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1. Introduction.

This is the second thematic paper for the OPENCities project. The first paper covered leadership of open cities, produced in summer 2009. This paper deals with the internationalisation of opencities and the third paper will address managing diversity and supporting integration and inclusion in open cities.

In this paper we attempt to draw out lessons on the links between the internationalisation of the population of a city and the wider internationalisation processes. This study aims to consider to what extent cities and metropolitan areas worldwide have transformed their provision and offering to capitalise on international opportunities. What is of interest in this paper is how cities are responding to new trends and what range of actions are becoming available to stimulate a virtuous cycle of internationalisation.
We ask questions such as:

· What do we mean by city internationalisation?

· Why do cities seek to become more international in their orientation?

· What is the role of population internationalisation in the process of becoming an international city?

· What are the promising practices that cities are developing here?
· How do they work?
We have selected 8 cities for initial case studies. In each city we profile their internationalisation process and one or more practical initiatives that they have taken.

	City


	Internationalisation Case Study.

	Madrid
	Madrid Global International Office

	Miami
	International trade promotion

	Singapore
	Contact Singapore: Office for International Talent

	Turin
	Strategic urban planning for new international roles

	Vienna
	Spurring migrant entrepreneurs

	Cape Town
	Leveraging World Cup 2010 for global talent and social integration

	Amsterdam
	A new international brand to build global affinity

	Zurich
	Tax/quality of life framework for international workers


1.1 Why do cities try to internationalise? Which cities do this and why? 
Cities in the twenty-first century are encountering a series of trends and challenges that have, with some exceptions, never confronted urban policy leaders before. Faced with intensifying globalisation over the past two decades, cities are subject to the potential of dynamic population changes and immigration flows, enabled by improved human mobility. 
· The technology-driven deepening of global economic linkages, only partly ruptured by the 2008-9 global recession, is demanding city specialisation within global value chains. Cities must develop a platform to serve international companies, develop clear niches and decisive international roles in the process. 
· The political impact of continental, and indeed global, political integration (EU Enlargement, NAFTA, ASEAN, Mercosur, FTAA and MEFTA) means that cities have opportunities to position themselves within an open international system, support the international community’s co-operative efforts and attract an institutional presence. 
· Modern economic sectors have become international in their very character. Transnational tourist arrivals hit 922 million in 2008, with forecasts of a staggering rise to 1.6 billion by 2020.
 Cities need to achieve visitor destination status if they are to be capable of hosting and servicing international populations in all capacities. 
· The crucial function of international populations is to nourish the city with high quality diverse skills which facilitate the operation of important city functions. 
These trends mean that cities need to cement a network of support for global firms, provide the right quality and scale of real estate, construct premium digital infrastructure, hone a balanced cultural provision, and facilitate the emergence of international media and cuisine. Cities must also have comprehensive international connectivity, a confident and well transmitted brand, diverse and credible communicative relations with international markets, and a sincere pluralist perspective permeating all its international affairs. 

How do cities internationalise?

· Large cities, capable of hosting a critical mass of activity, have developed an international-facing orientation as a central feature of the policy-making mosaic (Sao Paulo, Mumbai and Istanbul)

· Smaller cities, with a distinctive cultural niche or economic specialisation, look to enhance established reputations in specialist fields (Edinburgh, Zurich, Boston)

· Secondary cities have sought to escape a constraining national urban system by looking further afield to attract investment, events and people (Manchester, Barcelona, Cape Town)

· Eminent historical cities have sought to re-configure their international positioning, based on an indelible international legacy (Amsterdam, Hamburg, Venice)

Not all cities are suitable to undertake such a programme of internationalisation. Alongside questions of cities’ organisational and fiscal capabilities, the prerequisites for internationalisation are an identifiable match between a city’s economic and social assets and the demands for such attributes internationally. 

1.2 How do our eight case study cities illustrate this? Do they show different reasons and methods for internationalisation?
Amsterdam’s internationalisation effort aims for a thorough renewal of its international roles in order to re-invigorate its bohemian identity and singular mix of business and recreation.
Miami’s internationalisation strategy has been motivated by a concern of losing competitiveness given its small population, peripheral location, comparatively undiversified economy and secondary position in the North American urban hierarchy. 

Turin’s recovery from its profound loss of identity in the 1990s has demanded it look beyond its national potential and find new international roles (higher education, high tech engineering, design and innovation). 
Madrid’s internationalisation policy has emerged amid the recognition of the huge opportunity that accompanies the city’s status as the capital of the Spanish-speaking world. 

Vienna has also arrived at the post-Cold War, enlarged EU, era with profound opportunities to reorient its international direction and become a hub for a Central Europe region.
Geographical limitations, resource deficiencies and the lack of indigenous high quality human capital have determined that comprehensive internationalisation be a sine qua non for Singapore’s long-term urban success and sustainability. 
Zurich’s challenge has been to re-assert the strengths of its tax regime and enhancing cultural and recreational amenities against the background of a shortfall in the domestic production of talent. 
Cape Town has emerged from its socio-political transformation in the 1990s to once again prioritise its international economic positioning. Overcoming the city’s secondary status vis-à-vis Johannesburg has motivated an intensified focus on international trade and attracting global firms. 

All eight cities have adjusted to the new economic and political playing field produced by globalisation, and are looking to redefine their role within globalisation more effectively for the future. 

1.3 What does an internationalisation strategy include? How similar are they?
Connectivity – development of a competent infrastructural and logistics platform for international trading activity.

Infrastructure and Land Use – optimisation of the physical built environment, replacement of sub-standard housing, comprehensive public transport, the creation of international zones and clusters calibrated and oriented towards international sectors. 
Cultural amenity - investment to attract and support international-calibre cultural amenities.

Identity, Values, Character (Brand) - explicit international branding orientation to create a set of messages that re-adjust the city image among international target groups or galvanise citizens behind a common vision of building a world class city. 

Internationalisation strategies attempt to orientate a city’s development efforts towards a globalised world, and provide a formal articulation of the city’s response to the challenges of globalisation. The more consolidated these strategies are within a single unifying document, the more they prevent ad hoc and disorganised policies from proliferating, and the more they ensure a holistic approach is taken.
1.4 What role does population internationalisation play in the wider internationalisation process: how do they reinforce each other?
The formation and consolidation of international human capital is both constituted by, and helps to constitute, the location of strong scientific, cultural and quality of life amenities. It is now being recognised that international immigrants transmit their skillsets and knowledge amongst their new colleagues and throughout their new environs. This has the effect of driving up the standards of all organisations working in such sectors, enabling local clustering of high-knowledge activity. Cities across the world are thus encouraging the immigration, integration and co-existence of diverse international populations as a key shaper of urban competitive advantage.

Growing city-to-city competition for this comparatively scarce human capital is being reported.
 Cities now need to take into account that the decision of high-skilled migrants to move to, and remain in, a new city will depend not only on labour market perceptions, but also upon the ease of adjustment and integration, the ability to negotiate family and community ties, and the quality of living experience. There are several key areas where the battle for global talent is being played out:

· Competition among corporate firms - urgent competition for qualified engineers and tech-savvy professionals, and knowledge production workers. The ageing workforce and declining fertility rates in many cities in Japan and Western Europe is necessitating an international replenishment of the corporate labour pool.

· International students – cities compete to attract the 3 million international students worldwide.

· Private R&D and academic institutions – a race for foreign staff desired for their specific expertise, language skills and familiarity with new markets.
 The shift towards collaborative R&D, co-invention of patents and institutionalised knowledge sharing across borders is demanding that cities facilitate these exchanges.

More comprehensively internationalised cities seek a generalised infrastructural and quality of life improvement city-wide, as almost all types of international skillsets are demanded. Other emerging cities have primary obligations to provide niche areas – often in the form of private gated communities - for their highly educated foreign talent pool to live in.  Indeed, most world cities have begun to recognise the positive effects that opening up to international populations can bring. Subsequently, over the next decade, it appears that open cities will need to place international talent mobility policy higher up the policy agenda. 
1.5 Why and how do some population attraction initiatives work? What are the success factors of such initiatives?
The success of initiatives in the pursuit of attracting international populations and internationalisation more generally has been mixed.

· Achieving co-ordination among the different stakeholders. Gaining a unified approach is often best achieved by providing the city Mayor with ultimate responsibility for programme implementation.

· The role of the city-region in the long-term capacity of the urban area to host international populations and firms- mechanisms are needed for ensuring the area outside the city boundaries can provide the appropriate R&D, public spaces, quality housing, and commuter facilities required to retain a large knowledge worker base.

· A robust engagement with the private sector – to improve marketing, investment conditions, and internationally-demanded quality of life. 
· Ensuring profile-raising initiatives tally with the reality of openness is a notable determinant of success- some cities have achieved success in institutionalising a certain global branding approach, but have so far failed to extend this institutional parsimony to the overall offering aimed at attracting diverse populations. 

