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Abstract

Our time sees more and more cities striving to grow into smart cities, which makes this
market to grow with a considerable pace. However, there are many challenges of these
processes such as municipal budgets, disposability of skilled staff, privacy and cyber
security concerns, etc. Besides, by the technology-driven smart city development, an
essential thing has been lost on the way—the human dimension. While the world has
started to recognize this deficiency, the hunt for the right methodology to do better has
begun, and so an open run to understand the relations among humans, technology, and
society in order to manage their effect on business and economy. This development will
eventually enter the perspective of the electoral body of democratic societies, thus
influencing public policy. It will provide the room to a new equilibrium within the triad:
people, businesses, and public policy. Being close to the population and their everyday
needs (smart), cities will no doubt act as a push factor to these developments. Propelled
with technology change and new values, the private-public-people partnerships (PPPP)
will earn the pace. The communicators, bringing new relationship to life, are in this way
challenged by metadesign: designing for the “new” designer(s)—the empowered end
user. Therefore, for the communicators, the next challenge for marketing in smart cities
is the creation of tools and methodologies for the new forms of the collaboration design.
After presenting the unique factors that are driving the growth of smart cities in differ-
ent parts of the world, authors identify important challenges that still need to be over-
come in different markets. Special focus will be given on the discussion of contemporary
challenges of public policy seen through smart cities development, which by requiring
new marketing design is exercising pressure on public policy. Smart cities marketing
design will be discussed from the perspective of the need to hear human needs, and at
the same time to support the functionality of the 4Ps. Its concrete role will be in bringing
understanding of the need for collaboration, which can reduce costs of public policy,
thus enlarging benefits of collective action in smart cities.

Keywords: smart cities, marketing of smart cities, collaboration design, PPPP, economic
policy
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1. Introduction

Unfortunately, smart city has become one of the very popular buzz words [1, 2]. Even more, what

might be meant by a “smart city” has become a kind of inspiration for imagination of the

communication experts in many tech corporations as well as public institutions striving to warrant

trust around projects sometimes small, but often very big. We say unfortunately, because we know

that buzz words quickly loose in popularity and disappear, while the interest to improve the

efficiency of community/urban services and guarantee a sustainable well-being needs to remain.

There really is chaos around the naming and definition of this important field evolving already

for decades. Its vivid evolution, additionally to a complex mix of technologies, has been shaped

also by social and economic factors, governance arrangements, and policy and business drivers,

has brought many expressions with overlapping concepts in use today: “Intelligent City,”

“Knowledge City,” “Sustainable City,” “Talented City,” “Digital City,” “Eco-City,” etc. [3].

On one side, “Smart cities are anticipated to create huge business opportunities with a market

value of $1.565 trillion by 2020 on global level” [4]. On the other side, we are facing the reality

in which a vast amount of new technologies and “smart projects” never start “to get life,” or

better said, entire “smart districts” are built in which nobody really wants to live. By the

technology-driven smart city development, an essential thing has been lost on the way—the

human dimension.

We recognize, at this stage of development, the important role of communication experts is to

steer the development in the right direction by simplifying concepts in order to make them

understandable for everyone—from mayor to the citizen—in order to create an ecosystem in

which future cities can flourish.

The second part of the chapter will try to clear the reasons why PPP—meaning public-private

partnership should be extended to PPPP—public-private-people partnership. The third part

will discuss the challenges which economic policy meets due to course of development of the

idea of smart city (marketing). In the fourth part of the chapter, we will represent state of the

art of the evolution of marketing in smart cities. Fifth part of the chapter brings conclusions.

2. Understanding the development toward 4Ps

As an example of an approach by introducing communication experts, we use the definition

used in the vocabulary of the survey Smart Municipalities 1.0 just running among all munici-

palities in Slovenia by PROPI1. For better understanding here, main concepts are simply

explained: Smart municipality optimally uses all available sources to create solutions for problems

and fulfill citizen needs with the aim to guarantee the quality of life in the municipality ecosystem in a

way that permits every member to contribute at her highest level of utility [5].

