implementation of sustaiegiulicies is only possible with stabilised munadip
finances. The development of new financial strateggs therefore the most ardent challenge for the
cities. The following criteria could contribute t@ach this objective:

» Looking for synergies and cooperation with the eagdr other municipalities
» Developing new structures of subsidies and goventizel

» Defining of new financial models

Fig. 8: Combining public and private resources
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Based on the good practice examples that weregegbby the partners during the workshop in
Leoben, the results of the common work and disoussin working groups and the input of the
thematic expert, this paper describes the curtatisof the municipal finances of the partneriersf
some solutions for financing specific municipaki®and gives recommendations for future actions.

3.1.2 Effects of the current financial situation

The following effects were described by the padrar the OP-ACT priorities:
Social inclusion

» Increasing number of unemployed people, less fimdetraining, reintegrating unemployed
into the labour market

» A growing number of people who are in financial deand are dependent of debt remission
programs

* Municipalities struggles to maintain the qualitysafcial services, even at the expense of other
services

* EU funding results in competition between the mipaility and the Labour Office in services
for unemployed people (thus creating overlaps, cedefficiency)

» Participation on community activities decreasesabee of income problems.
Economic growth

* Poland: with the use of EU funds, the municipatitgnaged to counteract economic downturn
(mainly through redirecting the majority of funadsvards economic development purposes);

e Spain: the municipality reduced funding for infrasture development, less money for
infrastructure enabling economic development;

* Norway: decline in the number of taxpayers / workéo- bad for the economy;

* Hungary: with the relocation of the biggest compahg municipality becomes the biggest
investor in town, as well as the biggest emplotte;investments, though, are not revenue
making investments;

* The Netherlands: Increase of entrepreneurs (witamgloyees). Also companies are
outsourcing their activities, which lead to an gase of the number of companies, but a
reduction of the gross domestic product.

Living conditions
People have less money, they spend less to impheweimmediate environment;

* Youth unemployment, long term unemployment andgmes of immigrants can influence the
quality of life in living areas and safety problearsse.

* Reduced funding results in postponing investmamnimprove the infrastructure of public
services;

*  While there is an improvement in living conditioms a result of investments from EU funds,
people are getting poorer;

Site advantages
* Too few visitors
* Too high taxes for companies

» Often absence of an attraction of the cities (wsityg, stabile housing market, knowledge
based or creative industries, touristic hot spaituce, etc.)

12



3.1.3 The scope of possible action

The possibility of towns and cities to solve finemhconstrains by more debts is not only limitee du
to sustainability considerations (debt for futuemegrations), but also by factual and legal reasons.
Therefore cities have to consider and to implememt innovative forms of budgeting and financial
measures. Several of these have been evaluate@.(aomex). The following table gives an overview
in a synoptic form:

Table 3: Forms of innovative financial approaches

Field / form of action Practical example (comp. @xin
Utilising municipal property without selling it out Leoben
New forms of accounting and equity holdings Altena
Citizens loans Quickborn
Langen
Focusing and valuing budget lines Eberswalde
Leipzig
Revolving funds Stuttgart
Contracting Prague
Public private partnership Dabrowa Gornizca
Graz
Porto
Roubaix
Cooperation with other municipalities Freistadt
Oberhinigen and Zaziwil

Public private partnership is most frequntly use@aool to save money and to gain experience from
outside the muinicipal administration. Public Ptev®artnership models have become increasingly
important as financing models in the field of aemplary way of implementing projects. They often
were and are preferred to the financing variantdusively based on private or public investments as
being the “more intelligent” variant.

PPP models have the advantage that both, the mdnistration as well as the private company
apply their individual strengths commonly to reactreater aim. Winners in this model are both: The
public authority can rely on private invested calpih times of shortened municipal budgets and the
efficiency of privately operated planning, constimig and operating can be used. The private partner
on the other hand enters a totally new field ofvitgtwith a high know-how demand. Additionally the
capital market gains long-term and profitable paiities for assets.

To conclude, PPP models have a series of potettia@ntages:
» using know-how in the private (business) sectoriemutoved service delivery,
» improve cost effectiveness,
» reduced public sector risk,
» faster project delivery,

» improved budget certainty,

13



» better use of assets.
However, there are possible disadvantages, too.

» Private industry pursues commercial objectivesofdit interests which generally speaking
can only with difficulty be reconciled with holistmunicipal objectives and the public or
common good.

» Often PPP projects are not being carried out ircérgral fields of local authority tasks and
day-to-day work. This leads to an information andw-how deficit for municipal compared
with private sector players. Thus the result imggmmetric partnership in which local
authorities have difficulty in implementing thewrdrol and regulatory duties.

» In PPP projects the interests of other stakeholggast from the immediate and contractually-
stipulated partners are generally not taken intmawct. Thus a holistic approach is rendered
more difficult and often prevented.

It follows that PPP can be a strong instrumentrieeting financial challenges. It needs to be céyefu
arranged, however. In every case the final comtndl direction needs to be in the hands of the local
authority.

3.1.4 Conclusions and recommendations

To overcome financial constrains and to mitigatedffects (comp. 3.1.2) of these constrains, the
following conclusions and recommendations and @adrawn from practice exampl&s not only
from Op-Act partners, but also from other Europtams and cities.