2. Madrid

Internationalisation Strategy

Madrid has one of the most comprehensive internationalisation strategies of any world city. The City of Madrid has taken a more pro-active role in economic development, implementing policies to support science and technology and entrepreneurship, and internationalisation promotion. The city is distinctive for orienting its entire economic development strategy around global forces.
Madrid’s updated 2008-2011 strategy ambitiously aims to reclassify Madrid as one of the great global cities, the leading city of the Spanish speaking world, the link between the Americas and Europe, and a leading partner with emerging Asian Cities. The strategy aims to identify Madrid's competitive advantages, build internationalisation vectors, and focus on specific geographical areas: Madrid's competitive advantages have been identified in competitive industrial sectors such as aerospace and renewable energies, and service sectors such as advanced business services, healthcare, finance, culture and entertainment.
Examples of policies which support the strategic objective of Internationalisation:
· PromoMadrid. Adopted to maintain the region’s attractiveness to global firms.
· ‘www.esmadrid.com.’ This single web-portal acts as a platform for the entire city to project its brand internationally.
· IMMIGRAMADRID. This is a web portal aimed at helping immigrants integrate into the City.
· Attracting International Students. In April 2008, the Instituto de Empresa acquired private Spanish university SEK in Segovia, in an attempt to capture the global post-graduate and professional market.
· Attracting International Visitors. Reputation for hosting international trade fairs and exhibitions, and cultural events acts as a vital catalyst for socio-economic development and internationalisation e.g. VivaAmérica festival. 
Case Study Initiative – Madrid Global: A dedicated organisation for Internationalisation Activities
Madrid Global is primarily an ‘internationalisation bureau’ rather than a development agency. It was created as a response to Madrid’s global aspirations and the City Council’s recognition of the globalised nature of the world in the 21st Century. It operates through municipal diplomacy, co-ordination of international projects and initiatives, and leverage of international activities by leading Madrid based institutions and companies, including global firms, universities and research centres, and inter-governmental and non-governmental bodies. 

Madrid Global is dependent on the External Relations and Research Co-ordination Division within the Deputy Mayor's Office. Madrid Global has opted to extend its own ‘traditional’ International Relations measures and projects, and has decided to complement them with new approaches, strategies, programmes and tools to ensure a solid international position for the city of Madrid in the coming decades.
 Madrid Global has four strategic objectives:

· Madrid, the third European Metropolis.
· Madrid, focal point of the Spanish speaking world.
· Madrid, a nexus between cultures and continents.
· Madrid, an urban reference point for highly dynamic emerging cities in Asia.

Madrid Global’s core business and its specific projects predominantly fall in line with the city’s 2008 Strategy for International Positioning (2008-11). Madrid Global, therefore, employs a number of basic types of action to set this strategy in motion:

· International affairs and city diplomacy e.g. participation with international bodies, liaising with other cities and international networks, strategic alliances involving international companies, and projects with the aim of strengthening the city’s position and prestige at the international level.

· The management and execution of the international projection of the City.

· The fostering of public-private partnerships for internationalisation throughout Madrid.

Budget and funding mechanisms 

Madrid Global was granted a budget of approximately EUR 8.48 million for 2009 by City Hall. It is likely that this budget will remain stable. Approximately EUR 3.1 million will be committed to human resources, EUR 3.9 million to existing projects, and EUR 1.4 million to operational costs.

These figures show that around 50% of this budget is already committed to existing projects. In effect this will involve a capital transfer to existing organisations. Examples of such projects with longer-term partner networks and bodies include:

· Supporting ‘Houses’ such as Asian House, Arab House and Israel House. 
· Collaboration with the UCCI network, the Iberoamerican City Capitals Network and the Eurocities network.

The remaining 50% of the budget, the majority in fact, is reserved for Madrid Global. This shows that the City Government supports the internationalisation policy of Madrid. 
Madrid Global has also created the Madrid Global City 2010 Foundation to prepare and manage the city’s participation in the 2010 Shanghai Expo. The Foundation is financed by Madrid Global, the City Council and private partners.

3. Miami
Internationalisation Strategy

Immigration in Miami since the early 1960s, beginning with the Cubans, has been characterised by the influx of a business-entrepreneurial class with diverse trade connections with Central and South America. As globalisation has deepened, and the flows of finance and commerce have intensified, Miami’s entrepreneurial base has come to play a key facilitator role, feeding international economic interdependence. 
The lesson of international openness in Miami is the importance of attracting internationally-focused and creative populations with ‘cultural connections’.
 Miami’s Latin American populations have been outward-looking from the very outset; aided by local business elites, and more recently development agencies and trade corporations, these new populations formed firm commercial links with their country of origin, deriving innovative means to benefit from the potential of relocating finance and trade functions. 

Miami has subsequently positioned itself partly as a gateway city for businesses to exploit the huge market potential of the Americas, but also as ‘The Sun and Fun Capital of the World.’ This positioning illustrates its attempts to appeal to both the business and consumer markets and is an explicit attempt to gain a market advantage in the emerging economies of the Americas. Internationalisation efforts are achieved more through the efforts of the Chambers of Commerce and inward investment attraction agencies rather than any overarching strategy.
Examples of policies which support internationalisation: 

· The Beacon Council. The main portal for information on FDI in Miami. This innovative public-private partnership acts as Miami-Dade’s economic development agency.
· Attracting International Institutions. For example, Miami has advocated hosting the headquarters of the Free Trade Area of the Americas (FTAA).
· Attracting International Populations. Miami is an example of how openness can provide a definitive advantage in terms of human and entrepreneurial resources in the era of globalisation. 
· Attracting International Visitors. New, October 2008, $2 million global marketing campaign (collaboration of The Beacon Council, American Airlines and the CVB) - ‘Miami: Where Worlds Meet’ - to promote Miami-Dade County as a dynamic, world-class destination for business, vacation and meetings. Focuses on six key sectors - life sciences/biomedical, fashion design and architecture, aviation and aerospace, financial services, technology and tourism.

· International Events. Proactively seeking to be listed as one of the host cities for the US 2018 and 2022 World Cup bids.
 Aims to bring the USTA’s International Pow Wow, hosted there in May 2009, back to the city by 2015.
 
Case Study Initiative: Promoting International Trade

In 2002, an International Trade Consortium (ITC) was created to promote the international competitiveness of the Miami city-region. Whereas the Beacon Council is charged with encouraging foreign direct investment as an alternative mechanism for job creation, the government-financed ITC is in charge of increasing exports and hence jobs and wages. While many cities have these two activities headed by the same body, these two local strategies are carried out separately in Miami to maximise international business activities. 

The exclusive focus of the ITC is trade promotion (imports as well as exports), with liaison-facilitation playing a vital role its mission. Miami-Dade County is thought to possess the best developed trade promotion authority as a single-focused entity in the US. Miami’s experience has demonstrated that public-private cooperation and coordination is essential, and demonstrates the benefits of having a trade agency that is narrowly focused and avoids overlap and duplication with other bodies.
 

Structure and finance

The ITC is a county-level government agency working to make Miami the ‘premier hemispheric platform for two-way trade with the rest of the world.’ Its Executive Director works with between 10-15 full time staff. The Department is divided into four sections—Finance and Administration, Marketing and Outreach, Sister Cities Program, and the Trade Development Board. The 34-member Board of Directors is chaired by the Miami-Dade County Commissioner and is comprised of representatives of key trade-based economic development bodies in the region. For the fiscal year 2007-2008, the ITC had a publicly generated budget of $1.55 million. 

The primary services/programmes of the ITC, are:

1. Organising and leading trade missions.
2. Liaising with trade offices.

3. Providing technical expertise and support for SMEs that show potential for growth
4. Developing and recommending trade policy issues; staffing the ITC and Sister Cities Board of Directors.
Strategic Planning

The ITC’s Strategic Plan draws directly on county level strategy and business plans such as Miami Dade County’s 2003 – 2007 Strategic Plan. In 2006, the ITC implemented a formal strategic planning process, identifying long-term strategies for the ITC’s commitment to four areas:

· African Trade Initiatives

· Asian Trade Initiatives

· European & Middle Eastern Trade Initiatives

· Western Hemisphere Trade Initiatives

In 2009, the ITC has organised inaugural business development missions to Sao Paulo and Belo Horizonte, Brazil, acknowledging its largest trading partner. Another mission is being made to Dakar, Cape Town and Johannesburg, in October 2009, as part of the first group of cities from Africa to become Sister Cities.

The ITC performs outreach to brand Miami as a global gateway and inform the local community about trade related activities in the region.  The ITC forms part of Miami’s trade promotion environment that is heavily decentralised and diffused with informal mechanisms among public and private groups and agencies dedicated to trade promotion. Although the ITC was criticised in 2009 for not carrying out a full inventory of contracts secured,
  the Consortium shows a successful alternative to cities that have created cooperative and heavily coordinated trade promotion capability and presence. 
4. Singapore
Internationalisation Strategy

Singapore’s entire ethos, economy and culture is based upon internationalism - establishing itself as a global ‘hub of hubs’. The city-state aims to retain its position as a key node in the global economy through the attraction of international businesses, population, international FDI and by becoming regional and global hubs for the light manufacturing and service sectors. By 2009, the number of foreign residents had reached 1.25 million.
 The government's conspicuous promotion of the inward flow of foreign talent into the city's high-end economy is part of an overall strategy to raise its external competitiveness on a Pan-Asian and world stage.