1 PROPI is a project office co-founded by Association of Municipalities and Towns of Slovenia and intiatiors of FLAPAX –

European Smart Community Accelerator which server as the connector and enabler of the smart city development among

Slovene municipalities.
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This new way of communication around smart development is fruit of understanding of the

development by stepping aside and avoids the discussion about the right smart expression of

the field. We rather try to understand the essentials of the evolution toward smart commu-

nity and possible further development. We tried to demonstrate this point of view with the

help of Figure 1.

To better serve research and study of the communication streams and challenges in the develop-

ment instead of the term “smart city” in the figure is used the term “smart place” to emphasize

the big shift between the technology-centered view, focused on the development and optimiza-

tion of the space as such, and the upgrade to smart community. If we walk through main

milestones, we see Smart place 1.0 focused on how ICT can improve functionality of a place, the

2.0 upgrade still place and technology driven although already addressing issues of good city

governance, starting building public-private partnerships for urban management and putting

emphasis also on sustainability and inclusivity. The big change is where we are standing now,

with the urge for a shift in mindset—shift from technology to human-centered approach in which

technological solutions follow and serve human needs. We are starting to talk about smart

community, which stands for new partnerships and with it the raising of the concept of PPPPs,

public-private-people partnerships, which fully embraces the idea of citizen-centered approaches.

As it will be later presented, the so-called 4Ps open many new challenges for marketing

development as well as for economic policy in smart cities, and with them rises the urge for

collaboration design. But this is not only a marketing domain. Marketing is only part of a

system in which everything and everyone is connected as knots of a net; we need to under-

stand city or municipality as an ecosystem. In order to do so, the development and effects in

economic policy will first be analyzed.

3. Challenges for economic policy

Here, we discuss the challenge that is being put in front of economic policy due to the

processes of emerging of smart cities. We will look for most typical factors that will influence

Figure 1. From smart place to smart community. Source: [3].
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the economic policy practice. The perspective and theoretical ground used here will refer to

economic policy being faced with changes in technology and with changes of electoral body

reasoning. Here, we are not going deep in the study of literature on crisis of democracy as we

just want to list the facts presented in literature that prove the environment democracy is faced

with when entering its specific forms when collaboration in smart cities is concerned.

Moving closer to the population as is the case in (smart) cities, no doubt represents a new

challenge to traditional state and its economic policies. Already, we have quite a pressure on

representative democracy, which sometimes is slowing carrying out of economic policy decisions

met by the national economic policy. The traditional solution here has been delegation of economic

policy functions from the national to regional level. When talking about the changes in structures

in the course of smart cities development, the population interested for action is defined by the city

rather than by region and has specific requirements if compared to the regional level. Therefore, to

design the collaboration and supply it with competencies and responsibility will, apart from

reorganizing arts of inclusion in cities, require also delegation of functions, which up to now were

reserved for the national level. Typically, it has been the case with environmental issues. However,

in our case, one would expect higher interest also in areas such as education, health care, trans-

portation, and so on. Besides, there is also a qualitative dimension of this restructuring: in the same

nation, different cities may have different perspectives, comparative advantages, and will there-

fore want to participate with the use of different instruments of economic policy—related to the

fields stressed above. Furthermore, wemust understand that due to different emphasis of different

cities also other elements will vary—such as inclusion of population, art of collaboration, market-

ing, environmental requirements, logistics and transport, international connections, security

issues, and so on. Therefore, it must be clear that with so many criteria to follow, “no practical

design can realistically hope to fulfill the rigorous demands of any particular model” [6].

Abstention of population from political life derives from their disaffection with (representa-

tive) democracy and became one of central concerns in the EU [7] Citing literature [8] recognize

these as factors that harm representative democracy: disaffection with politics, lack of political

literacy, dissatisfaction and mistrust toward government and politicians, the decline of mem-

bership of political parties, increasing power of actors without electoral accountability, failure

and ineffectiveness of representation of common or special interests, and complex governance

arrangements evading transparency and accountability.

