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BRENDIRANJE FINSKOG GRADA SREDNJE VELICINE KAO GRADA SPORTA

SPORT CITY BRANDING OF A MID-SIZED CITY IN FINLAND

SAZETAK: Zbog rastuce globalne konkurencije medu gradovima brending je od nedav-
no postao vazan element gradskih strategija. Rad prikazuje kako dionici marke doZzivljavaju
sportsku marku Jyvaskylde, grada srednje veli¢ine u Finskoj. Autori su proveli dubinske
intervjue s jedanaest gradskih duZnosnika i sportskih menadZera koji su utjecali na sportsku
marku grada Jyviskylde. Prema rezultatima istraZivanja, ispitanici smatraju kako Jyvaskyla
ima snazan imidz grada sporta. On pociva na sportskom obrazovanju, sportskim dogada-
njima, jakim sportskim klubovima i aktivhom gradanstvu. Rezultati pokazuju da bi sport,
a posebno sportska dogadanja, mogli biti klju¢an element u razvoju imidza marke grada
Jyvaskylae. Istice se da je za razvoj marke grada sporta vazna bliska suradnja i dobri, pro-
duktivni odnosi medu dionicima.
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SUMMARY: Global competition amongst cities has grown and branding has lately be-
come an important part of cities’ strategies. The aim of this paper is to study the brand stake-
holders’ perceptions of the sport city brand of a mid-sized city, Jyvaskyld, in Finland. The
authors conducted in-depth interviews with eleven city leaders and sport managers who had
an influence on the sport brand of the city of Jyvaskyla. The results show that in the minds of
the respondents Jyviskyld has a strong image as a sport city. It stems from sports education,
sports events, strong sports clubs, and active citizens. The results indicate that sports, and
sporting events in particular, could be a key element in developing the brand image of the
city of Jyvaskyla. The results emphasize the importance of a closer cooperation and brand
thinking amongst the stakeholders in order to develop the sport city brand of Jyvaskyla.
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1. UVOD

Brendiranje se dozivljava kao alat za po-
boljSanje poloZzaja i identiteta grada u svijesti
brojnih dionika. Brendiranje grada istraZi-
vano je iz razliCitih gledista, a istrazivacko
podrucje odlikuje interdisciplinarnost. Ovo
istrazivanje dio je vece studije kojom se is-
pituje kako donositelji odluka, stanovnici
grada, posjetitelji i turisti dozivljavaju imidz
grada Jyvaskylae kao grada sporta. Cilj ovog
istrazivanja bio je utvrditi kako dionici iz po-
drucja sporta i gradski duZnosnici doZivlja-
vaju Jyvaskylau kao grad sporta. Broj istra-
Zivanja na temu brendiranja grada od pocet-
ka stoljeCa znacajno je porastao (Lucarelli
i Berg, 2011). Brendiranje grada postao je
vazan zadatak za gradove koji se medusobno
natjeCu na globalnoj razini. Gradovi se po-
kuSavaju istaknuti i stvoriti pozitivan imidz
kako bi privukli razli¢ite grupe dionika, npr.
posjetitelje, turiste i stanovnike. Sport moze
djelovati kao jedan od gradskih podmarki
i privlaciti razlicite skupine klijenata i dio-
nika. SnaZan imidZ grada moze se izgraditi
samo ako u izgradnji vanjskog i unutarnjeg
imidza sudjeluju stanovnici grada, tvrtke,
mediji i lokalno turisticko trziSte. U¢inkovito
upravljanje markom uzima u obzir unutarnje
i vanjsko okruZenje te imidz marke (Ranch-
hod, 2004:96-97). Ovo se istrazivanje bavi
unutarnjim okruZenjem.

Fakultet sportskih i zdravstvenih znano-
sti SveuciliSta u Jyvaskylai, Finska sportska
poslovna Skola JAMK i IstraZivacki institut
za olimpijske sportove istrazili su gospodar-
sku strukturu regionalne (SrediSnja Finska)
sportske industrije te su identificirali njezinu
strukturu i resurse. Prikupljeni su i financij-
ski podaci o prihodu i zaposlenosti u sport-
skoj industriji Sredi$nje Finske i Jyvaskylde
te podaci o obrazovnim potrebama kljuc-
nih dionika iz sportske industrije. Pokazalo
se da je sport vazna industrija za Sredi$nju
Finsku, a posebno za grad Jyvaskylau. Stoga
je vazno utvrditi bi li razvoj sportske marke