Singapore has recently formed the Economic Strategies Committee (ESC), which is a high-level national body that seeks strategies to grow Singapore's future as a leading global city in the heart of Asia. Singapore's internationalisation strategy will be refined in the process, and the Committee’s final report is expected around May 2010. New strategies of internationalisation are set to include growth in emerging markets, deepened talent pools, stronger links between global R&D and enterprise, and plans for a global clean technology centre. 
Examples of policies to support Internationalisation:

· Attracting International Investment. Singapore’s stock exchange aims for 50% of its listed companies to be foreign by 2012.
 Actions to ensure this is achieved include the finalisation of a Comprehensive Economic Co-operation Agreement (CECA) with India, and the undertaking of free trade negotiations with the Gulf Cooperation Council. 

· Attracting International Institutions. Ambition to be the first port of call for non-government, non-profit organisations seeking a pro-business environment and global talent resources. In 2006, the Asia-Pacific office of the WorldWide Fund for Nature (WWF) opened in Singapore.
 In addition, a new dedicated International Organisations Programme Office (IOPO) was established in 2007 as a multi-agency initiative led by Economic Development Board.

· Attracting Visitors. In 2008, the City branded itself as a ‘Global City for the Arts,’ aiming to add to Singapore’s cultural presence. The Renaissance City Plan (RCP) is Singapore’s Arts and Cultural master plan which aims to develop Singapore into a distinctive cultural city by 2015 - $115 million invested over five years, in three key areas of Distinctive Content, Dynamic Ecosystem and Engaged Community.
 Elsewhere in September 2008, Singapore hosted the inaugural Formula One night race which attracted 50,000 foreign visitors. In 2009, the $90 million post-recession BOOST initiative – ‘Building On Opportunities to Strengthen Tourism’, includes a targeted marketing campaign – ‘2009 Reasons to Enjoy Singapore.’ Meanwhile the collaborative ‘Twin City’ package was agreed designed to boost Middle East visitor traffic to Malaysia and Singapore.
· Foreign Students. The Global Schoolhouse brand, in operation since 2002, sends a message that Singapore is combining the best of Asian school systems with Western education styles in an attempt to capture the rapidly accelerating international student market. 150,000 foreign students targeted by 2012.
Case Study Initiative: Contact Singapore

First created in 1997, ‘Contact Singapore’ been promoting Singapore as a ‘globally connected and friendly city’ to any international workers who want to live there. Its formation was driven by the realisation that Singapore’s economic strategy to produce an abundance of high value-added sectors was decisively dependent on attracting global talent. The agency has expanded over the years and now also provides services and a forum for entrepreneurs, innovators, and intellectual property creators to meet and exchange ideas and information and collaborate in value-creating relationships. 
As an agency within the city government, Contact Singapore has three overarching tasks:
· To highlight the major employment opportunities and benefits in Singapore to potential talent. 
· To smooth the policies and processes of entry and business development. 
· To promote Singapore’s broader progress in terms of quality of life.
Project management and partners

Contact Singapore is jointly run by the city-state’s economic development board and its ministry of manpower. It works closely with the Overseas Singaporean Unit (OSU), which coordinates all Overseas Singaporean outreach and engagement efforts. The agency partners a wide variety of key employers, particularly in the growth areas of healthcare, R&D, public services, legal services and financial services. In 2008, the scheme was re-launched with a focus on entrepreneurialism. The scheme’s re-launch is an indicator of the concerns of employee retention.
 Contact Singapore has offices in Asia Pacific (Chennai and Shanghai), Europe (London), Australia (Sydney) and North America (Boston), providing a one stop shop for people who wish to pursue a career or invest in Singapore. 
The agency systematically monitors trends, examining what successes and failures occur elsewhere, learning from other knowledge hubs in the fields of education, business clusters and livability in order to re-position Singapore appropriately.  
Contact Singapore manages several distinct programmes. These include:
· Careers@Singapore. Held in major cities across the key Asia-Pacific, European and North American regions, Careers@Singapore assembles Singapore-based employers from specific industries with global professionals and graduate students.
· Experience@Singapore. Gives undergraduate and graduate students from world-leading universities an introduction to Singapore by inviting them on weeklong tours of the city-state. Past programmes in 2009 included tours by Chinese MBA students, accounting and finance students from Malaysia, and engineering/automation students from the US, while 2010 tours include technology groups from India and IT specialists from the Commonwealth nations.

· Global Investor Programme. Allows entrepreneurs and businessmen who are keen to invest or initiate new business activities in Singapore to apply for Singapore Permanent Residence through making investments in Singapore. 
Contact Singapore’s success illustrates the ingredients that can spur a successful international talent programme. The initiative profits from the highly integrated governance approach that exists in the city-state, such that all stakeholders across government – including such typically distant departments as housing, health and crime are all highly aware and committed to the same goals. Secondly, the agency’s policies are symptomatic of a highly sophisticated understanding of what Singapore really needs economically, and what talent it must therefore target.
The agency has also testified to the importance of a keen and flexible analysis and assessment of global successes and failures. Given their detailed monitoring bodies, their rival cities’ strengths and weaknesses are appreciated throughout the governance processes, such that talent attraction mechanisms can exploit weaknesses. Finally, there are also clear lessons to be learnt about the talent initiative’s effort to integrate Singaporeans and prevent the emergence of a two-tier society, through widespread commitments to upgrading the skills of locals.
5. Turin
Internationalisation Strategy

Turin’s programme of internationalisation has emerged over the last decade as a response to a specific set of problems faced due to de-industrialisation, the demise of FIAT, and the subsequent significant re-organisation of the city-regional economy. Turin’s internationalisation policies over the past decade are place-specific, establishing the city as a regional capital. 
International affairs now represent a strategic key to improving Turin’s standing in the European and worldwide city hierarchy.

Examples of policies which support Internationalisation:
· Attracting International Investment. The investment attraction agency, Invest in Turin and Piedmont (ITP), is a non-profit foundation based in Turin, created as a service agency for foreign companies that are interested in locating in Piedmont.
· Attracting International Institutions. Significant institutions located in Turin include the EU Vocational Training Institute, the UN Staff College and the ILO’s main Human Capital Activities. What underpins their reasons for location here is a common recognition that Turin is a city of ‘know-how’ and skills. 
· Attracting International Students. Turin is arousing an ever increasing interest as an international training and education centre, partly due to the presence of the UN in the city. A nationwide initiative entitled “Invest your Talent in Italy” which was launched in 2006 also operates in Turin in the hope of attracting talented postgraduates from around the World.
· Attracting International Visitors. Most notably Turin hosted the Winter Olympics 2006, which brought athletes and spectators from 80 countries around the World to the city.
Case Study Initiative: Torino Internazionale

Begun in 1997, under Mayor Castellani, and taken on by Mayor Sergio Chiamparino in 2000, Torino Internazionale is an overarching strategic visioning process which defines and distils Turin’s preferred future character and roles and sets out the key initiatives required to deliver them. It promotes the City of Turin, both in terms of effective development and in terms of the communication of its strengths and goals. It has an international audience in mind, a 10 to 20 year horizon, and a clear purpose to create a new international identity. It is not a detailed land-use plan or economic development strategy, but it does define clear priorities and goals in both respects. It was produced through a highly participative and informed process utilising many forms of local engagement, and drawing upon extensive international expertise.

Overall the plan defines 3 key aspects of the vision for the future of Turin:

· Turin, European Metropolis.
· Ingenious Turin, City of Action and Expertise.
· Turin that Chooses: the intelligence of the future and the quality of life.
Torino Internazionale conceived the 2006 Winter Olympics as a key catalyst in creating this vision, a seminal event capable of driving progress throughout all initiatives. The three strands of the future Turin Vision are underpinned by 6 strategic guidelines:
· Integrate the metropolitan area into the international community - strengthening transportation and communications infrastructures to increase Torino’s centrality in Europe, while creating new relations with other cities and regions to gain currency on the world market.
· Build a metropolitan government.

· Develop training and research as strategic resources.

· Promote entrepreneurship and employment.

· Promote Turin as a city of culture, tourism, trade, and sport.