3.1.4.1 Conclusions

The main problems regarding finances and city btgdgearly lie in the fact that the cities havesles
income than in the previous years. On the one bamdational and regional governments have
reduced their financial subventions for local auities drastically and on the other hand citiedesuf
from a decrease in personal revenue and corp@atgalyments, which again are consequences of the
shrinking number of inhabitants. This local sitoathas even worsened in some of the partner cities
by the economic crisis when many big companiestbatbwnsize or to close down at all. The

partners declared unanimously that cultural anthseervices had to be reduced the most because of
the cut back in city finances. Many of these sa&wibad to be therefore taken over by volunteers
without remunerations.

Innovative forms of financing are needed badly smahe of the partner cities have already started to
implement new solutions. There is a positive exanfigim Poland, where an access road to an
investment area was built through a public priyaenership (Build — Operate — Maintain — Transfer
concept) or some other cities cooperate with theighbouring municipalities to share tasks andscost
(e.g. Herleen shares its waste collection and waateagement with eight other municipalities) or
they also try to reduce costs by reorganising tloeal administration like Altena. Currently less
people work there and the accounting system wagaeed. The city now is structured like a private
company.

In The Netherlands the national government decidgzhy a once only budget on shrinking areas
(decentralization payment) in 2010. This regardaraount of 14.750.000 Euros and has the aim to
prevent structural problems on empty housing/bagddiand restructuring between 2010 and 2020 in
the Parkstad Region. Some cities, asleleealso use national and European subsidies like
ERDF, but there the problem came up that they aralle to raise the necessary share of equity
capital. This is why e. g. Heerlen has established-financing fund with an every year deposit of 5

1 comp. annex
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million Euros. This fund is based on a multipliemand can be implemented on projects that fit
within economic priorities of the city.

Partners also stressed that not only finding waysaving costs is important but also to stimulbee t
local economy and to develop plans to keep the g@aople in town or make them come back after
their education and training in other cities. Lenkder example, tries to make the city interesfiog
young people by supporting “creative industriesd goung entrepreneurs. Others offer incentives for
students so that they live in town during theildgts or even stay there after the completion af the
education.

The success and the value of new financial instnisner the below recommended actions can be
measured with these indicators:

How many new businesses have settled in the city?

How much was invested?

How many new jobs were created in the municipality?

Was there a reduction in the value of social gfants

Has the income through local tax revenues incréased

3.1.4.2 Recommendations

Finally the following key success factors for theess to finances were commonly defined:

Reduce your level of standards — settle
for less

Create win-win situations for all involveq
parties (either private partners or other
municipalities) and define the roles of a
partners in a contract

Be more active on European level — loo

Municipal cooperation as a possibility to
reduce costs

The strict dividing-lines between a core city
and its surrounding municipalities are a thi
of the past — the boundaries are becoming
blurred. But the functional links between
urban and rural areas are increasing. Co-

for funds and learn from others operation between a city and its surrounding
* Use EU-funding to develop sustainable region or pgtw_een someismaller :
i . municipalities is therefore one possible way
projects of common interest o : : ;
of overcoming increasing costs and financijl
» Cooperate rather than compete with restrictions. Co-operations in city regions, in

neighbouring municipalities — indentify
common interests, build up trust and

create shared services / infrastructure —
look for long-term cooperations

Involve local stakeholders and
businessmen more — be open to new
ideas from them however strange they
sound at first

Involve citizens to support the local
administration to help them conduct the
tasks as government (e.g. care, cultural
events...) to save money

Find sponsoring from private companieg
for cultural activities

Management skills are essential to run 4

whatever form, will be one way to enable &
concerted integrated "city-regional"
development and thus react to the current
challenges, such as conflicts of competer
overcoming common economic, ecological
and social problems, and a fair distributio
burdens and finances. Transparency in the
structures, broad information and equal
rights for the involved parties are key suc
criteria for a municipal cooperation.
Comnon objectives and projects can only
realised if all stakeholders are involved rigk
from the beginning and communication is
taken seriously.

(Practical examples for this approach are
described in the annex.)

nt

municipality successfully
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» Give guarantees and loans for companies that setgleur municipality

e Structure your communal administration like a pr&veompany or as a holding

* Invest on integrated projects on regional develogme

» Lobby at national government for extra investmaémtshrinkage region

» Establish a co-financing fund with the help of ripliers, local banks and investors

It is also very important to involve the relevaeylstakeholder right from the beginning of the pobj
development and discuss the financial situationreawbssary cutbacks with them. Innovative ideas
could be brought up by them, which could help teesthe financial problems of the municipality.
The following key stakeholders should be involvetew discussing new ways of financing the
communal tasks:

* Local administration

* Relevant politicians

» Local businesses and external investors
* NGO-sinthe area

* Local community

* Neighbouring muncipalities

* European Union - Commission

* Financial institutions

» Higher education institutions

 Citizens

3.2 City image, branding and marketing

3.2.1 Pre-requisites for urban promotion

Although without any doubt, urban decision makexs learn from professional marketing campaigns
in the commercial sector, city marketing is cefiaguite different:

"Urban promotion involves the selling of a locatioot only for business but also as a place to.live
these images of lifestyle tend to be predominaatighored around two things, culture and
environment™,

In addition, there are several other basic diffeesn

* Whilst a motor car manufacturer is competing withmaadful of other producers, town and
cities are competing with thousands of other coniti@s) towns or cities. This is particularly
true in a globalising world.

* As the function and also often the 'product’ aksitdo not differ very greatly, any city
marketing strategy has to close the gap betweeprszss and difference.

» As cities are people, in a way, city marketing nseanrarketing people. They need to be
incorporated - with their varying interests andniqns - into the city marketing process.