1. INTRODUCTION

Branding is seen as a tool to improve a
city’s position and identity in the minds of mul-
tiple stakeholders. City branding has been re-
searched from various perspectives and the re-
search domain is characterized by a cross-dis-
ciplinary mix. This study was part of a wider
study examining the policymakers’, residents’,
visitors’ and tourists’ perceived images of the
City of Jyvaskyla as a sport city. The aim of
this research was to study sport stakeholders’
and city leaders’ perceptions of Jyvaskyld as
a sport city. The amount of research on city
branding has grown remarkably since the be-
ginning of the century (Lucarelli and Berg,
2011). City branding has become an important
management task for cities competing globally.
Cities try to differentiate themselves and cre-
ate a positive image in order to attract different
stakeholder groups, such as visitors, tourists
and citizens. Sports can act as one of the city’s
sub-brands and attract different customer and
stakeholder groups. In order to build a strong
city brand, both the external and internal im-
age must be built together with the residents,
businesses, media and the local tourist market.
In order to manage a brand effectively it is im-
portant to observe the internal and external en-
vironment, and to be aware of the brand image
(Ranchhod, 2004:96-97). This study concen-
trates on the internal environment.

The faculty of Sport and Health Scienc-
es from the University of Jyvaskyla, JAMK
Sport Business School Finland and the Re-
search Institute for Olympic Sports examined
the economic structure of the regional (the
province of Central Finland) sports industry.
The aim of this economic structure study
was to identify the structure and resources
of the sports industry. The collected finan-
cial data included both the turnover and em-
ployment figures of the sporting industry in
Central Finland and Jyviaskyla. The research
group also collected data on the educational
needs of the key stakeholders within the in-
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Jyvaskylae pridonio uspje$nom brendiranju
grada (Keski-Suomen Liitto, 2013).

2. BRENDIRANJE GRADA

Marka je uvijek mnogo viSe nego ime ili
logotip. U marki je sadrzano i znacenje koje
proizvod ili usluga imaju za klijenta. Marka
predstavlja mrezu asocijacija u svijesti ¢lano-
va ciljnih skupina te ovisi o razli¢itim doziv-
ljajima marke unutar tih grupa (Braun i Zen-
ker, 2010). Iako je brendiranje klju¢na varija-
bla u marketingu, kako u poslovnom tako i u
javnom sektoru, jasne su razlike medu njima
(Ranchhod, 2004:93-95). Prilikom brendi-
ranja u javnom sektoru, proizvodaci marke
nisu pod kontrolom jer sve u vezi grada, i
podaci i iskustva, oblikuje imidZ grada u svi-
jesti klijenata.

“"Marka je dojam o proizvodu ili usluzi
koji ostaje u svijesti klijenta. Ona je zbroj
svih materijalnih i nematerijalnih eleme-
nata, sto znaci da se radi o jedinstvenom
odabiru.” (Moilanen i Rainisto, 2009:6).

Tako trenutatno mnogi gradovi diljem
svijeta prepoznaju brendiranje kao vaZzan za-
datak, vrlo su rijetka istrazivanja u tom po-
dru¢ju (Lucarelli i Berg, 2011). U recentnim
istrazivanjima koriste se razliCiti izrazi za
brendiranje zemlje i brendiranje grada. Ako
se radi o brendiranju turistickih destinacija
ili nacija, najceSCe se koristi izraz brendi-
ranje destinacije, dok se izrazi brendiranje
mjesta ili brendiranje grada odnose na mje-
sta i gradove.

Brendiranje gradova moZe se shvati-
ti i kao pod-podrucje brendiranja mjesta
(Merrilees et al., 2009). U ovom istrazivanju
se izraz brendiranje grada odnosi na brendi-
ranje grada Jyvaskylae za stanovnike grada,
posjetitelje i turiste. Posjetiteljima se smatra-
ju osobe koje u grad dolaze na jedan dan, a
turistima osobe koje u gradu borave duze.

Cinjenica da se stalno moraju natjecati
za turiste, posjetitelje i stanovnike prisilila
je gradove i opcine da aktivnije na trzistu

dustry. The collected economic data showed
that sport is an important industry in the
province, especially in the city of Jyvaskyla.
Therefore, it is necessary to establish wheth-
er sports city branding could be a branding
perspective for the city of Jyvaskyla (Kes-
ki-Suomen Liitto, 2013).

