TEXT 3

MARKETING OF PLACES AND CITIES

Marketing over the decades has been gaining more and more space within the organizational environment. However, in recent years, new approaches have emerged in the area.

A concept that has been highlighted is the Marketing of places, which can also be called marketing of cities, or smart cities, although the smart city is one not only focused on technology but in which a set of factors, including technology, make it a place of Good Living or Well Fare State. The marketing of places emerges as one of the key elements of the strategic planning of cities and regions, starting from their singularities and specificities, integrating and projecting them in a context of global competitiveness, aiming to identify their vocation and vision, promoting them, and affirming them. In this context, the vocations of Ijuí are inserted as "Land of Diversified Cultures" and "Cultural Heritage of Rio Grande do Sul", declared by the Legislative Assembly of the State of Rio Grande do Sul, "National Capital of Ethnicities", declared by the Congress Brazilian National and “International Capital of the Ethnicities of the Americas”, declared by IOV America, which integrates IOV Mundial, as the largest NGO focused on Culture and Popular Arts, accredited by UNESCO, in which it is up to use these concepts to design them and sign them as such.

For, marketing aimed at cities aims to promote the prosperity of its community, using innovation, knowledge and the formation of associations, to direct strategies, appreciation and recognition.

The city is fundamental because it is the place where things happen. Cities are structures, cities are made and constituted by people.

Only cities that encourage creative and environmentally sustainable actions, making use of modern technologies to solve their challenges, involving the participation of their citizens in planning, giving rise to social and economic development and improving the quality of life, achieve national and international uniqueness. This new proposition is what, in fact, lives up to the name of a smart city.

For cities to occupy their place in the global economy, each one of them must have the ability to acquire specific skills to play their role and must also create an identity/image to sustain the desired positioning.

Taking into account Lynch's (2015) arguments about the good shape of a city, there are some questions, namely:

a) Cities are unique historical processes - a city can only be explained through its own history;

b) The city is an ecosystem of human groups, they are local holistic systems of certain social groups;

c) The city is also a space destined to the production and distribution of material and immaterial goods;

d) The city is made up of distinct particles (human beings) that live together in a space - it is a legitimate force field;

e) The city is, therefore, a system of interconnected forces that move influencing and being influenced by all participants, being a strong driver of a circular economy;

f) The city is an arena of conflicts, being a sum of differentiated values ​​and criteria, which can be harmonized generating creative synergy.
This range of factors is what moves in the direction of what a city needs to build and solidify an image that it wants to impose on the space in which it moves. This attribution in the case of Ijuí can be conferred on it through the marks attributed to it. It becomes, then, the special space of ethnic groups of local, regional, state, national and international scope, marked by singularity.

The image of a place determines how citizens, companies, entities and visitors will react and promote its sustainable development, as the image is a set of attributes, formed by beliefs, ideas and impressions.

The image of a place is the result of its numerous geographical and historical characteristics and its artistic, cultural, musical, gastronomic heritage and potential for industries, technology, education and health. These variables must be managed strategically.

These strategies can be leveraged in the municipality of Ijuí-RS/Brazil and strengthened by the contribution of energy that emanates from the movement of ethnic groups that has already reached international levels. Thus, it starts from the idea that the Ethnicity Movement of Ijuí, embodied in the organizational form of UETI – União das Etnias de Ijuí, which brings together all the Cultural Ethnic Centers in articulation with the strategic institutions of the municipality, has the potential to contribute to the energy that emanates from its movements that cultivate cooperation, trust, longevity and solidarity between social groups with different cultures to share with the municipality in its city-wide development plan.
To this end, it is important to add to the development methodology the methodology of the 4 helixes of Piquê (2015) that encompasses all the living and vibrant forces of a society:

a) Public administration – it has the role of providing public services, but also of rethinking the reality of the city;

b) University – needs to provide knowledge, science, encourage talent and promote entrepreneurs, innovators in the city. It is a pillar of knowledge;

c) Companies and/or organizations of different types of activities – the smart city must be able to articulate the whole range of organizations that move its economic, social and environmental web;

d) Society – it is the fourth and recently added helix that are added to the previous three. It is the agent that validates the new proposals for city development, as it is the people who, in the role of users, embody and articulate the strategies. In this sense, the importance of diverse associations bringing together groups of different social interests is highlighted.

It is in the society dimension that people who are present in the public environment, education and organizations are involved. Certainly, the UETI and the Cultural Ethnic Centers of Ijuí are fruitful segments to participate in the strategic process of a smart city.

Thus, it is understood that the marketing concept of cities, the image of the place that can be based on its culture, ethnicities, events, gastronomy, diversity of living cultural expressions and the material and immaterial historical cultural heritage that are already expressed in Ijuí concretely and significantly. Even in the form of events in which UETI has already solidified its role in all participation in the Exhibition-International Festival of Ethnicities – EXPOFEST IJUI, which incorporated the historical and traditional legacy of EXPOIJUI – Exhibition-Industrial and Commercial Fair of Ijuí and FENADI – Festival of Diversified Cultures of Ijuí, created in the 1980s and performed annually until 2021, and that other varied ranges of achievement and which now as a municipality awarded the state, national and international titles mentioned above, is a significant vector of success in the project of realizing Ijuí as a legitimate Smart City.

It is important to add the concept of the city of good living, which, coming from the Slow Food movement, preaches a model of living with more tranquility and quality of life. This movement uses the name of Citta Slow that was born in the city of Bra Italy.

The Movement consists of a demonstration that lists fifty-five commitments, highlighting: 1) reducing noise and traffic; 2) increase green spaces and pedestrian zones; 3) support farmers in regions, as well as shops, markets, restaurants; 4) promote technologies to protect the environment; 5) preserve local aesthetic, cultural and culinary traditions; 6) encourage a spirit of hospitality and local solidarity.

Ijuí already incorporates most of these questions, it is now time to reinforce and make tangible the images of the municipality mentioned above and of the City added to the concept of a space for Good Living.
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