· Improve the quality of urban life

The objectives and goals associated with the main programme of internationalisation – communications infrastructure and city-to-city relations - are:

(i) Develop international co-operation networks.
(ii) Facilitate access to Torino by intensifying the international role of Caselle Airport, strengthening eastward highway connections, and participating in the inter-regional Po Valley and Transalpine high-capacity railway projects.
(iii) Improve intra-urban mobility by completing the Crossrail and metro networks, extending the tram network, digitalising the control of the transport system, and introducing keynote pedestrianisation.
Organising and hosting international events is one of the main means of increasing the value of local heritage, and attracting wealth through tourists and investors, as part of the Internazionale guidelines. The internationalisation of culture is one of the strategic areas identified in Turin’s local government planning guidelines. This commitment is expressed through the following means:

(i) A city exhibition programme to attract international tourists and media attention. 
(ii) Literary and scientific showpieces: World Book Capital nomination strengthened relations with UNESCO and other literary cities (Paris, Montreal, Bogota, Antwerp), and hosting of World Design Capital 2008 and the Euroscience Open Forum in 2010, are all examples of an attempt to stake a claim as a forward-thinking city.
(iii) Cultural outreach events: Improving the quality of music, theatre and cinema festivals, and links with other city events – e.g. Torino Settembre Musica has improved its global standing with an international emphasis focusing on individual countries (eg Iran in 2005), also intensifying collaborations with other festivals such as in Lyon. Torino Film Festival is now emphasised as one of the premier European film festivals after Cannes and Berlin.
(iv) Straightforward promotional activities - focused on initiatives and presentations abroad and on participation in international events. The ten day promotional event CioccolaTO’ is a unique chocolate fair, which attracted record crowds of over 700,000 people in 2005.
(v) Conventions and seminars organised directly by the City of Turin - including ‘Future Cities’, dedicated to those cities with which Turin has strong ties and exchanges (Nagoya, London, Vancouver, Lyon and Manchester) and incorporating knowledge-sharing on key challenges. Turin has also hosted One World – International Cooperation Cities in the same vein
(vi) Sports events - preparing and renovating a number of large sporting venues - e.g. Lingotto Oval, the Olympic Stadium, the Ice Stadium, the Palavela and Torino Esposizioni.
Torino Internazionale’s Second Strategic Plan also explicitly lays out the city’s policy approach to immigration. The organisation has been at the centre of the dialogue arguing for the importance of adopting a progressive immigration agenda. Thanks to Torino Internazionale’s agenda-setting capacity, immigrants’ participation is considered an added value in the planning of policies and services regarding the quality of society, above all when it involves second generation immigrants who are fully part of local society.  Torino Internazionale’s holistic approach is an example of a bold, strategic assessment in a city that has previously been fragmented on these issues, resulting in great success in generating higher education and SME credibility internationally.
6. Vienna
Internationalisation Strategy

Since its re-integration into the global economy in the 1990s, Vienna has had an excellent opportunity to re-assert itself as a leading international gateway city. The process of EU enlargement over the past decade has provided Vienna with new geo-political and spatio-economic motivations to internationalise its business and population base. Vienna realises that it needs to pursue strategies of internationalisation in order to successfully compete with rival cities not only in Central Europe, but also Western Europe. Given the small size and resources of Austria, Vienna has had little choice but to look outside of its national borders for workers, visitors and investment to compete successfully internationally. 

Vienna’s international gateway strategy has been in operation, in various broad guises, for well over a decade. Economic networking with Eastern Europe has intensified over recent years as Vienna has built upon its image of a meeting point of East and West. Vienna does not follow a single, explicit internationalisation strategy, but rather a loosely defined, generally shared and accepted vision of strengthening Vienna’s role as a central European hub with a high liveability. The city works on its international promotion through liaison offices around the world. The most notable success is the focus on the Danube economic zone (Donauhanse). Led by Vienna, twenty-two cities and regions in the Danube region have institutionalised co-operation in a number of areas since Donauhanse was established in 2003 as a network for economic cooperation among Danubean cities.

Vienna has developed much stronger links with Bratislava as moves towards creating a twin-city mega-region have emerged. However it is widely argued that Vienna’s leadership has not been especially successful in driving this process.
 As a consequence of a rather segmented policy and leadership style, Vienna has had mixed experiences with attempts for integrated, cross-policy strategies. There are doubts about the extent to which a programme of investment and mobilisation has matched the rhetoric of its gateway ambitions. Indeed, over the last ten years, it is argued that there has been a lack of collaborative progress in developing cross-border infrastructure and economic development initiatives.

Examples of Policies supporting Internationalisation:

· Attracting International Investment. The Vienna Business Agency is the city’s central body for the execution of economic policy and business promotion.
 It works to drive innovation and consistently upgrade the city’s status as a state-of-the-art business destination. It provides professional consulting, site selection and global city marketing.
· Attracting International Institutions. Vienna is home to numerous UN offices and other international organisations which make the city one of Europe’s key institutional centres.

· Attracting International Populations. The new Vienna Immigration Commission aims to argue in favour of ‘soft’ mechanisms to attract and retain skilled and highly qualified immigrants.
· Attracting International Students. Vienna has stepped up its investment into education in recent years so as to further the economy and to attract high quality international students. The new “Fachhochschulen” (advanced technical colleges/universities of applied sciences) play a key role in this for Vienna, with a new focus on Eastern Europe. The University of Vienna has a new clear internationalisation strategy to improve quality in research and teaching, enhance international attractiveness and positioning, and increase opportunities for all stakeholders internationally.
· Attracting International Visitors. Vienna is one of the world's premier locations for international political and economic meetings and conferences. In 2006 the city held more conferences than any other city worldwide after Paris.
 In 2008, Vienna broadened its hosting portfolio from business conventions and conferences by hosting UEFA Euro 2008. 
Case Study Initiative: - Public awareness campaign on the contribution of migrant entrepreneurs: ‘Success knows no boundaries – Vienna’s economy speaks all languages’
Vienna is making strides to make more use of its diversified international population – especially its abundance of South East European immigrants from Turkey, Romania, Serbia/Montenegro, and Bosnia-Herzegovina. The city is looking to drive a new generation of entrepreneurs that are proactive traders, internationally minded and multi-lingual.

For two months in 2009, a highly visible public awareness campaign promoted the contribution made by migrant entrepreneurs to the economic success of Vienna; the most recent element in an effort to improve the situation of the growing migrant entrepreneur sector.

With the campaign operating under the motto ‘Vienna's economy speaks all languages’, the Vienna Chamber of Commerce and the Vienna Business Agency aims to emphasise the importance of immigrant entrepreneurs. In a city like Vienna, economic success must not be a matter of origin, language, skin colour or religion. What really matters is performance and initiative. And these values are shared by all entrepreneurs of Vienna, regardless of whether they are from an immigrant background or not.

The campaign highlights the diversity of Vienna’s business sector in the public space by exhibiting in 10 languages the claim ‘Success knows no boundary’ (and its translation into German as a footnote). The message is conveyed through billboards, projections on buildings alongside major thoroughfares and posters attached to trams and buses. It is complemented by media advertisements of migrant communities, a folder in four languages, a multi-lingual campaign website www.VorteilVielfalt.at (‘advantage diversity’) and stickers to be attached e.g. on shop entrances or market stalls. In addition, 25 migrant entrepreneurs have the opportunity to portray themselves and their businesses to journalists of mainstream media.

There are two elements to this campaign that are relevant from an open cities perspective: It highlights the potential for Vienna’s economic success brought about by international populations, as well as an attempt to convey to society that Vienna has become a city of immigration and citizens with international roots; and to the immigrants, that they are valued and welcome – a communication leadership issue.

The campaign responds to the fact that one out of three entrepreneurs in the city of Vienna comes from an immigrant background, with the total of migrant businesses numbering close to 16,000 - many of them of considerable size and internationally active. Throughout all sectors of industry, migrant entrepreneurs have nowadays become an established and important part of the city's business life. However, being small or even one-person enterprises, many of them lack resources or access to means that would allow further expansion, or have difficulties in gaining from traditional business support instruments. Important elements of this policy have been: 

· A ground-breaking study on the size and role of businesses with immigrant background in Vienna’s economy, and on the problems these entrepreneurs are faced with, in 2007. 

· The establishment of a dedicated advice and service point within the Vienna Business Agency, in combination with (EU-funded) startup office space: MINGO Migrant Enterprise (MINGO: ‘Move in and grow’).
· The establishment of a diversity unit within the Vienna Chamber of Commerce and the set up of low-threshold support and information networks for migrant businesses.
Project management and key partners

The campaign ran from mid-September to mid-November 2009, co-funded by the Vienna Business Agency and the Vienna Chamber of Commerce at a cost of €280,000. The campaign is carried through by a consortium consisting of a PR agency, a graphic design studio and the youth magazine ‘biber’ run by young people of migrant background. It was devised in consultation with various immigrant community groups.