2. CITY BRANDING

A brand is always more than a name or a
logo. It is what the product or service means
to the customer. Brand means a network of
associations in the target groups’ minds and
it is dependent on different perceptions that
these groups have (Braun and Zenker, 2010).
Branding is a key variable in marketing, both
in the business and public sector. However,
business and public sector branding dis-
tinctly differ from each other (Ranchhod,
2004:93-95). In public branding the brand
producers are not in control since all the in-
formation and experiences related to the city
form images in the customers’ minds.

“A Brand is an impression perceived in
a client’s mind of a product or a service.
It is the sum of all tangible and intan-
gible elements, which makes the selec-
tion unique.” (Moilanen and Rainisto,
2009:6).

Although city branding is currently an
important task for cities globally, it is a very
fragmented field of research (Lucarelli and
Berg, 2011). Recent studies use different ter-
minology to refer to country and city brand-
ing. The most common term used, when
talking about tourism destinations or nation
branding, is destination branding, where-
as place branding or city branding refer to
towns and cities. City branding can also be
understood as a sub-field of place branding
(Merrilees et al., 2009). In this study, the
term city branding is understood as branding
of the city of Jyvaskyla to its residents, visi-
tors and tourists. The visitors are understood
as day visitors, and tourists as guests staying
longer than a day.
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prezentiraju svoju ponudu i brendove. Ra-
zlicite ciljne skupine Zele razliCite proizvode
i usluge. ,,Sportske turiste” uglavnom zani-
maju aktivnosti slobodnog vremena, dok bi
stanovnicima grada mogla biti vaZna lokalna
mreZza sportskih terena. Grad kao marka je
sloZena lokacija. Zapravo nalikuje na niz lo-
kacija koje treba zajedno brendirati (Braun i
Zenker, 2010). Nadalje, brendiranjem grada
bave se politi€ari, donositelji odluka i stoga
nije moguce zaobici gradska upravna tijela i
procese donositelja odluka (Braun i Zenker,
2010).

Brendiranje grada nije lak zadatak jer u
proizvodnom procesu sudjeluju mnogobroj-
ni akteri. Stoga je marka grada kombinacija
proizvoda i usluga koje pruzaju razlicite or-
ganizacije, tvrtke, op¢ine i neprofitne orga-
nizacije. Gradska tijela zaduZena za marke-
ting mogu jacati zeljeni imidZ putem oglasa
i promotivnih aktivnosti, a svaki ¢e pojedini
primatelj razli¢ito dozivjeti imidZ grada. Do-
zivljaj marketinske poruke od strane prima-
telja ovisit e o njegovom ponasanju, ranijim
iskustvima i osobnim obiljezjima (Moilanen
i Rainisto, 2009:6-21). Stoga je vazno razu-
mjeti koja obiljeZja utjeCu na imidZ i identitet
marke nekog grada. Qingin (2011) nalazi da
dobra marka grada jaca svijest stanovnika
grada, povecava privlacnost grada medu lju-
dima i tvrtkama izvan grada te jaca njegovu
konkurentnost. Brendiranje grada moZze biti
relevantno Cetirima ciljnim skupinama: po-
sjetiteljima, stanovnicima, tvrtkama i indu-
striji te izvoznim trziStima (Herstein i Ber-
ger, 2013a).

Brendiranje grada ima nekih sli¢nosti s
korporativnim brendiranjem. U oba slucaja
menadZeri se bave i unutarnjim i vanjskim
pitanjima identiteta i imidZza (Baxter i Kerr,
2010). MenadZeri marke grada Cesto se mo-
raju baviti velikim brojem podmarki i dio-
nika. Svi dionici, a naro€ito oni koji utjecu
na odluke u procesu brendiranja, trebali bi
imati isti stav o imidZzu i identitetu mjesta.
Kako je priroda marke grada vrlo sloZena,
pravi je izazov prenijeti zeljenu poruku svim

The ongoing competition for tourists, visi-
tors and residents has forced cities and munic-
ipalities to market their offerings and brands
more actively. Different target groups appre-
ciate different products and services. Sport
tourists are mainly interested in leisure time
activities, whereas the residents might value
the local sports site network. City as a brand
is a complex location. It is more like a series
of locations that need to be branded togeth-
er (Braun and Zenker, 2010). City branding
is also a subject of political decision making
and, therefore, involves municipal adminis-
tration organizations and policy-making pro-
cesses (Braun and Zenker 2010).