Merely as a result of these differences there arisember of pre-requisites for successful city
marketing:

1 Bradley, A. and Hall, T. (2006): The festival pbemenon: festivals and events and the promotiomafisurban areas; in Bell, D. and
Jayne, M. (eds.) Small Cities: Urban ExperiencedBeythe Metropolis, London: Routledge)
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» an honest product that is accepted and shareddptepéas is the overall marketing strategy
itself)

* including all relevant stakeholders

* anintegrated approach

* transparency

* no overall dominators in the process (i.e. notisgrparticular interests)

* secure resources (staff and money; many approattegsorganised on a voluntary or semi-
voluntary basis have failed)

* accountability

» key (initial) projects and activities (in orderltaing more and more people on board)

3.2.2 Aims in city marketing - attracting money and people

Any city marketing aims to attract money and peofpieestors, new residents, commuters, customers
and tourists are thus the main target groups imaenketing strategy. In shrinking cities thererns a
additional, important target group: the inhabitaimsrder to keep them 'in town'.

A study on city marketing in European cifieanalysed target groups and aims in marketingesfies
and came up with the following results:

Fig. 9: Target groups for city marketing

100

Source: Seisdedos (2006)

Thus city marketing has an 'internal’ and an 'eefocus. In the case of promoting tourism, adthi
focus needs to be considered: a regional focus fftight be true in other fields, too, but in theeaf
tourism it seems to be a 'must’). With the exceptibthe German city of Rothenburg ob der Tauber
(and similar cities which are in themselves a bnawaak), promoting tourism is likely to fail if one
does not succeed in developing a strategy for @stouegion. Here cooperation with other
municipalities (etc.) is essential.

2 G. Seisdedos(2006): State of the Art of City kéding in European Cities
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3.2.3 The process of city marketing

Case studies show that there is often a gap or@&dsmmetrical contrast between the perception of a
city by the 'outside world' and by inhabitants.edfthere are additional disparities that may be
described as 'incontemporaneities of views'. A é¢dyinstance, is still seen by decision makerat-
also by inhabitants - as an industrial city, whitstmain function has changed many years agodn th
direction of trade and commerce, for exanmipleot only for this reason, a profound knowledge and
reflecting on the perception of a city is essernitiarder to develop a successful marketing styateg

The process of developing such a strategy canrenauised in an ideal typical way as follows:
Perception

* how the city is perceived by the 'outside world'

* how the city is seen by the inhabitants
Overall aims

These aims should be developed by all relevanebtalers. More specific aims have to be developed
in the course of the project.

Strength and weaknesses

Several successful cities used a SWOT analysideeeloping their marketing strategies and to
formulate overall aims: Besides the "SWOT questiohs following key questions seem to be
essential’

* What is already in place?

* What has to be changed?

* What has to be improved?

* What has to be invented / newly developed?
Branding

In the best case scenario, at the conclusion adi¢hrelopment phase a central or core idea has
emerged, a brand or trademark, on the basis ofwdtncrete projects may be elaborated. Many cities
summarise the idea in a slogan. In this contastnbt easy to strike a balance between 'narrowness
and 'breadth'. It is therefore helpful to adoptdipipative approach. After all, the local resitteneed

to accept this key idea or notion and stakeholdeesl to be able to identify with it.

The following scheme (derived from the city of Regjeurg) summarises developing a marketing
strategy, in which internal and external dimensi@ps above) are also considered:

13 We find these 'incontemporaneities of views'yfaehronicities) in several Op-Act cities. This istrat all surprising, as several of the

cities used to depend on only a few major industideir decline is the main reason for shrinkimghiese cities.

14 ¢p. for instance (in German): Bayerisches Staafisterium fiir Wirtschaft, Infrastruktur, Verkehr din Technologie (2009): Best-

practice-Leitfaden Stadtmarketing
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Fig. 10: City marketing in Regensburg - a model

trade mark Regensburg: |ﬁtthe Danube

vision fmaxim top perforniance meets

guality of life

internal:focus: external, focus:

City marketing

- - unites and communicates
alms unique selling®point(s) (USP)
/ unique feature(s) within the
proaches to solutions fields of action agreed on
ifitiates central projects in - advertises the city's qualities
der to secure and develop in this way to interestin

quality or high standard(s) in target groups

the lncation

fields of action / are elaborated jointly in conjunction with stakeholders \

Source: http://www.stadtmarketing-regensburg.de (tietes by the author)

All this is not ‘cast in stone'. Not only do thelBerent steps and elements mentioned above imkerl
and overlap in a real world process. During thel@mgntation phase in such a strategy (while
implementing concrete projects), changes and feddllaaditional views and altered priorities will
most likely come into play. City marketing is thaiprocess rather than a product.

3.2.4 Organisational structure

In smaller cities and in the early stages in cigrketing, the task is or was often taken on eitimea
voluntary basis (for example by business peopldyax number of staff members from the local

authority as additional duties. Due to a lack aiftowuity this has frequently shown itself to beatsé
step.

Forms of organisation in successful city marketimay be very varied. What they have in common is
that they are intended to be permanent or longgsErom an empirical point of view the following
organisation forms predominate:

* aunit within the city administrative body or boslie
* tourist office

* joint venture organisations (not only PPP, but 88#P (public-social private partnership)
and joint ventures with citizens' groups etc.)