Challenges

The main challenge in terms of internationalisation is that the link between the support for migrant entrepreneurs and the various internationalisation initiatives of the city has yet to be established. 
This experiment in migrant entrepreneurialism shows that the privately-driven Vienna Chamber of Commerce and Vienna Business Agency can show more dynamism and focus in the city’s internationalisation agenda, given their bureaucratic efficiency and freedom from intergovernmental complexities.
7. Cape Town
Internationalisation Strategy

As a port city driving trade in the early modern period, Cape Town has played a significant role as a historical venue for broad socio-political and demographic trends over the centuries. The city’s unusual setting has entailed unique relationships with the outside world. What has resulted, in a post-apartheid global economic context, is a city that is highly active in the international domain, pluralist in composition and ideas, creative and entrepreneurial regarding the future. The stimulus of the 2010 World Cup is seen by many commentators to be a potential milestone for Cape Town’s business brand and infrastructural capacity.
Cape Town has a distinctive population history owing to its status as an international trading post and base for the Dutch East India Company since the mid seventeenth century. Cape Town’s diversity has enabled the city to reach out to prominent Muslim and Jewish populations, which live in harmony within the city-region, while trade is continually nourished by the influx of an educated class of African traders, from Somalia, the DRC, and French-speaking African nations.

Cape Town’s international strategies over the past decade have been developed amid a polarising context of strong economic growth and serious socio-economic concerns. Internationalising efforts have also needed to consider the endemic problems of poverty, under-employment, housing, drug related crime, HIV, social fragmentation, and difficulties associated with public service delivery. Development strategies therefore have taken on a holistic approach to address the global competitiveness and socio-economic agendas as mutually integrated. Most recently the OECD Territorial Review (2008) has provided a key policy framework moving forward.

Initial global competitiveness strategies have focused on the need to combine business-friendliness with an improvement in the quality of life. Cape Town’s 2007-2012 Integrated Development Plan (IDP) is the principal strategic plan for city management, and has functioned in the context of a big finance downturn and the need to accelerate infrastructure up to World Cup 2010. The Plan outlines prospects for Cape Town as a global city identifying ‘intellectual capital, transportation assets, business costs, technology IQ, innovation, and ease of doing business’ as the essential criteria for long-term growth.

Over the longer-term, Cape Town is soon to complete its City Development Strategy (CDS) which will guide the city’s sustainable development and global economy over the long-term. The IDP will function as a subsidiary of the longer plan. Key targets in the broader strategy are set to include improving public access to land, housing, water, energy, sanitation, transport and credit, as well as education and healthcare, such that Cape Town has a larger domestic pool of workers able to operate in international-facing sectors.

Examples of policies supporting Internationalisation:

· Cape Town Activa is a major new tool developed to encourage entrepreneurship and business growth. Created in October 2009, it is explicitly based on the Barcelona Activa model, and aims to match position Cape Town as the entrepreneurship hub of Africa. 

· Silicon Cape was unveiled in Cape Town in October 2009, a concept driven by entrepreneurs and to create a provincial ecosystem conducive to growing ICT businesses in the city-region. As an independent entity that organically resides in the technology community, Silicon Cape is an innovative mechanism to enhance perceptions of Cape Town as a world-class location for technology FDI.
· Attracting International Visitors. In 2000, Cape Town articulated its tourist development vision, which aimed ‘to position Cape Town as a world-class competitor and South Africa’s premier tourism and events destination and to maximise the economic spin-offs and jobs created.’
Internationalisation Case Study: Leveraging 2010 World Cup to increase cultural pride and attract international populations
Cape Town will be one of 9 host cities of the 2010 FIFA World Cup. The city is also hosting the World Cup finals draw in December 2009 at the Cape Town International Convention Centre (CTICC), broadcast live to an estimated 700 million people. The city’s public and public-private institutions aim to use the World Cup and its build-up to showcase Cape Town and its multi-cultural population to the world, while meanwhile achieving a number of related goals. These include new/upgraded infrastructure and facilities; minimising the effects of the global recession on the city; and promoting the city as a desirable destination for travellers, new residents and investors.  Cape Town hopes to utilise the World Cup to reassure international populations that an African city can be a true global city. The City authorities hope that 2010 can help to establish Cape Town as the top international destination in Africa. 

Infrastructure

Using the World Cup to accelerate international-standard infrastructure is a key element of the process of long-term legacy. The infrastructural improvements include a R2 billion upgrade to Cape Town International Airport – which will handle an expected spike in air traffic as tourism numbers increase in the lead-up to the World Cup, and will also be more prepared for a general increased in visitors over the next decade.  Elsewhere there will be a R1.3 billion upgrade to public transport, over R1 billion worth of upgrades to major roads, around R1 billion in upgrades to electricity infrastructure, a R440 million upgrade to the central Cape Town station and R1.2 billion for new trains. The first phase of a new Integrated Rapid Transit (IRT) system now includes a connection to the Cape Town International Airport. Over R3 billion is being spent on a new 70,000 seat world-class stadium in Greenpoint, and the upgrade of public spaces and facilities, like the Phillippi Stadium, the Athlone Stadium, Green Point Common and the Grand Parade in the CBD. The new stadium itself is part of a huge sports infrastructure legacy on the Green Point Common, lying within a total area of 85ha to be known as the Green Point Urban Park, and which will include improved sports facilities including sports fields and clubs, an expanded golf course and the new 12.5ha Green Point Park. 

A major aim of the hosting preparations is the upgrade of the Central City, not only as a strategic location between the new Cape Town Stadium and the main event transport centre, but also as a hub for improving Cape Town’s image as a cosmopolitan destination. The proper organisation and management of the Central City is being directed under the auspices of the Central City Improvement District (CCID), which is supervising and strengthening new security, cleansing and urban management partnerships.
Cape Town is also focusing on providing an optimum visitor experience for the hundreds of thousands of fans set to arrive in the city in June-July 2010.  Affordable accommodation, a welcoming spectator atmosphere and scenic public spaces are all focuses, made within realistic and not over-ambitious frameworks. The infrastructure required for these initiatives aims to cultivate a walking culture around key sites in the city, thus improving the tangible ambience, while improving all visitors’ sense of Cape Town’s special cultural-historical attributes. Official FIFA sponsors and the media are also seen as key target markets, as these groups have particular potential to generate positive images of the city during the tournament. 
Social cohesion

The Cape Town Partnership has a key role in leveraging the 2010 World Cup to promote social cohesion and urban regeneration in the city. The Partnership has noted that support for different sports in the city typically divides along race and class lines. As a result, it has sought ways to encourage citizens to support the national football team and South African football culture in 2010 as a driver of a more inclusive society.
A 2010 Central City Partners Forum is communicating with all Central City stakeholders. The Partners Forum provides a platform for retailers, suppliers, event organisers, cultural performers and advertisers to discuss preparations for 2010. The Forum thus offers a key arena for the work of the city’s public officials, planning committees and professional consultants to become known to the public, increasing legitimacy and confidence in the local political process.

More recently, the City of Cape Town has embarked on a communications and marketing campaign entitled ‘Ready to welcome the world’ in order to increase citizen participation in ways visitors can be welcomed. Cape Town Tourism has based a campaign aimed at citizen activation around their slogan ‘Live, it, love it, louder.’
Another planned way of promoting citizen participation is to imbue traditional events in the Central City with a football flavour, such as the annual Twilight Run, Switching on Festival Lights, Design Indaba, the International Jazz Festival, Infecting the City and the Cape Town Carnival. The Finals draw will also be used to enhance local citizen participation, with the hosting of a public street party in Upper Long Street in the Central City.

Business links and economic legacy

The World Cup is being seized upon as an opportunity to strengthen business connections in the city. The legacy of the World Cup aims to expand beyond just ‘hard’ infrastructure to ‘softer’ legacies such as improved networks of public/ private cooperation in the city. For example, Accelerate Cape Town is the business leader-led initiative aimed at creating a ‘gateway to business’ brand. It is assembling region wide stakeholders to develop and implement a business-friendly long-term vision for sustainable, inclusive economic growth. 

The activities of Accelerate Cape Town demonstrate the role that business groups can play in mobilising stakeholders across a city for an internationally-focused outlook. It has proactively sought knowledge-sharing on city and regional development from secondary cities around the world, facilitated by vigorous networking at global conferences.
 

Cape Town has also identified opportunities to upgrade and improve the city’s ICT strengths, satellite and fibre-optic facilities, visitor visa-processing services, and security plan, all associated with World Cup requirements. In addition to the substantial infrastructure legacy, the city will benefit from additional (temporary and permanent) jobs, training and skills development, and greater capacity in future to bid for and organise major sporting and cultural events. 

In 2009, the Cape Town Partnership organised a ‘Life beyond 2010’ conference, showcasing over 40 public and private developments and projects in the Central City, all to show that Cape Town is all set up to be a highly dynamic business hub after the 2010 World Cup. The sum total of investments are expected to change the face of Cape Town into a genuinely diverse business community, promoting economic growth and job creation over the next decade.
 The infrastructure and service gains, particularly in terms of public transport, are huge legacy gains, and provide momentum for future public-private mechanisms to enhance the city’s capacity to host international workers and business on a larger scale.