Branding a city is not an easy task since
multiple actors take part in the production
process. A city brand is a combination of
products and services provided by different
organizations, companies, municipalities
and non-profit organizations. The role of the
city marketing authorities is only to boost the
aspired image by advertising and promoting,
whereas the actual image is different from
one receiver to the next. The received mes-
sage is dependent on the receiver’s behaviour,
previous experiences and personal character-
istics. (Moilanen and Rainisto, 2009:6-21).
Therefore, it is important to understand the
characteristics affecting the image and iden-
tity of a city brand. Qinqgin (2011) defines a
good city brand as one increasing the aware-
ness of its citizens, improving its attraction
amongst the people and enterprises outside
the city, and enhancing its competitiveness.
City branding can be relevant to four target
audiences; visitors, residents, business and
industry, as well as export markets (Herstein
and Berger, 2013a).

City branding shares some similar fea-
tures with corporate branding. In both cases
brand managers deal with both internal and
external identity and image issues (Baxter
and Kerr, 2010). City brand managers often
need to deal with multiple sub-brands and
stakeholders. The place’s image and identi-
ty should be shared by all the stakeholders
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dionicima uklju¢enim u proces brendiranja.
Klijn et al. (2012) dokazali su da ukljuciva-
nje dionika u proces utjece i na koncept mar-
ke i na njenu privlacnost. U slucajevima kad
brendiranje grada uklju€uje mnostvo dionika
1 prikladnu marketinSku strategiju, njegov je
ukupni ucinak na privlatenje stanovnika,
posjetitelja i turista veci nego njihovi poje-
dinacni ucinci.

Anholt (2008) nalazi da brendiranje mje-
sta pridonosi konkurentnosti na globalnom
trzi$tu. Za marketing mjesta vaZno je tocno
odrediti percipirani imidZz i atribute iden-
titeta mjesta (Baxter i Kerr, 2010). Brendi-
ranje grada viSe je od pukog oglasavanja i
promocije grada. Radi se o promjeni politi-
ke. Mjesta imaju imidz marke, ali ne mogu
biti brendirana isklju¢ivo kreiranjem pro-
motivnih ili marketinSkih kampanja. Mar-
ka grada je kombinacija proizvoda i usluga
koje pruZzaju razliCite organizacije i koja se
pridruzuje karakteristikama grada. Baxter
i Kerr (2010) naglaSavaju vaznost razumi-
jevanja kreacije identiteta i imidza marke
grada. ImidZ i identitet ukljuCuju veci broj
elemenata i dionika, a menadzeri ukljuceni u
razvoj imidZa i identiteta moraju biti svjesni
diskrepanci izmedu identiteta mjesta i perci-
piranog imidZa mjesta (Baxter i Kerr, 2010).
ImidZ grada moZze se unaprijediti promjenom
konkurentnog identiteta u okviru meduna-
rodnih odnosa, kulturnog identiteta, politic-
kog djelovanja i javne diplomacije. Uspje$no
unaprjedenje imidza rezultat je primjerene
strategije, sadrzaja i simbolickih akcija (An-
holt, 2008). Drugim rijeCima, grad treba
u¢inkovitu marketinSku strategiju, njezinu
ucinkovitu primjenu i simbolicke akcije koji
podupiru strateske ciljeve. Oni mogu biti dio
strategije, a ponekad se dogadaju spontano.
Izmedu ostaloga, sport i sportska dogadanja
mogu se iskoristiti kao simbolicke akcije za
potrebe kreiranja imidza.

Braun i Zenker (2010) nalaze da na per-
cepciju marke mjesta utjecu atributi stvar-
nog mjesta i imidz marke koji se komuni-
cira prema ciljnoj grupi. Tako nastaje nji-

involved, especially those who influence
branding decisions. Due to the multifacet-
ed nature of city brands, the challenge lies
in communicating the desired message to
all the stakeholders involved in the brand-
ing process. According to Klijn ez al. (2012)
stakeholder involvement has been proved to
influence both the brand concept and attrac-
tiveness. When city branding involves multi-
ple stakeholders and an appropriate market-
ing strategy, the effect of branding on attract-
ing residents, visitors and tourists is stronger
than the effect of each of them separately.

