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ABSTRACT

This chapter focuses on the case of Matera, one of the less developed cities in the
South of Italy, known as the “shame of Italy” for many years, which has recently
been selected by the Council of European Ministers to be the European Capital of
Culture in 2019. Matera 2019 has been chosen to illustrate how arts and culture
can be particularly critical drivers of rebranding and repositioning of “tough”
cities. The chapter emphasizes how the contribution of the city private and public
stakeholders has played a crucial role in the rebranding process. Through in-depth
interviews with two of main stakeholders involved in the development of the Matera
2019 concept (i.e., the Director of the Matera 2019 Committee, Paolo Verri, and
the Mayor of the city, Raffaello De Ruggieri), this chapter will provide practical
insights for arts and culture-based rebranding aimed at repositioning a place that
has a reputation of “tough” city.
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Culture and the City
INTRODUCTION

Place branding has long been recognized as a win-win strategy allowing for the
creation of competitive advantages for many stakeholders, including public managers,
businesses, institutions, and citizens. While the promotion of places has always
been used by public administrators as a source of profit, the systematic application
of marketing strategies, and particularly branding, to places and the development
of ““a philosophy of place management” can be regarded as a recent phenomenon
(Ashworth & Voogd, 1994, p. 39; Kavaratzis & Ashworth, 2008; Kavaratzis, 2012;
Govers, Kaefer & Ferrer-Roca, 2017).

Owing to the global increasing competition for inward investment, the falling
cost of international travel, and the rising consumer spending power, places and
territories are more and more conceived of as brands to compete in an increasingly
competitive marketplace (Kotler & Gertner, 2002).

Due to its ability to change individuals’ perceptions about a city, place branding
can be particularly effective to reposition cities that have not been traditionally
perceived in a positive way by tourists and visitors. In this process, arts and culture
can represent extraordinary resources to rebrand places that have traditionally been
perceived as ‘tough’ cities by tourists. Indeed, ‘tough cities’ with a record of violent
crimes, delinquency and unemployment can particularly benefit from place branding
strategies based on arts and culture (Jenkins, 2014), i.e., a universal language that
speaks of authenticity, beauty and heritage. A language thatalmost anybody canrelate
to and understand. The immediate connection that arts and culture can create with
individuals is more powerful than any other codes and can allow for an immediate
identification with universal values.

Aninstitution that allows cities to reposition themselves based on arts and culture,
and “drive social legacies, job creation and civic repositioning” is the European
Capital of Culture (Aquilino et al., 2018). Launched in 1985 by the European
Council of Ministers, the European Capital of Culture provides European cities with
the opportunity to display their cultural dimension for one year. Several European
cities have taken advantage of this institution to completely transform their cultural
base and have benefited from participating in this initiative, especially in terms of
international image. Thus, the European Capital of Culture has proved to be a very
useful initiative to focus on in order to examine how culture can reshape the brand
of a place.

There are plenty of examples of European Capitals of Culture that have benefited
from rebranding processes that leveraged arts and culture. Glasgow, Scotland, is
probably the most evident example of the evolution from a ‘city with problems’ - with
“ahistory of long-term economic and industrial decline” and issues of unemployment,
poverty, deprivation and slum housing—to a ‘vibrant’, ‘post-industrial’, ‘fashionable’
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