* new entities / companies set up by business umaboegjanisations / associations
* new entities / companies set up by the municipality

All these forms of organisation have a variety dfantages and disadvantages, the most signifiéant o
which are listed in the following table:
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Table 4: Organisation forms - advantages and disatlvges

Organisation form

possible advantages

possiblediiaatages

(1) unit within the city
administrative body

- can easily be set up
- control exerted by (democrati
entities

- lack of knowledge of

c)stakeholder needs

- lack of stakeholder support

- lack of continuity and
accountability (new
priorities, extra burdens)

(2) tourist office

- can easily be set up

- using existing structure

- using existing networks and
working connections

- partial aims and priorities

- lack of knowledge of
stakeholder needs

- lack of stakeholder support

(3) joint venture organisations

- including relevatakeholders

(if not pure PPP)

- developing comprehensive
(and accepted) aims,
strategies projects (if not

pure PPP)

- time-consuming in the
beginning

-need to setup a
comprehensive financial
structure

(4) new entities / companies s¢
up by business umbrella
organisations

2t close to business sector
needs (with possible quite
fast positive effects as
regards job creation)

- fast and effective (in a
narrow sense)

- partial aims and priorities

- lack of acceptance by other
stakeholder groups

- city image dominated by
business

- lack of steering / control by
democratic entities

(5) new entities / companies s¢
up by the municipality

2t can quite easily be set up

- control exerted by
(democratic) entities

- lack of knowledge of
stakeholder needs
- lack of stakeholder support

The most promising of these seem to be joint ventuganisations. However, in this context
frequently recourse is taken to pure PPP model$aAas efficiency and effectiveness (in a narrow
sense) are concerned, these may provide a numbewvahtages, nevertheless, they also have

significant disadvantages:

Table 5: PPP for city marketing - advantages arshdivantages

possible advantages

possible disadvantages

e know-how

e interests / needs

» improved cost effectiveness

* reduced public sector ri

» faster project delivery

* improved budget certainty

e Dbetter use of assets

« (differen

sk

public s

ces between public and

commercial interests
e particular interests dominate the proces

* interests of other stakeholders are not
taken into account

+ information and know-how deficits in th

ector

5S

¢
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It is vitally important that, in any case, steps taken to ensure that steering and control is ikejbie
hands of the city (authority).

Whatever form of organisation is applied, it is orant for permanence/sustainability in city
marketing for both political decision makers ashaslall the relevant stakeholder groups to be
involved. The easiest way to do this successfsllpiput in place an agency which is managed
(controlled) by the municipal authorities and resgrgatives of civil society and of commerce
(businesses). Specific organisation depends oh dmchlegal conditions. In general terms this may b
represented as follows:

Fig. 11: A common structure in joint venture maikg@tagencies

Mayor ’ Board of directors ‘ Association
City administrative (often chaired by Mayor) (membership structure and
hndv l conditions differ considerably)

Agency

The second pre-requisite for any successful formrganisation — i.e. involving all relevant
stakeholders — may be exemplified here using tiye@iHalle on the Saale river in Germany. They
were able to bring on board several existing in8ths / associations as members of the organrsatio
thus representing a wide spectrum of stakeholders.

Fig. 12: Membership structure - involving relevatdkeholders

5%

&

City of Halle B Stadt Habe

(association of major or

. - . Pro Halle & V.
international companies

Fardersenein Region Hale
iSanda] oV,

Clygemainacharf Halle o, V.

tourist and similar enterprises,
towns and cities, individuals

association of small businesses /
retail Martin-Luthor-Linkeors gt Hallo- 255
Witlenherg

university

(Source: http://www.stadtmarketi-halle.de

3.2.5 Financing city marketing

City marketing is funded in a wide variety of waj® indications have been found to suggest that
particular financing patterns or models are momsing than others. However, in any event steps
must be taken to ensure permanent / long-term dmanpport. After all, marketing and branding are
not procedures which lead to success from oneathetnext.

The following financing models are those to be fbumost frequently:

e city budget
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» fees from members / co-owners
» independent income generation (for instance, tHrawgnts)
e sponsoring

In the majority of cases there is a mix of thesaricing methods.

There is just as much difference as between fimgneiodels as there is in the costs of city marketin
For smaller and medium-sized towns and cities im@@y, costs in the region of between 3and 4 €/
inhabitant are indicated. A Europe-wide survey gaied costs amounting to 4 € / inhabitant.

This may be exemplified by looking at budgets i td&erman towns:

Table 6: Budgets for city marketing organisatiori&ze examples

Karlstadt Schwabach
(16 000 inhabitants) (41 000 inhabitants)
members' fees 25000 € 56 000 €
events 36 000 €
city 8 000 € 64 000 €
total 69 0000 € 120 000 €

Source: Bayerisches Staatsministerium fuir Wirtsghiafrastruktur, Verkehr und Technologie (2009gsB practice-
Leitfaden Stadtmarketing

3.2.6 Monitoring and measurement
To ensure that marketing strategies are suadefisfy need to keep on measuring, in taegibl

terms (for instance, increases in visitor numbiessard investment, perception by the 'outside
world" and by inhabitants, customer statistics sundeys etc.).

The following indicators (indicator fields) are mdsequently applied:

Fig. 13: Key performance indicators

100 ﬁ

Source: Seisdedos (2006)
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Both quantitative and qualitative indicators shooddused. They depend to a major extent on the
concrete strategy and on implementing this thrqurgliects. Many cities have monitoring and strategy
meetings/ working groups already in existence, Wiaie held on a regular basis.

3.2.7 Tools and means

Going into detail would certainly exceed the scopthis paper as many handbooks and similar
guidance on tools and means are avail&tiNevertheless those most frequently used instrusriant
city marketing should be mentioned:

printed and visual material (the latter is ofteri@stimated)
internet

press / media campaigns

events

fairs, exhibitions etc.

cooperative design, logo, slogan

lobbying, competitions, awards etc.

various actions / supportive actions
(depending on aims / concrete tasks / projectizecis' bus, vouchers, ...