Anbholt (2008) identifies place branding
as one of the competitive factors in the global
market place. Place marketers should be able
to identify the perceived image and attributes
of the place identity (Baxter and Kerr, 2010).
City branding is more than just advertising
and promoting the city. It is about policy
change. Places have brand images, but plac-
es cannot be branded solely by constructing
promotion or marketing campaigns. A city
brand is a combination of products and ser-
vices provided by different organizations and
attached to the city characteristics. Baxter
and Kerr (2010) stress the importance of un-
derstanding the creation of the identity and
image of a city brand. The image and iden-
tity include multiple issues and actors, and
managers involved in developing the image
and identity need to be aware of the gaps be-
tween a place identity and a perceived place
image (Baxter and Kerr 2010). The image
of a city can be improved by changing the
competitive identity concerning internation-
al relations, cultural identity, policy making
and public diplomacy. A successful image
improvement is the outcome of a suitable
strategy, substance and symbolic actions.
(Anholt, 2008). In other words, a city needs
an effective marketing strategy, its effective
execution and symbolic actions that support
strategic goals. These symbolic actions can
be part of the strategy, but sometimes they
are spontaneous. Among other things, sport
and sporting events can be used as symbolic
actions to create the city image.
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hov doZzivljaj marke mjesta, $to dovodi do
prepoznavanja mjesta i zadovoljstva. Osim
toga, dozivljaj mjesta moZe nekoga potaci
da se zadrZzi ili da barem razmisli o toj mo-
gucnosti. Svi ishodi ovise o ciljnoj skupini
koja je predmet istrazivanja (Braun i Zen-
ker, 2010). Prije kreiranja uCinkovite stra-
tegije brendiranja potrebno je istraziti kako
marku mjesta dozivljavaju razlic¢ite ciljne
skupine i dionici.

Braun and Zenker (2010) identify place
brand perception as being formed by the attri-
butes of the actual place and the communicat-
ed brand image. This creates the target group’s
perception of the place brand. These percep-
tions then lead to place identification and satis-
faction. Other effects resulting from these per-
ceptions could be, for example, commitment or
intention to stay. All these outcomes are depen-
dent on the target audience being investigated
(Braun and Zenker, 2010). The place brand
perceptions of different target groups and
stakeholders need to be investigated in order to
create an effective branding strategy.

Slika 1: Koncept doZivljaja marke mjesta

Komunicirana marka

mjesta

Atributi mjesta

[ Dozivljaj marke mjesta

Prepoznavanje mjesta ]

Zadovoljstvo mjestom

w

Ciljna skupina

Drugi u¢inci

E

Izvor: Braun i Zenker, 2010

Figure 1: The concept of place brand perception

Communicated place

brand

Place attributes

[ Place brand perception

Place identification ]

Place satisfaction

-

Target group

Other effects

F

Source: Braun and Zenker, 2010

Za ucinkovito brendiranje grada potreb-
no je pronaci sinergiju medu svim relevan-
tnim dionicima. Proces brendiranja grada
ukljuCuje donoSenje odluka o viziji 1 strategi-
ji marke i kulturu koja je usmjerena na mar-

In order to effectively brand a city, syner-
gies among all relevant stakeholders must be
found. The branding process of a city com-
bines the city’s decision making about the vi-
sion and brand strategy with a brand oriented
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ku. Brendiranje nekog grada treba pocivati
na postojecoj infrastrukturi, atributima mje-
sta i prilikama za brendiranje. Brendiranje
treba biti sveprisutno u gradskim politikama,
a ne tek joS jedna aktivnost u marketinSkom
odjelu grada (Kavaratsis, 2009). Hankinson
(2004) nalazi da u razvoju marki destinacija
klju¢ne uloge igraju jako i vizionarsko vod-
stvo, organizacijska kultura usmjerena na
marku i uspjeSni odnosi medu dionicima.

Svaki se grad pokuSava diferencirati i
stvoriti jedinstveni imidZz. Grad time moZe
ste¢i konkurentsku prednost pri privlacenju
stanovnika, posjetitelja, turista ili poslovnih
tvrtki. Jaka marka moze unaprijediti proces
donoSenja odluka u javnom sektoru, ojacati
identitet stanovnika grada i privuci poslo-
davce i stru¢njake (Rainisto, 2013). SnaZzan
imidZz grada moZze se izgraditi samo ako u iz-
gradnji vanjskog i unutarnjeg imidza sudje-
luju stanovnici grada, tvrtke, mediji i lokalna
turisticka trzista (Knott, 2012).