The fact that modern representative democracy is in crisis should be offset in falling of voters’

turnout, deteriorating numbers of party membership, lowering of trust in politicians, and general

loss of interest in politics [9], and is pointing to the fact that these downturns of democracy are

more felt in times when there little seems to be at stake.

In their well-oriented systemization of literature [8] are with the help of citing the literature

pointing to the facts that have influenced theory and practice of democracy in recent years.

They are the shift from government to governance, depolitization of former policy issues

bringing in the influence of experts and managers without electoral accountability, malpractice

of democrats, neoliberal minimalist view on public sphere and democracy, transformation

from ideology-driven to issue-specific politics, concentration of media on sellable stories, and

emerging democratic innovation.
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From the facts presented above, it seems that political parties no more are an adequate

instrument to attract and to steer people’s interests. We believe that here information technol-

ogy and social media bear quite a responsibility for such trends. In the field of IT, we have

witnessed the developments from huge computers in cellars of companies with limited num-

ber of monitors being placed in offices. The dependence of users from the main computer has

been reduced ultimately after personal computers overruled the scene. Now, a cell (smart)

phone has enough capacities, memory, and programs, so it can actually act as a computer.

People now are free to gather information and to link at any time. They, of course, use this

technology also to shape their networks according to their individual criteria and interests.

What is the hampering function of political parties is that they actually find hard to assemble

these networks into a certain form of clusters. Besides, once there, they can in no time change

their orientation and (interest) environment, when actions of a party or of a group of politi-

cians are no more in position to address the problems they see or treat as relevant.

Therefore, the first issue is how to establish an environment for collaboration between all

stakeholders. Here, it is no doubt that despite complexity and stochastic environment it is a

public authority that is needed for promotion and organization of participation [6]. The

authority success to attract collaboration will further enhance democracy [10] as it “will only

thrive if people engage with it” [11].

After accepting and mastering of such approach, economic policy will only come over its first

task. The next one will be joining forces and gain support for the planned action by gathering

the interests of informed and benevolent population—collaborates. Here, one should expect

widening of up to now often experienced public-private partnership into public-private-

people partnership, which we discuss below. From the point of economic policy here, we have

direct inclusion of so-called derived agents of economic policy2—interested population. This

task will, however, be far from simple. Recently, there have been number of studies [12]

proving that private sector practice is intensively eroding democratic principles.

From the side of economic policy and collective action, the situation when they are determined

for action sometimes resembles of chaos. It is not unusual for a public attitude that in such

situations the discussion on a benevolent dictator steps in. As much as it may seem strange to

Western way of thinking, we do not have to look much around and in the past to find an

example, where electoral body has prized a politician who openly promoted him/herself as

intolerant to institutions of democratic order. We should not ignore recent developments in the

field where “the world is facing a democratic crisis through unprecedented restrictions on the

freedoms of expression, association, and peaceful assembly” [12]. Here, we will, however,

presuppose that in a smart city, the democratic culture will prevail and that economic policy

2 Typically, original agents of economic policy have been government as a body with competencies acquired at general

elections and central banks, international organizations plus regulatory bodies without electoral accountability. So-called

derived agents of economic policy, who also do not possess electoral accountability, also influence economic policy

measures. Here we include formally organized interest groups such as trade unions, chambers of commerce and other

interest groups such as individual (big) companies and projects (e.g. a project to build an underground transport network

in a city) pensionists, students and interested population.
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will be looking for a path where it will try to form a consensus first by unveiling its plans and

stepping forward with transparent action.

4. Evolution of marketing in smart cities

As we have learnt, the world has started to recognize that the smart city development has lost

the human dimension on the way. The hunt for the right methodology to do better has begun

and so also an open run to understand the relations among humans, technology, and society in

order to manage their effect on business and economy3.

In this process, the communicators can and should play a very important role and help

steering the development into the direction of inclusion of population. Therefore, we now

bring the focus back to communication and marketing. We want to analyze the challenges

arising with the urge to develop new ways of collaboration within city or municipality ecosys-

tem and possible sources of inspiration for development of right approaches.