3.2.8 Recommendations

Based on experiences in Op-Act partner cifigge following recommendations were compiled:

Key conclusions:

It is useful to have one specific symbol of the,dihis could be a building, an institution, a
work of art, an event, etc. - the more specifie, etter. This symbol can then embody the city
image (like the Eiffel Tower in Paris).

Inhabitants need to believe in the city and inithage, if they don't - it is not an honest image
and will not work in the long run.

Do not have an unrealistic image, if there is a@mhction between the image and reality - it
will very soon spoil the image!

To have a positive image, it is important to hawedliving conditions (housing, public
spaces, green areas, cultural opportunities, etc.)

Measures needed:

Public participation: involving the local resideffitsm the very beginning in creating and
communicating the city image - if they believe and committed to the image, they can
become the best sales agents.

Maintain traditional values and build on them: "idorget where you come from". It is no
use creating a trendy, hip image that is not ia iiith your values - it will always remain an
artificial image without roots.

!5 Detailed descriptions and case studies may kedféar example in the following documents:

(in English) http://www.city-regiomarketing.nl/plicatie/pub10.pdf
(in German) http://www.stmwivt.bayern.de/fileadivWeb-Dateien/Dokumente/wirtschaft/Best-practicéfaden. pdf

6 comp. annex for more details
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* Plan your image and image building / communicagiooctess carefully. Don't stop there,
though! Each person has a drawer absolutely fullariderful strategies. Put your plan into
action - start to implement it!

» Use the tools of Web 2.0; whenever people lookrffarmation, a service or a product, they
turn to the internet. So when you market your giyy can't avoid using Web 2.0 tools. When
you do this, though:

(0]

(0]

(0]

(0]

take it seriously, plan, prepare for it

before you start, have a clear idea of your 'braém@nd promise(s)’

be patient: it takes time and a lot of work to iggstults

don't use just one tool, use various tools in aegirated way

As an overall result the following model of an itlgical city marketing process has been
developed. This model is seen as a blue print foagketing a city.

Fig. 14: The process of city marketing

initiative

analysis

<=

vision
strategy
concept

<

implement
management

<=

controlling

search and contact potential partners and multgplie

raising awareness, developing a common understguadicity marketing
establishing a project and coordination team

determining the approach (project plan)

analysing existing data base (e.g. statistics, xgmenions, polls, concepts in
previous urban development processes ...)

image and location analysis in the context of cditipe cities
strengths-weaknesses-opportunities-threats SWOIYsasa

defining goals, mission statements (spatial anchétie priorities)
defining the action areas

developing policies and drafting an implementatitan
(priority, responsibility, deadlines, resources)

developing an organisational concept (organisatistnacture, range of power in
various actors ...)

project planning and financing

establishing and institutionalising city marketing
appointing (a) city marketing manager(s)
recording activity and implementing measures
networking with stakeholders

establishing control mechanisms (qualitative anandjtative)
evaluating implemented measures
regular feedback vis-a-vis urban marketing stratggjgctives
if necessary, adjusting the strategy
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4. Social inclusion

4.1 The need for social action

Ageing together with outward migration of skilleddamotivated young people are major challenges
for Op-Act partner cities. As a result demogragnd social structural changes occur and lead in
some degree to social exclusion. In addition, aréities have to deal with the challenge of kegpin
elderly people included in urban society.

Exclusion does not only harm affected groups bet #he whole 'atmosphere' and living conditions
within a city. It is against this background thaedOp-Act work package is addressing social
inclusion. And it is against this background theti@n in the social field is essential to cope with
shrinkage and economic decline. This type of adtia® two basic objectives:

» to avoid social exclusion for the sake of socialige

» to utilise skills, knowledge and abilities of exd&d groups for the sake of the city’s
development

Based on the experience of partners in their owrtesth the following most vulnerable social groups
were identified:

» young people in general, being in danger to beugbed due to the lack of job opportunities
and/or to reduced social and/or educational faedlit

* young people who are already excluded (for instacb®ol drop-outs)
* young adults who intend to leave the city

* remaining young adults with insufficient skills

* unemployed people

» elderly people

* migrants who are in many cases among the firstavheeffected by a decline in the labour
market

* population in disadvantaged neighbourhoods

Specific needs of these groups in partner citiesbeaderived from table 7.

4.2 The scope of possible actions - specific target groups, needs and aims
In order to derive recommendations several EU ptsjand practical examples from Op-Act partner
cities were analysed and discussed. A detailedrigtisn of these examples are included in the annex

Most of these projects are targeting several okteal groups mentioned above. For this and
practical reason one can distinguish between piojeat intend to reach young people, elderly
people, migrants and population groups living iaafic neighbourhoods. Some projects are targeting
young and elderly people at the same time.