Brendiranje grada ima mnogo obiljeZzja
brendiranja korporacija. Korporativne mar-
ketinSke teorije govore o brojnosti dionika,
§to je Cesto obiljeZje brendiranja grada (Ka-
varatsis, 2009). Svaki od tih dionika stvara
marku i utjece na njen imidz. Marke grado-
va i marke korporacija razlikuju se od tra-
dicionalnih marki proizvoda i usluga. Kako
imaju mnostvo dionika, teze je njima uprav-
ljati. Jako grad ima ograni¢enu kontrolu nad
izgradnjom svoje marke, i dalje ima duznost
voditi svoju marku. Kavaratsis (2009) istice
da brendiranje grada i brendiranje korpora-
cije imaju mnogo toga zajednickog: interdis-
ciplinarnu osnovu, ukljucenost veceg broja
dionika, visoku razinu apstraktnosti i slo-
Zenosti, drustvenu odgovornost, viSestruke
identitete i potrebu za dugotrajnim razvojem.
Nadalje, on tvrdi da je brendiranje grada
jos sloZzenije od brendiranja korporacije jer
poslovanje grada ukljucuje veci broj razno-
vrsnih funkcija. Primjerice, tu su politicko
donosenje odluka, razvoj infrastrukture i,
jednostavno, javni interes. Mjesto kao proi-
zvod, odnosno grad kao proizvod, nastaje su-

culture. A city’s branding should be based
on its infrastructure, place attributes and
branding opportunities. Branding should be
a policy around the city, not an extra activity
for the city’s marketing department (Kavar-
atsis, 2009). Hankinson (2004) identifies a
combination of strong visionary leadership,
brand-oriented organizational cultures and
successful stakeholder relationships as es-
sential in developing destination brands.

Every city tries to differentiate itself and
create a unique image. By doing so, the city
can gain competitive advantage in terms of
recruiting residents or attracting visitors,
tourists or businesses. A strong brand can
improve public decision-making, strengthen
the identity of the residents, and attract em-
ployers and professionals (Rainisto, 2013).
In order to build a strong city brand under
the conditions of global competition, both
the external and internal image must be built
in collaboration with the residents and busi-
nesses, potential investors, media and local
tourist markets (Knott, 2012).

City branding often has the character-
istics as corporate branding. Corporate
marketing theories include the element of
multiple stakeholders, which is a common
feature of city branding as well (Kavaratsis,
2009). Each of these stakeholders creates
the brand and has an influence on the image.
City brands as well as corporate brands are
different from traditional product or service
brands. They have multiple stakeholders
and are, therefore, more difficult to man-
age. A city’s control over brand building is
limited but it has the responsibility to lead
the brand. Kavaratsis (2009) points out that
city branding and corporate branding share
multidisciplinary roots, multiple stakehold-
er involvement, a high level of intangibility
and complexity, social responsibility, multi-
ple identities, and a need for long term de-
velopment. He also argues that city brand-
ing is even more complex than corporate
branding since a city’s operations include a
wider variety of functions than a company’s
operations: e.g. political decision making,
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radnjom privatnih i javnih organizacija. Sto-
ga ga zajedno konzumiraju razli¢iti klijenti s
razliCitim ciljevima. DoZivljaj klijenata pro-
izlazi iz konzumacije mnoS$tva proizvoda i
usluga te ga ne moze kontrolirati samo jedna
strana (Hankinson, 2007).

3. BRENDIRANJE GRADA I
SPORT

Brendiranje grada iz perspektive sporta
nije Cesta pojava i stoga ima vrlo malo istra-
Zivanja na tu temu. Braun i Zenker (2010)
predstavljaju koncept upravljacke strukture
koja se sastoji od krovne marke mjesta i spe-
cificnih podmarki za pojedine ciljne skupi-
ne. Na podmarke utjece krovni imidZ marke,
a komunikacija se razlikuje od jedne ciljne
skupine do druge. Autori tvrde da je brendi-
ranje mjesta za odredene ciljne skupine mno-
go ucinkovitije nego generalno brendiranje.
Podmarke je moguce odvojiti od drugih
podmarki, ali suradnja medu podmarkama
je klju¢na (Braun i Zenker, 2010). Taj zaklju-
¢ak govori u prilog uklapanju marke grada
sporta pod krovnu marku grada Jyvaskylde.