8. Amsterdam
Internationalisation Strategy

Amsterdam has traditionally been known as a liberal and cosmopolitan city, attractive and open to foreign populations, companies and business. Tolerance and openness have become core values of Dutch identity, and Amsterdam has flourished as a multicultural city – in particular becoming home to one of the largest Muslim populations in Europe.  
Amsterdam’s internationalisation is an attempt to regain its former undisputed ‘international’ status and to ensure that it keeps its place as one of the most open and cosmopolitan cities in the world. There is a particular focus on utilising the untapped potential of emerging markets, and in particular in attracting Indian and Chinese firms, populations and visitors to the city. 

Although Amsterdam has already achieved a high degree of internationalisation, Amsterdam’s City Council has defined an ambitious internationalisation plan known as “TopStad” or “TopCity” for its four-year term in office from 2006 -2010. The plan’s priority is to (re-)place Amsterdam among the top five most popular cities in Europe by 2030. 
Examples of policies which support Internationalisation:
· Attracting International Investment. Amsterdam’s next step to attract more international businesses is to create cross-overs between business clusters. TopStad will also seek to improve broadband provision in order to attract more international firms.
· Attracting International Populations. In 2008, the Expat Centre in the World Trade Centre in Amsterdam South was opened to provide a ‘one-stop shop’ for migrants arriving in Amsterdam and Amstelveen.
· Attracting International Students. A key part of the Top City strategy is the project nicknamed ‘Harvard on the Amstel’. The Vrije Universiteit, the University of Amsterdam and Amsterdam City Council are joining forces to enhance the city’s image as a knowledge hub and to attract more talented international students to the city. Together they are developing the Amsterdam University College which will open its doors in 2009. The three-year Bachelors’ degree will have a strict selection procedure and will concentrate on sciences. Approximately half the students will come from overseas, and the language of instruction will be English.
· Attracting International Visitors and hosting International events. An Amsterdam Topstad fund has been created which will be used to support nine large scale events that will contribute to the international profile of Amsterdam as a creative, innovative trading city e.g. the Amsterdam India Festival. In May 2009, Amsterdam also secured the hosting of the first stage of the prestigious annual Giro d’Italia cycle race.
Case Study Initiative: Amsterdam brand strategy to attract international affiliation

Amsterdam’s diversity has often been perceived internationally as a licence for permissiveness and anarchy. Given the clash between the liberalism of Amsterdam and the social conservatism found in many pockets elsewhere, Amsterdam’s challenge is to broaden the city’s identity so that its appeal can be more wide-ranging. As such in 2005 Amsterdam launched a decisive brand strategy to increase international affiliation: ‘I amsterdam’.  The I Amsterdam brand programme has operated in close linkage with the Top City: Top Stad, which are together central to Amsterdam’s effort to build profile, identity and affinity. 
I amsterdam is the city’s new motto, a new brand for the city and people of Amsterdam. Focusing on openness and international diversity, I amsterdam is designed to show pride, confidence and dedication. I amsterdam repositions and redefines the city by explaining that tolerance does not equal a lawless free-for-all, but in fact has distinct urban benefits. Namely, tolerance is economically valuable, generating increased tourism, trade, entrepreneurship and innovation. These symptoms of a tolerant society demonstrate, according to I amsterdam’s message, that tolerance can be synonymous with, even a precondition for, a very high quality of life. In this sense, I amsterdam is an emotional expression, reflecting pride of what the Amsterdam experiment has achieved, clarifying its potential, and demonstrating it represents nothing to fear and in fact may offer a model for urban liveability in multicultural times. I amsterdam can be seen as an example of a brand which overcomes aspirations to social cohesion, and expresses confidence in the city’s own inclusive agenda.
The choice of the specific slogan was based on the assessment that it is clear, short and powerful. ‘I amsterdam’ is thought to be easy to remember. The goal is for many organisations, institutions, companies and events to be able to benefit from the new brand, however not in an unrestricted manner and not in any form desired.
 The I amsterdam brand values, which all of Amsterdam’s stakeholders can utilise, are thought to reflect creativity, spontaneity, commercial spirit, international openness, innovation, productivity and sustainability. These notions are of a much deeper philosophical hue than many branding exercises, reflecting a certain DNA that Amsterdam is thought to possess, one that arguably was planted in New York (formerly New Amsterdam) in the seventeenth century.
The I amsterdam campaign uses billboards, t-shirts, a ‘What’s On’ website and a City Card scheme which provides over 30 free and 20 discounted offers on major tourist attractions and restaurants, to increase brand awareness. Although carried out on a modest budget, the I Amsterdam and Creative City marketing campaigns appear to be conceptually advanced and have achieved strong recognition in the public’s consciousness.
I amsterdam operates within the broader Amsterdam Top City Programme, which has eight priority strategies aimed at stimulating the private and public sectors to cooperate in order to reinforce the international position of the city. Amsterdam hopes to have achieved Top City status by 2030. 

The priority strategies can be divided into three types of activity: removing obstacles, setting up activities that will make a difference and Amsterdam’s marketing qualities. Although the Amsterdam Top City plan was conceived by the City Council, a variety of private sector participants, including Schiphol, KLM, MTV, ING, Rabobank, ABN AMRO, Cisco, KPMG and Price Waterhouse Coopers have become involved in various initiatives associated with the strategy. The initiatives of these parties are all aimed at strengthening Amsterdam's competitive position.

Amongst the initiatives currently underway as part of the Top City strategy are: 

- Setting up a business model for a Creative Industry Bank.

- A focused strategy for the more efficient acquisition of Indian companies.

- A marketing strategy for Science Park Amsterdam.

- A plan to involve the Randstad region more effectively in the Amsterdam Top City program.

- Supporting young creative talent.
All Top City projects are co-financed by partners in the business community, regional government and national government, or by European resources, and they can become self-financing over a period of time. Financially, approximately half the costs of the I amsterdam brand campaign have been absorbed by the city’s private sector. The brand has received considerable support among city companies and residents, and has successfully brought together lots of creative ideas from the community as the brand evolves along its own course and uses new media to communicate with newly digitally aware populations.

I amsterdam offers an example of how an international brand can unify and capture the spirit of a city while allowing the city itself to interpret and translate the brand in its own image. All promotional agencies and bodies looking to attract people now use I amsterdam as their primary tool, as the brand receives much more co-investment. While the city of Amsterdam owns the I amsterdam strategy, it is the very essence of the brand that others use it, notably SMEs and larger firms. The combined usage of the private and public sector aims to mean that the brand momentum is irreversible. The brand ethos is that continuity is vital, that city branding needs long-termist ideas with consistent financial support. In this respect, the city needs to improve the visitor and corporate experience consistently to match the progressive ambitions of I amsterdam. Furthermore, the brand’s future and stability is secured by the low political risk it entails, given that it has full bipartisan consensus which is important for brand stability. With around 80% of Top Stad initiatives already in motion, Amsterdam is an excellent illustration of how a city’s internationalisation programme can build the case for its own inimitable brand. 
Achievements

Such an ambitious branding overhaul may take two decades to produce results of affinity, with the programme itself stressing the significance of the long-term benefits of branding. Initial indications suggest that more companies are beginning to locate European headquarters in the city, while more visitors and international students have arrived in the past two years. The brand has driven a new openness to students, and provides a prominent platform from which the city can be viewed. I amsterdam aims to give all these stakeholders a stronger sense of what the city really stands for. The city government accepts that to keep pace with the brand’s ambitions, reforms will have to be made, notably in making universities more open to internationalisation. 
9. Zurich
Internationalisation Strategy

Zurich does not have an explicit document of strategic internationalisation or a set of targets related to specifically international companies or populations. Instead its internationalisation strategy can be seen as deriving from its clear economic strategy. This strategy aims for Zurich to be a world leader in three areas – advanced financial services (including those services that benefit from Switzerland’s neutral status), science (pharmaceuticals and biotechnology) and, most recently, creative industries. These overarching ambitions inform Zurich’s efforts to attract investment, talent, organisations and visitors.
Examples of policies which support Internationalisation:

· Attracting International Investment. Total tax revenue stands at around 30% of GDP, compared to 40% in the 15 original EU countries. There is exceptionally little administrative effort associated with completing tax returns. The Greater Zurich Area AG is a non-profit public-private development agency, set up in 1999, which promotes awareness of the Greater Zurich Area in selected markets, and provides a bespoke package of project evaluation and ongoing support. 
· Attracting International Populations. Zurich offers its inhabitants an enviably high quality of life – it is repeatedly placed in the top five cities worldwide by the consultancy firm Mercer.

· Attracting International Students. Zürich is a nucleus for learning and knowledge, and its excellent universities are a draw in themselves to international students. The city is home to two world-class universities: ETH Swiss Federal Institute of Technology Zürich (ranked 5th in Europe) and Zürich University (ranked 13th in Europe) which produced 21 Nobel Prize winners. New York University’s renowned Leonard N. Stern School of Business introduced a new executive MBA degree program to Zurich in collaboration with the Swiss Finance Institute in 2009.
· International Visitors. Zurich is already Switzerland’s biggest tourist destination, and is seeking to broaden its appeal to new groups of tourists. The city hosted EuroPride in June 2009, Europe’s largest gay and lesbian culture event. 