Table 7gives an overview on projects derived from partites in a synoptic form.
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Table 7: Case studies' overvigw

Project /city Main target group Overall / main aig)( | Main actor Main instrument(s) Evaluation/ |Integrated
monitoring management
approach
Dabrowa Gornicza | disabled young providing education angmunicipality, training, yes no
S o S Chkehools | physicalnfasiucural | (A0S
P measures
Nagykallo unskilled and integration in city life | national, regional| action plan, not stated unclear
uggrr;gloyed young |and economy ?nos\':i?rrt]ig]r?;t/ physical / infrastructural
peop u ' measures,
municipality training
Legazpi elderly people enable them to live or) municipality physical / infrastructural | not stated no
(guided apartments) their own and to measures,
|_ntegrate in city social social services
life
Graz young and elderly |link young and elderly | municipality awareness raising, in part no
(Points4action) people inhabitants bonus system for young
people
Rezekne high or craft school prevent outward municipality, physical / infrastructural in part no
graduates migration school measures,
training
Ancona immigrants (3 promote intercultural | municipality, workshops in schools, not stated no
generation) dialogue, awareness NGO cultural / art exhibition

raising for added value

17 for more details: comp. annex




Project /city Main target group Overall / main ais)( | Main actor Main instrument(s) Evaluation/ |Integrated
monitoring management
approach
Medias various age groups | awareness raising for | municipality, festival not stated no
(rggw;lg) young life long learning, NGOs,
beop include NGOs and local
business in education cultural
institutions
schools
local business
Legazpi young entrepreneursadvise on business anddNGO new institution not stated no
(business advisory | SMEs, NGOs other issues (with voluntary work)
senior citizen
volunteers)
Leoben women with increase health municipality workshops not stated no
migration awareness inter-mediators
background
Berlin immigrants specific support municipality and | personal advice and home |in part no
E:(e)z;ggt)sourhood ]E;Vrcr)“rlr;gg and awareness raising for urban districts \r/rlgttjsi;gr;ugh trained inter-
) ) health, nutrition and
educational issues
Bremen young people inclusion of immigrants| municipality centre with activities in the | in part yes
young immigrants | dialogue between NGOs ]::?J:?uv;ltlang fields:
groups political parties | ecology
national education
institutions
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Project /city Main target group Overall / main ais)( | Main actor Main instrument(s) Evaluation/ |Integrated
monitoring management
approach
Berlin people in a neighbourhood municipality and | NM team yes yes
OO | om0 oM SIS counc (ronitring
vulnerable groups) igﬁgiaorr:d economic | NGOs neighbourhoods funds system)
citizens' groups
sadv 9ed groups | o yycational
institutions
Graz people in a Activities for senior municipality LA21 in part yes

(Wir am Deggenhof)

neighbourhood

citizens, for women,
networking cultural
facilities in the whole
city, publishing a
newspaper, improving
public park, etc.

urban district
council

project management team

mixed advisory groups
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All the EU projects having been analysed targeteibs inclusion of young people, elderly people and
migrants (comp. annex). Most projects targetingtly@nd migrants combine approaches and
measures that aim to foster social and economiasiun as well as capacity building. The overall
lessons learnt from these projects are the follgw@ther - more specific - lessons are incorporated
into the recommendations stated nelow.

» Projects targeting elderly people either aim toagme infrastructure (for instance housing,
homes for the elderly) or have very specific aineslicing alcoholism).

» Except for projects dealing with neighbourhood nggmaent and enhancement, no project
deals specifically with families and the populatmwhort between approx. 30 and 60 years.

Four parallel Op-Act working groups dealt with fleer main challenges of social inclusion, target
groups, core solutions and hindrances.

The following main target groups were identifiedtba basis of the situation in partner cities:

* Young people
Several partner cities are confronted with the flaat motivated and skilled young people
move away. To find approaches for the young peaptaining is an even more challenging
task. Nevertheless, steps have to be taken atrBrs&zge, as this phenomenon not only
affects the image of a city but also the inhabgtaimtage of 'self-confidence'.

» Elderly people
Isolation among elderly (retired) people and thadisation that people lose knowledge and
skills quite rapidly after retiring is a core prebi in several partner cities.

» Disadvantaged groups
In addition to the groups mentioned above, theeso#iner groups where action is needed for
them to be included into urban society. Thesefaranstance, school drop-outs, handicapped
people, or young people growing up in (jobless)ifi@sdependent on welfare transfer
payments (the 'social heritage' phenomenon).

* Migrants
Migrants as a target group for approaches withretgasocial inclusion were discussed in a
two-fold way: several partner cities are facingllgmges related to excluded and/or not
integrated immigrants. On the other hand, inwargration has been identified as a solution
to shrinking.

4.3 Recommendations

Based on these target groups the following mainasedall aims and principles were identified:

» Social inclusion is nearly impossible without lingirespective approaches and projects to
economic development. Thus steps in the WP 2 §btilild be followed up and linked to
actions relating to WP 3.

» As social exclusion as a 'mass phenomenon' affieetenage (and self-image) of a city,
approaches in the field of inclusion should bedishko WP 1 (new narratives, branding).

* As social inclusion needs to address living condgiand circumstances of the target group,
holistic and integrated approaches are more pramisian narrow, very objective-oriented
approaches.

* Young skilled people should be motivated to stagrieven return to the city.

» Elderly people should be motivated to share thgdeeence and skills for the sake of their
urban society (social, economic, cultural).

» Immigrants should be motivated to integrate (lamgguskills, knowledge of the legal and
administrative 'culture’ of the host society, fgaeple).
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Immigrants (and commuters) should be motivatedawgario the city.

In addition to several practical examples to aohignese aims (cp. short papers by working groups)
synergetic approaches were discussed in ordankg/diung and elderly people. One working group
summarised these considerations (cp. fig. 15).

Fig. 15: Linking approaches for elderly and yoyrepple
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Specific recommendations

Project management:

Life is a holistic matterSocialinclusion needs to approach people in a holistig. wa
Integrated programmes and projects involving masgiplines (and views) are more likely
successful than approaches that are organisettaditional, single discipline oriented way.