4.1. Redefining the roles

The communicators in smart cities are forced to bring new relationship into life and redefine

the roles of members of the city ecosystem. Experiences show that traditional approaches need

to be upgraded. But, where to start? The imperative is to start from the scratch: put humans in

the center and rethink the current methods and perceptions.

If really starting from scratch, the first thing to recognize is the end of the era of “A sells a

product or service to B”—the one-direction relationship between a seller (in our case a city)

and a buyer (citizen) in which B has very limited or almost no possibility to influence the

development of the product or service. In most cases, he is only forced to use it. New media

and technologies are perfect tools to bring dynamics into this relationship(s). And, we can see

how fast these dynamics find place in the business environment.

In product business, new ways of manufacturing and distribution are emerging that can

effectively scale mass manufacturing down to small series of products marketed over the

internet, or even unique products manufactured at home. The industrial designers need to

rethink their role with modern methods of fabrication and distribution in which end users

participate as designers. Designers become, therefore, the role to design the tools and tech-

niques to support end users, as the designers and makers of the products they need, want, and

desire [13].

Maybe an analogy with the industrial designers can help communicators in smart cities

understand their new role. The challenge for the industrial designer will be in metadesign:

3 Cyberneticists have already started this mission at the early beginnings of the development of computers in 1950s. They

envisioned an evolutionary co-learning by exploring and redesigning our own organism to organism/multipleorganism

relations/machines as groups and communities led by pioneer enterprises like Biological Computer Lab and the institute

Matriztica [14].
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designing for the “new” designer(s)—the empowered end user. And so is for the communica-

tors: the next challenge for marketing in smart city is about the creation of tools and method-

ologies for the new forms of the collaboration design for the empowered citizens.

To use this analogy efficiently, we need to analyze the changes in the city ecosystem facing the

digital transition. First, everything changes at amuch faster pace. Second, cities need to createmore

products and services to sustain our society as ever before, hopefully in a way that bring more

meaning to us and not vice versa. Third, not only more, also faster and better should the novelties

be. Last, but not least, they should be sustainable—survive in a future different from today.

Cities limited their role so far rather to those who institute policy and procedures, develop

urban planning, and create services. But this needs to change. Analysis and simple extrapola-

tion governed by political processes will have to give way to imagination and more original

creation [15]. What preconditions are needed to create space for new relationships and collab-

oration? How to hack the so called 1% rule which states that in online communities only 1% of

the users actively create new content, while the other 99% of the participants only lurk, observe

[16]? Unfortunately, the soft skills that are necessary to build sustainable communities are

often overlooked in smart city and technology programs [17].

4.2. Culture of collaboration

In the era of optimization, there is a basic concept that many miss; if we want to increase the

efficiency, we need to understand the inefficiency. We can take inspiration from the energy

business, where first companies are already boosting the efficiency through this kind of

approach [14, 18]. It is only a question of focus, which helps understand and therefore easily

make improvements.

Let us simply use it for our purposes. If we step away from the focus on how to increase the

development of smart city field and try to find the inefficiency in its development, we learn

that the problem is not in technology or in lack of funding, although these are generally most

addressed issues; the main bottleneck is lack of collaboration. International studies show that

conflict costs managers 20–30% of their time [19]. One can simply make the math and under-

stand gravity of this aspect.

Not only neglected, if addressed, often this issue remains tagged with the shallow conclusions.

Lack of collaboration is due to lack of interest; this is indeed the fastest conclusion, but the real

work to be done is to dig for true reasons behind lack of interest [20]. Here we find trust,

different level of knowledge and expertise level, insufficient information about the personal

impact through involvement, etc.

Cities or municipalities have a double task, they need to find way and space to grow culture of

collaboration inwards (within own employees and structures) and outwards (with citizens and

other stakeholders). Trying to take advantage by use of existing methodologies, such as DESI

—The Digital Economy and Society Index—a composite index that summarizes relevant

indicators on Europe’s digital performance and tracks the evolution of EU member states in

digital competitiveness, rather ends with frustration. Also, with other similar indexes, we very
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quickly turn back to technology-driven perspective in which skills such as using a mailbox,

editing tools, installing new devices, etc. are addressed [21].