Case Study Initiative: tax and quality of life incentives for international talent.
Zurich’s attractive tax and regulatory climate for talented workers is one of the most distinctive drivers to internationalisation. While the city has often been labelled as a tax haven, Zurich has always pursued a high quality of life agenda, and its cultivation of a highly distinctive tax regime has occurred within a framework of demanding high quality of life as an initial precondition. The city’s domestic and international populations expect high standards of infrastructure, and the city government has sought to attract high wage-paying high-profit companies. It is notable that Zurich’s low aggregate taxes have not resulted in low levels of investment which might have undermined the quality of services and infrastructure in the city-region.

Tax and quality of life factors for talent

Zürich continues to develop and attract top talent; the quality and quantity of the existing workforce and the ability to attract top international talent are prime locational factors. In industries where many engineers are needed, such as R&D, precision mechanics and chemistry, the proportion of foreigners in the Greater Zurich Area is between 35-40%. Because of the availability of a highly skilled workforce, the Zurich city-region competes well with some of the best cities in the world, attracting more and more dynamic and innovative companies, which then enhances the region’s supply of human capital. Aside from a high quality of life, UBS has found that Zurich inhabitants had the greatest purchasing power of any city in the world in 2008.
  International populations are also attracted by the low tax levels in the city. Depending on the canton in which they live, the tax burden upon any individual will not amount to more than 35% of their income. There are also tax exemptions for business expenses, insurance premiums and potential tax deductions. Furthermore, the tax return process is held to be one of the simplest in Europe, involving very little administrative effort. 
Zurich’s concentration on what might be called ‘people factors’ has resulted in a wide range of world-class provision for international calibre business and creative classes. There exist an impressive range of amenities amidst strong cultural diversity and a highly multi-lingual population where English is spoken to a very competent level. 
In general, however, there is not a two-tier system of incentives which separates local residents and foreigners, which is seen locally as potentially politically volatile. Instead there are reduced tax demands in targeted areas which suit the city-region’s economic needs, areas such as science and medical-related research and development. Given that R&D already has a leading position in global value chains, there are very proactive programmes to attract new talent in these areas, including packages for relocation.

Another important factor, sometimes overlooked, is the cosmopolitan composition of the region which ensures cultural and communicative diversity, alongside a general adherence to the Swiss ideals of consensus, teamwork, tolerance and willingness to compromise. In addition, high-quality international schools, the widespread use of English as a lingua franca, safety and the extremely attractive countryside are all pull factors that are well harnessed by a lean and effective city administration. The prevalence of international schools has made Zurich a very easy place to mix and communicate. The city administration has sought to create a critical mass of English-speaking, well educated and culturally-demanding individuals driving high achievement in all areas. Tax is only one (highly effective) aspect of this ambition. 

Tax and quality of life factors for multinational firms

Zurich has had a clear agenda to be attractive to companies from abroad, but the city does not especially target international talent and targeted campaigns are not part of its modus operandi. Rather the city more simply provides a compelling general framework in which international firms can operate. The tax regime is designed to retain, as well as attract, talent within the city-region, with canton competitiveness appearing to feed back on international competitiveness. More generally, the company attraction factors include a high quality of infrastructure, high rates of investment, the provision of a highly-skilled workforce, and an appealing tax rate. Zurich has identified a clear symbiosis between the aspects that attract people to the city and those that attract companies. 

At cantonal level, corporate income tax rates are between 15-25%. Thanks to the liberal Swiss tax laws, the city-region is able to offer custom-tailored tax solutions. The city and canton administrations assists with a thorough selection and design of company structures to reduce the effective tax rate to below 8%, depending on the location, line of business and company or corporate structure. Meanwhile the most frequently used instruments and models of tax optimisation in the city-region are advance tax rulings, tax relief and tax-privileged corporate structures.
Multi-national companies can substantially lower their group-wide tax burden by setting up a regional headquarter or a service centre in the city-region. Headquarters in Switzerland often serve as interface between the parent company and its international business, most of which is generated abroad and taxed in Switzerland. Zurich also provides large incentives to relocate their base to the region. Companies that move their administrations there can apply for the tax privilege of the mixed company. Mixed companies enjoy a strongly reduced tax rate of 8-12% on income generated outside the country.
Tax incentives on their own cannot account for Zurich’s international population story. Zurich has operated in a distinctive national system because of its historical evolution, political neutrality, and use of temporary immigration whereby workers have been absorbed for time-limited stays. Zurich has sought to cultivate business sectors that generate high incomes that can support a high investment environment. While immigration is strict by most EU standards, Zurich’s international population attraction seeks to create a clear value proposition economically. By prioritising the influx of high-income, highly skilled immigrants, Zurich’s administration has managed to minimise the burden on its social provision and continue to concentrate on quality of life factors.
10. What lessons can be learned from them for other cities seeking to internationalise?

Why, fundamentally, should cities consider drawing up an internationalisation strategy, such as that found in Madrid and Singapore, if they have not already?
(i) Creates a single, coherent framework within which all other development policy can be set.
(ii) Sends a clear message to local, national and international stakeholders about what the underlying philosophy of the city administration is.

(iii) Creates an environment of confidence and stability whereby stakeholders can act according to well-defined long-term goals and pathways.

(iv) Ensures that all aspects of the city administration are working towards the same long-term targets.

(v) Helps the city to achieve its full potential and enjoy the maximum benefits from a globalising world.
Lessons that relate specifically to the formulation of an internationalisation strategy:

i. The internationalisation strategy should be explicit. In order to formulate an internationalisation strategy in the best possible way, a city should aim to produce a single, dedicated strategy whose sole aim is to establish the city’s internationalisation pathway. This will make all of the lessons below significantly more achievable. Madrid is the clearest and best example of this, but Singapore is also a very good case in point.
ii. An internationalisation strategy should aim to be as holistic as possible. To be fully successful, orientating a city towards the international arena requires focusing on more than just one or two aspects of city life like its economy or value as a tourist destination. Population, international relations, emerging markets, city image, international institutions and global events are important elements of what is required to be a successful international city. Singapore is a useful example of how different policy areas can be tackled by the same strategy document.
iii. Clear targets should structure the strategy. Clear targets help to structure what might otherwise be a less-than-constructive, abstract strategy. Targets do not necessarily have to be quantitative to be useful. The Turin case study demonstrates this point well. Long-term targets, backed up by political commitment and financial investment, as found in Amsterdam’s branding strategy, are a benchmark for policy success.

iv. The city administration should move quickly and significantly beyond rhetoric. ‘Internationalisation’ is quickly becoming the new buzzword for cities and many are therefore using it to describe policy documents or strategies that simply do not compare to true, dedicated internationalisation strategies. There is also a danger that talking of mega-trends to do with globalisation can lead to the abstract, since concepts can be ‘big’ and unfamiliar. In light of this, city administrations should aim to achieve tangible results as soon as possible. Cities need to examine the fundamentals of the city and articulate a genuine commitment to internationalisation that can win over the population and synchronise governance processes.

v. The formulation of the strategy should be based on research and analysis. The most successful strategies work to the city’s strengths and weaknesses but these may well not be adequately understood without extensive research being done beforehand. Many cities looking to make the most from an internationalisation strategy carry out SWOT analyses as a means by which to structure their policy. Madrid is an excellent example of thorough research underpinning an internationalisation strategy.
vi. An underlying theme of an internationalisation strategy should be ‘pro-activeness’. There is too much competition in a globalised world for a city to passively internationalise itself. The best results are secured through pro-active strategies that seek out stakeholders that are likely to be most beneficial to the city in question. The onus is on the city administration or their private sector representatives to make the first move, as Singapore and Miami have shown adeptly.
vii. Policy-makers should refrain from over-complicating what could be a clear, simple strategy. Even if information is made readily available to stakeholders, if it is not comprehensible and clearly laid-out, it will not serve as a source of inspiration. Despite the complex nature of the project, an internationalisation strategy should retain the qualities of any good policy document: clarity, succinctness and focus e.g. Zurich.