Social inclusion does not happen overnighitojects and programmes aiming at social
inclusion therefore need time and patience, lagilgical support, reliable and secured
(continuous) financial support. Policy making icaance with the public purse of the day is
inimical precisely in the case of social projects.

Social inclusion needs trusBuilding trust between municipal personnel andttirget group

is very important. Again, this needs time and patge Building trust can be underpinned by
commitments of inter-mediators who have similanialoar cultural backgrounds to the target
group. In larger projects it is helpful to haverajpct team on the spot. Some team members
should also have the same background as the tdrgepilation.

Social inclusion cannot be commanded, projectsgandrammes cannot be pulled like
rabbits out of a hatAppropriate advance preparation for a projecthiézal and
environmental conditions, social needs, educatimhcapacity building) is therefore essential.
Personnel selection should start simultaneously aperation plan development, because it
takes time to acquire the right personnel. An di§palitically) accepted framework strategy
/ vision can guide individual projects and alsopnts successful implementation.

People are not only a target group, but are alstkeholders:All the important stakeholders
should be included from the very beginning. Mostigloprojects also need involvement of
stakeholders from the non-public sector. Their cament can be essential for the success of
a project. A project-oriented decision making badywhich these stakeholders are included,
can encourage success. The body also helps toaimaplitical support for the project.
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Creating a corporate identity / an image of thejpm can helpUnification of elements such
as group and central philosophy, objectives, irdlecommunication and unified visual
presentation are necessary for external commuaitatid presentation. Developing a
corporate identity leads to a high level of idenéifion with the overall project, which brings
positive results internally and externally.

Ongoing training and education not only for thegear group:Further job training is

necessary to further develop and optimise all dg/within the project, especially within
administration and management areas. Further igalmas a motivating, revitalising effect on
employees and therefore stabilises the internabgement system. The system also becomes
more professional. Training in public relations,nagement, organisational structure etc.
create greater self-confidence within the sociamise.

A city has many 'natural’ resourceSreativity and innovative thinking helps to overe®
financial constraints. Using the knowledge of elgpeople for training purposes is one
example, linking young people with elderly peope $ocial work in homes for the elderly is
another. The same is true for self-help approaohesing unused / under-used public
buildings for new purposes.

Social projects are not enouglm order to be successful, social approaches twekd
accompanied by other measures (improving ovesatidiconditions in the city, labour market
etc.). Even though a rather broad and integratpdoaph such as neighbourhood management
has many positive results (strengthening selfnekaleading to improved living conditions
within a neighbourhood, strengthening social rel&hips, coherence and accountability of
inhabitants), it has only limited effects in otliields (labour market, poverty for instance). It
has to be accompanied by other, structural measbhest-term or limited period (isolated)
project activities can only be an initial step,ivties should be repeated and supplemented or
expanded by means of long(er)-term projects.

Communication management:

"When you do good work, don't hide your light unddrushel!":Strategies with regard to
publicity, marketing, PR and communication manag&naee important to reach target
groups, disseminators (trainers/multipliers) ancislen makers. The strategies are also
critical in presenting the project and engagindialogue with the local community. A

public opinion survey should be launched, for ins&g and an information campaign on the
guestions of project aims and benefits should i@amented. In many cases other social
entities (such as schools, kindergartens, heatitres) also benefited from a project.
Communicating these synergy effects helps to gditigal and public) support. Project
activity information should be disseminated notyamh the local but also on the regional and
— if feasible — the national level.

Education and training for young people:

Formal education is not enougfithe formal educational system should be compleetcby
informal educational activities. Informal learnirsgues are becoming more and more
important. Informal learning environments shoulddased on multi-actor collaboration.
Combining the expertise of different organisationthe youth / education fields helps young
people to make choices in education There arénftance, examples/case studies of good
and very successful cooperation between schooldasidess in this field.

Actual knowledge is often underestimatBdojects focusing on the interests and actual
knowledge of young people are often more succefisdin projects that try to foster formal
gualifications. On the other hand, it is importentaise knowledge and provide information
about all the options in (formal and informal) edticnal systems and on possible routes to
the labour market. In this context, learning hovehoose and recognising talent is important.
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Adult support is crucialSeveral successful projects use the skills, exped and knowledge
of elderly people for training and educational msgs in young people. This at the same time
opens up ways for social inclusion of elderly peopl

Informal education has its limitation&tructural changes in the education system are
necessary (for instance, linking school curricolghie needs of the economy). In many
countries, however, this does not fall in the maedd towns and cities.

Social inclusion at neighbourhood level — additioneecommendations

Improve inclusion in all important fields of life.
Proceed as comprehensively as possible.

Include and motivate everybody who is able to abaote and give citizens an active role,
also especially young people.

Strengthen inhabitants' local networks and theilifig of being at home in the
neighbourhood.

Open up and adapt amenities and services to irdmbineeds, so that disadvantaged persons
also find access.

Young people and children first - draw on theirgrdtals and strengthen inter-generational
understanding.

Reduce segregation - develop inhabitants' qualitifjeoand make efforts to overcome
prejudice.

Valuing the culture of immigrants as an added vatuarban life in an 'official' way can help
to overcome barriers.

Focus on the positive contribution that internagiaialent and migrants can make to city
economies.

Cultural activities support dialogue between difarcultural groups.