The other way is the re-discovery of soft skills. Talking about them, it is worth remembering that

we lived in tribes for millennia, long before we learned how to speak. Emotional connection is

our default. We only added words and symbolic logic much later [22]. The force of logic

therefore cannot be the driver by the collaboration design. The real issues are recognition and

ability to define own needs, trust, status, culture, peer pressure, intergenerational dynamics, and

many other things which marketers will need to manage in order to foster the collaboration.

The question that arises quickly in discussion about citizen involvement is whether more is

really better. Decision-making at a government level is about large-scale, long-term projects

bound to regulatory, financial, and political constraints. Again a hint from industrial design

sector: for social innovation, where designers operate in a social context, professional designers

estimate that about 5% of their colleagues possess the necessary skills to deal with new and

different complexities [15]. In other words, 95% of colleagues are estimated not to have the

necessary skills. Involving larger public to co-creation of solutions would mean the involve-

ment of untrained and unskilled participants. Here enter the communicators, who need to

distinguish between different scopes and create processes, which empower participants in a

way that compensates for their lack of experience.

For more reasons, we can learn from the good praxis of citizen involvement through the NASA

Space Apps Challenge, coined as the world biggest mass-collaboration and an unprecedented

international cooperation among governmental, academic, and business world. Space Apps is

the NASA incubator innovation program focused on inspiring creative souls regardless of

their background or skill level to engage with open data and address real-world problems, on

Earth and in space. The challenge occurs annually over 48-h in 2017 in 180+ cities with 25,000+

participants from all over the world. NASA publishes real challenges in more categories and

participants contribute to solve them [23].

There are many initiatives organizing the so-called hackathons around the world. The reason

for Space Apps to be the largest and to grow so fast might also be in its topic. Space is

something that unites and not divides. Talking about space bring persons forget about their

local “divisions.” Additionally, space field has a long history of interdisciplinary collaboration.

It would be too fast to conclude that we have found the perfect formula and cities just need to

copy it in order to involve citizens. After 6 years of the “classic hackathon” format in which

participants get a table, some of them sit and work there also over night, eating pizza and

drinking energy drinks, first findings come that this is actually not the best way to foster innova-

tion. This year, a team at the Vienna location, not by chance lead by a cyberneticist, was analyzing

the last findings in neuroscience and study ways in which through movement and contact with

nature humans could innovate better. Especially if aspiring to create cross-generational collabora-

tion, including younger and older citizens. Quoting the team lead Dr Pawlik “We need to

understand life and organisms better. This will help us, human organisms, to evolve and redesign

our communities on Earth and design new communities in space, on other planets, in a

community-building way that permits every member to contribute at her best.” [23].
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4.3. Creating space(s)

We have been addressing many aspects and opened many questions. For communicators to act

concrete tools should be developed to help them design the collaborations. As stated before,

cities need to act outwards and inwards. When addressing citizens the hardest lost is, if in any

way an initiative has awoken interest, to lose that. Therefore, before starting anything, it is

smart to think also of how will the awoken collaboration stay alive. In which direction to move

and in which better not to move?

As stated before, cities need to create sustainable services and solutions that should survive in

a future different from today. We can only aspire to find the right way, if we know where the

development is going. Here, a glimpse to the possible future: Imagine a world of people and

machines. A world … where everyone and everything is connected all the time as knots of a net; where

traditional barriers, such as time, distance, and cost are eliminated or drastically reduced; where

culture is not a matter of geography, but of personal interest; where mobility without movement exists;

where people and machines communicate in different ways on three communication levels; person-to-

person, person-to-machine, and machine-to-machine. Imagine a world where people and machines work,

study, entertain…and live together. Welcome to the world of Netlife.” [24].