viii. Internationalisation strategies should be ambitious. One of the key roles of this strategy is to differentiate a city from its competition around the world and make it more competitive in an international context. This is much more likely to be achieved through the construction of a bold strategy that actually makes a difference to city life. Cape Town’s ambitions as a business and cultural destination are highly impressive in this regard.
ix. Strategies need to agree appropriate funding levels and programme durations for attraction policies. I amsterdam is an example of a city policy which has overcome political dispute and has assured fiscal and political support for the foreseeable future, thus ensuring stability.
Lessons which are equally as important, but serve to facilitate the implementation of an internationalisation strategy:

i. Use an internationalisation strategy to promote the city’s unique assets. A city will only be successful amidst the plethora of competitor cities in the world if it is different and offers unique assets in an attractive combination. Amsterdam is very good at this, rearticulating the city’s incomparable bohemian culture in new business-friendly terms.
ii. Allay fears that internationalisation means standardisation. Local resistance to internationalisation strategies is often formed on the basis of fears that internationalisation, or opening up to the global economy, will involve becoming like any other successful city in the world – the city is bound to lose its individual characteristics and uniqueness. As outlined above, such fears must be unfounded if the path the city takes is to lead to its successful internationalisation. Communicating this fact to the local community, as Turin has done excellently over the past decade, is important if there is any chance that local resistance will be a problem. Having local support is vital to securing success in any development strategy.
iii. Stakeholder partnerships are a key element to success. Whether it is public-private partnerships or public-community based interactions, a city’s internationalisation is best achieved through joint action. Miami is a leader among the case studies in this paper for bringing business and civic leadership to the fore to improve creativity. Meanwhile Singapore has demonstrated the importance of governmental coherence in ensuring mobility policies fit with other government policy priorities in the realms of infrastructure, housing, social cohesion, and economic sector specialisation. Streamlining of governance processes ensures international populations are not drawn in too soon without the relevant infrastructure hardware and cultural software in place.
iv. All efforts to internationalise should be well publicised. Research for this study has included some cities that are very good at communicating their policies, actions and successes and others that make it very difficult for anybody to learn about what might be going on. In line with creating an explicit strategy, with clear targets that inspire confidence and allays fears of standardisation, it is crucial that information is easily accessible and, better still, made available to the city community and those abroad even if they did not know they needed to know e.g. Madrid.
v. The need for monitoring and evaluation is paramount. Once an internationalisation strategy has been formulated and implemented, there is still work to do to ensure its success and monitoring and evaluation forms an essential part of this. Singapore is a leader in extensive monitoring of its own and competitors’ strengths and weaknesses, while Cape Town has demonstrated a strong willingness to monitor, assess and learn in its city-regional frameworks.
vi. City leadership must be strong, dedicated and consolidated. Managing all of the lessons learned here requires a strong leadership team within the city that can see the project through from start to finish with an appropriately high level of commitment. This often requires a dedicated team within a city administration because the demands of the job can be so high. What is also a distinguishing feature is how consolidated this team is – there are often examples of cities where internationalisation policies are emanating from several different sources and there is no clear central node. This can create a confusing environment that lacks full drive and clarity and often does not achieve the same level of success that more easily identifiable city units can. Miami’s Beacon Council and Turin’s ITP are both first-class examples here.
Utilising the evidence from this paper, what are the ten most important things to bear in mind when developing your internationalisation strategy to respond to the challenges of globalisation?

i. Internationalisation strategies should be based on thorough prior research. Research should not only involve looking at what other cities are doing, but should also focus on your own city so as to establish an as-comprehensive-as-possible review of all policy areas. This will allow the strategy to be tailored to the exact needs of the city and will also provide a basis from which future assessments can measure progress.
ii. Identify and foster a niche specialisation in your city. Look at what the comparative advantages of your city are and build a strategy that uses these as its key drivers. If a city can become known as being an international city that is a world leader for something, it is much more likely to be successful in the long term. 
iii. Build a strong, stable business environment. All internationalised cities need a business environment that can accommodate international firms, institutions and events successfully. This means investing in infrastructure and people, science and business, government structures and private enterprise. Increasing the number of international migrants arriving in a city does not inherently improve innovation and productivity – especially if the economic eco-system does not enable this talent to create and re-distribute knowledge.
iv. Ensure the internationalisation plan is holistic in nature. To class amongst the best in the long term, cities must attract international events, firms, institutions and populations, manage strong international relationships and brands and engage with emerging markets. While these do not all need to be achieved at once, a holistic plan that takes them all into account is an ideal first step.
v. Engage local stakeholders. All interest groups, from businesses to events’ organisers, can and should contribute to an international orientation. Public-private partnerships are a good way of formalising such relationships, but public consultations are equally as important. This really is a case where the sum of the parts is greater than the whole.
vi. Ensure that interaction with international actors is mutually beneficial. City administrations can play an active role in the relationships developed between the city and international ‘actors’ like foreign-owned businesses, institutions and even populations. Use this role to formally ensure that the interaction is mutually beneficial – i.e. that maximum benefits are leveraged for the city as well as for the ‘actor’. This might take the form of financial incentives to business that come in the form of residents’ training grants, immigration policies that target specifically-needed demographic or skill groups and so on.
vii. Promote the benefits of all of this work to the city’s people. Internationalisation is supposed to benefit the city’s people as much as anyone, so to neglect securing their support is to fundamentally misunderstand the project. A commitment to making sure one’s own domestic people will succeed amidst population diversification, through investment in skills and infrastructure, is a precondition for social cohesion and liveability for all groups.
viii. Coordinate the city administration so that there is a single, clear source of information. All too often, a city’s efforts become diluted through poor accessibility of information which comes about because there are simply too many sources. This leads to a confusing and unproductive environment for those seeking information. Construct a central communication node that can serve as the main portal to information. This may simply re-direct enquiries to the relevant department, but it nonetheless plays a vital role in presenting a coherent and effective city strategy.
ix. Plan for the long term. The process of internationalisation is clearly one that will take many years and aims for the benefits to be enjoyed for even longer. This will not be achieved unless the internationalisation strategy builds plans over the appropriate time-frame. It may be more practical to work in smaller time-frames of, for example, five years, but this must be under-taken with the understanding that it is a rolling process that will continue for many more years to come.
x. Monitor, evaluate and improve the plan at regular intervals. Just as there is no fixed or set internationalisation strategy for every city, it is highly unlikely that there will not be room for improvement in a city’s internationalisation strategy. A regular monitoring and evaluation process should not be seen as identifying failure as such but as striving to achieve the very best outcome possible for the city and its people. Moreover, it can help to convert the effort input to strategy-making into actual achievement during this highly complex process.
.
11. Conclusions

Given the vast differences among cities’ institutional make-up, economic needs and global urban positioning, there can be no ‘one-size-fits-all’ approach to what city and city-regional governments can take to ensure that internationalisation and openness work together, or that the internationalisation of a city’s economy is both supported by internationalisation of population and is reinforced by it.

Some fundamental conclusions include:

i. Internationalisation of a city is very long term process and not a quick fix. It takes at least 25 years to achieve a coherent phase of internationalisation over two business cycles. It therefore requires cross-party support, active support from higher tiers of government, and engagement of businesses and wider institutions, as well as a long term strategy.

ii. It is must be clear what purpose internationalisation is intended to serve. How will internationalisation improve quality of life and progress on other goals such as sustainability and social inclusion? What role will it play?

iii. The city needs to see internationalisation as linked to its history and DNA, the evolution must be congruent with the history of the place and with the values and aspirations of citizens. This takes excellent communication from leaders.

iv. Thorough assessment of target markets and international ambitions. The city needs a deep understanding of other places and their relative weaknesses and strengths, so that they can be clear on their competitive advantages and comparative position.
v. Comprehensive well-planned data collection, rather than vague and ambiguous targets, has been shown to be significant in enabling a proper ongoing assessment of the effectiveness of an internationalisation strategy and an international population attraction programme.

vi. Removing barriers to short-term and circular mobility. Cities such as Singapore, Zurich, Miami and others have shown that allowing for shorter periods of international population presence can facilitate the kind of knowledge flows required in a global economy.

vii. Coherence with need for specific kinds of workers. Mobility policies need to fit with other government policy priorities in the realms of infrastructure, housing, social cohesion, and economic sector specialisation. If international populations are drawn in too soon without the relevant infrastructure hardware and cultural software in place, this can create a backlash of complaint that can take years to recover from. Increasing the number of international migrants arriving in a city does not inherently improve innovation and productivity – especially if the economic eco-system does not enable this talent to create and re-distribute knowledge.

viii. Internationalisation requires a long term economic strategy. A city must have a detailed vision of future sectors. What will be the city’s offer to talented people in those sectors? Clear detailed strategy

ix. There must be a commitment to making sure that the city’s own established populations succeed and also benefit from both internationalisation and the support that international arrivals enjoy. Cities also have to work very hard on making immigration work at social and cultural level, facilitating diversity actively and making the benefits real.

x. Agree long term funding levels and programme durations for attraction policies. I Amsterdam is an example of a city policy which has overcome political dispute and has assured fiscal and political support for the foreseeable future, thus ensuring stability.

Overall, in appears that internationalisation work well in cities where there are leaders who are prepared and able to take charge of their long term destiny and are able to exercise high degree of self determination and self reliance. Cities might do this through high levels of collaboration with national/regional governments and with internationalised firms and other institutions that they host. Certainly, it would be impossible without active collaboration and support from these. At the same time, city governments do need to take a lead. It is unlikely that there can successful city internationalisation without substantive city leadership.
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