Improve neighbourhood connections to the whole aitgt boost the city's solidarity with the
neighbourhood.
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5. Selected tools and approaches
There are two core elements in most recommendatnordealing with demographic and economic
structural change:

» plan and implement projects in a holistic manner,in most cases integrated projects are
more adequate than sectoral projects are;

» involve the general public in the planning and iempéntation process and choose the right
stakeholders.

5.1 Integrated projects

Implementing integrated projects is a managememtoggh in its core. It concerns management of
cross-cutting issues in policy making that transicéye boundaries of established policy fields. It
requires

* holistic political strategies oriented more clos&lyards the complex sources of problems
and towards inhabitants' conditions of life,

» political control in order to achieve overarchingipy objectives,
* new decision making structures and institutionanges in municipal authority bodies,
» coordination between the separate specialised the@ats of municipal authorities,

» coordination between various levels of governmeaut @uthorities (e.g. district or borough -
municipality - region - country),

» including civil society and/or business in makimglamplementing decisions.

Thus, policy integrations refers to both horizomtégration between policy sectors (different
departments) and vertical inter-governmental irgggn (between different tiers of government), as
well as beyond administrative boundaries (in theld® sense: city authorities - regional / national
level administration and administration - civil sety).

Answering the following questions can help to inmmate the right skills, departments and
stakeholders into a 'site advantage' project:

Horizontal dimension (departments within a municipality, for instance):
*  Which other departments and disciplines are aftebtepotential measures?
»  Which other departments and disciplines can payitontribute to the project?
* Which policies, which political/policy commissiorsymmittees or councils are affected?
» Vertical dimension (other tiers of government, regional governmeuttjristance):

» Is a government/ an administrative body at a diffi€level (region or district for instance)
affected? Which departments at this level are &gt

» Can other government levels potentially contrildota project?
» Are there legal regulations or mutual agreemergsirmg other levels to be involved?

Beyond administrative boundaries(other municipalities; private and business seaioil society
and social and community sector):

» Are other municipalities affected or can they ptitdly contribute to a project?

* Which stakeholders and stakeholder groups / reptatbees outside the public sector are
affected?
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» Which stakeholders and stakeholder groups / reptathees outside the public sector can
contribute to a project?

5.2 Stakeholder analysis

Stakeholder identification
Potential stakeholders in the non-public sector are
* individual people in an affected community or ndighrhood,
» spokespersons of a community,
» citizens' action groups and NGOs,
* non-profit associations and societies,
» commercial and business umbrella organisations,
* companies and firms.

The following questions can help to decide whethere is a potential contribution to the
development of a project and the implementatiomeésures:

* To whose benefit will the potential outcomes ofr@j@ct be?

* Which interests exist? Do these interests sugbegproject will be welcomed/supported or
will there be opposition/resistance?

* What information, knowledge and expertise is ne@d#ftho has it?

» What other resources (financial or in-kind) aredes? Who has it?

» Whose decision/ approval is needed?

» Are there legal requirements for the inclusionpdcific stakeholders?

In many cases it is not sensible to include aleptal stakeholders into the development or
implementation phase of a project. On the bastee@fjuestions mentioned above, the following
matrix can be a tool for making a decision as o weeds to be included:

Fig. 16: Influence-Interest-Matrif

high influence low influence

high stake

low stake useful for opinion formulation anc lowest-priority stakeholders,
‘brokering’ informing them is sensible

The initial stakeholder analysis does not leaceBults that are carved in stone. In many cases ther
will be a need to include additional stakeholderthe course of a project while others retreat. The
basic principles and decision making tools for statder inclusion, however, are relevant in a later
phase of the project as well.

8 UN-Habitat (2001): Tools to Support Participgtbirban Decision Making. Nairobi, p. 24; supplengghby the author
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An adequate project management needs to ensumcbhdlaepresentation and that all relevant
stakeholders are included. Relevance, howevensrafi only to the questions mentioned above, it
refers also to gender and social justice. Thergfarénstance, social groups and members of these
groups whose power and ability to formulate thefeiests is constrained. Including them is cenainl
a task of good governance.

Stakeholder and residents' mobilisation

Mobilising the general public in deprived areasfien a very challenging task. Generally speaking
classic-type public participation procedures rethcise residents groups who have a special
connection to the area or those who are dependenparticular degree on capacity to function and
quality of living locations. These are for exampteially stable families with young children or sigo
who are active in citizens' action groups or cortees. In disadvantaged neighbourhoods, high levels
of fluctuation, frustration about one's own sitaatidistrust of 'politics’ or politicians and a pootion

of residents who have, due to personal problem®aied into an ‘inward isolation’, make activating
residents to assume responsibility more difficult.

Stakeholder mobilisation needs communicatiight at the outset the potential advantages ad t
anticipated outcomes of a project need to be corrated, opportunities for residents to influence
development need to be made clear. Often it isod gbea here to include well-known and accepted
figures in the community. In some instances smiadirfcial rewards have been made available as
encouragement to become involved in the project.

Stakeholder mobilisation needs patienfreguently it will not be possible right at theg@ning to
include all the relevant stakeholders. That is @hsing the course of the project too not only the
outcomes and interim results, but also difficuléeising, need to be communicated. Often some
groups can be reached after some time has elapbed,the first positive project results can be seen
fears of getting into contact can be appeasedtdrabibecome evident that residents really cart exer
some influence.

Stakeholder mobilisation needs transparemogtives and reasons for a project and for indigidu
decisions in the course of the project need touike @vident and comprehensible. Hardly anything is
more damaging than an impression that a projeattnal fact is (in addition) serving different
purposes other than those which have been postutate specific interests of individual groups are
being served and this is contrary to one's owrests.
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