Let us not fall in the usual trap and limit all our attention to our concerns around the new role

of technology gained through artificial intelligence and forget all the rest. Communicators can

only exercise their mission if focused on collaboration and the challenge to bring the 1% active

user society toward “Netlife.” Yes, machines will play an important part, but hopefully only in

the role of fulfilling human needs.

Where to focus now? What should be considered by communicators, while creating space(s)

for collaboration? According to the facts stressed above and our suggestions, we believe that a

holistic approach to action could be presented in a form such as The Collaboration Sensometer

presented in Figure 2. It illustrates the situation and helps identifying the main factors.

It complements the innumerable sensors of the current smart city projects with a new task—to

help sense the citizen collaboration. As long as citizens are merely faced with the launch of new

services with the only possibility of choice to use/buy them or not, it has little or no sense to

organize hackathons just for sake of doing it. A hackathon is a momentarily very popular

collaboration format, which is only gaining its meaning, if a city or municipality wants to involve

citizens in the co-creation of the new solution from the very beginning. A hackathon is not the

right format, if only comments for a chosen concept are desired. There are many formats at hand

(in the figure for the illustration just some of them) and the virtue is to find the right mix of them.

By misusing the formats, authorities often do more harm than good. At best, different formats

for different projects fostering the collaboration in different stages of the process.

Transforming users into active participants is the right way to go and strive toward supporting

as many as possible to become proactive initiators. Not to forget here is that once the collabo-

ration has built tighter relations and citizens have been experiencing co-creation, it is impor-

tant never to make the steps back and at once give them by a new project only the possibility to

comment. Once a user has entered the space of a participant and experiences its possibilities,

he/she will very likely disagree to have the door of this space closed, and even more, if one has
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experienced the space of initiators and for example participatory budgeting4. The way back is

bound to loss of trust.

Here, we come back to the mentioned point that before starting anything, it is smart to think

also of how the awoken collaborations will stay alive. The strategy needs to define how will

trust be respected and cultivated. The largest the space of collaboration, the more extensive

information, better tools, more refined methods, and deeper shared values are required. The

right speed to drive from mainly passive user community to proactive initiator community

depends on the context. As stated before, cities or municipalities have a double task; they need

to find way and space to grow culture of collaboration inwards and outwards. Before

approaching citizens, the sensometer can also help understand collaboration inwards.

5. Conclusion

In this chapter, we tried to point to the facts that have already been changing not only the idea

of smart cities but also the idea of economic policy and smart cities marketing. The fact is that

despite being one of triggers of changes in direction of smart cities there is the point where

technology as well as idea of cybernetics that it ones brought should be controlled.

Figure 2. Collaboration sensometer.

4 Participatory budgeting offers citizens at large an opportunity to learn about government operations and to deliberate,

debate, and influence the allocation of public resources. It is a tool for educating, engaging, and empowering citizensand

strengthening demand for good governance [25].
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The idea of smart cities will flourish as long as it is successful in bridging the gap that

technology and business developments has caused in last decades—the position and inclusion

of people. When connected with the smart city (place) growth and development here a typical

instrument of coordination of investment must be addressed: public-private partnership. The

idea which decades ago still offered (budgetary) sustainability to bigger projects has become

obsolete. The reason is fast development of independence of population regarding information

gathering and network building independence. Therefore, it is natural from the basic under-

standing of nature of technology development that armed with new technology devices and

options the population should be included as a partner in most important projects in their

environment public-private-people partnership (PPPP).

What seems a simple organizational task becomes very complex when we try to forecast

people’s attitude and reactions on proposals on collective actions in their living environment.

When their reactions and actions are expected to be stochastic, we can logically expect bigger

costs of any action (investment). Here, even well designed economic policy is not enough, as it

still comes from (mostly) national level. In order to meet this challenge, logical decision will

introduce smart city marketing. This marketing will not be based only on sustainable informa-

tion, but will have to be supported by special communicators, who will understand the

difference between collective design of economic policy and custom approach appropriate for

local community of the smart city (place).
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