Sport i sportska dogadanja poticu mno-
ge turiste na putovanja. Sportski turizam je
aktivnost u nastajanju koja se brzo razvija,
a sport privlaci turiste i posjetitelje k novim
destinacijama. Sport moze izvrsno posluziti
prilikom kreiranja identiteta neke destina-
cije (Hinch i Higham, 2011:103). Smatra se
da su velika sportska dogadanja narotito
ucinkovita za brendiranje nacije ili grada
(Knott et al., 2015, Wang et al., 2012). Sto-
viSe, medunarodna dogadanja mogu biti jed-
nako vaZzna za manje gradove kao i velika
dogadanja za velike gradove. Bogat portfelj
sportskih dogadanja imat ¢e bolji ucinak
na razvoj pozitivnog i dugotrajnog imidza
nego jedinstven dogadaj koji se nece pono-
viti (Westerbeek, 2012). Kreaciji uspje$nog
portfelja dogadanja treba pristupiti paZzljivo
i dobro ga povezati sa strategijom grada.
Mreza koja sudjeluje u organizaciji razliCitih
dogadanja treba biti dobro povezana i radi-

infrastructure development and, simply, pub-
lic interest. The place product, i.e. a city, is
co-produced by private and public organiza-
tions and at the same time co-consumed by
different customers seeking different objec-
tives. The customer experience, created by
multiple services, cannot be controlled by a
single party (Hankinson, 2007).

3. CITY BRANDING AND SPORTS

City branding from a sports perspective
is not a common phenomenon and, therefore,
the existing research is very limited. Braun
and Zenker (2010) present the idea of a man-
agement structure which involves a place
umbrella brand and target group-specific
sub-brands. The sub-brands are influenced
by the overall brand image and communicat-
ed differently to different target groups. They
argue that target group-specific place brand-
ing is more influential than general branding.
These sub-brands are not inseparable from
other sub-brands, but the communication
and co-operation between sub-brands are
the key tools in branding (Braun and Zenker,
2010). This supports the idea of a sport city
brand as a part of the city of Jyvaskyld’s um-
brella brand.

Sports and sporting events motivate
many tourists. Sport tourism is a fast emerg-
ing activity and sports attract tourists and
visitors to new destinations. Sport can be one
of the most influential resources in creating
a certain identity for a destination (Hinch
and Higham, 2011:103). Sport mega-events
in particular are seen as an effective tool
in branding a nation or a city (Knott ez al.,
2015; Wang et al., 2012). Moreover, interna-
tional events may be as important for smaller
cities as mega-events for big cities. A strong
portfolio of sports events can contribute to
the creation of a positive and enduring im-
age much better than a single one-time event
(Westerbeek, 2012). A successful event port-
folio should be built carefully and linked to
the city’s strategy. The whole network orga-
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ti na postizanju zajednickog cilja. Neki su
gradovi bili vrlo uspjeSni pri izradi portfe-
lja razli¢itih dogadanja dok neki drugi nisu
mogli povezati relevantne aktere iako su sve
komponente vazne za razvoj uspjesnog por-
tfelja sportskih dogadanja ve¢ bile poznate
(Clark i Misener, 2015). Da bi portfelj dobro
funkcionirao, grad treba uloZiti mnogo truda
u koordiniranje, a organizatori dogadanja ra-
zviti bliske odnose. Gradovi koji Zele ugostiti
periodi¢na medunarodna sportska dogadanja
trebaju uspostaviti vezu s organizatorima do-
gadanja i povezati to dogadanje s gradom i
marketinskim djelovanjem grada (Herstein i
Berger, 2013a). Xing i Chalip (2006) navode
da povezivanje dogadanja i destinacije kori-
sti oboma zbog transfera imidza: destinaci-
je domacini sportskih dogadanja ostavljaju
privlatan dojam povecane aktivnosti unutar
destinacije.

Knott e al. (2015) prepoznaju medije i
domace stanovnistvo kao kljucni faktor utje-
caja na ostavstinu marke neke nacije. Sto je
snaznija potpora nekom dogadanju medu lo-
kalnim stanovnicima to su iskustva turista po-
zitivnija. Knott et al. (2015) takoder isticu da
sport potiCe izrazavanje osjecaja, Sto nije Ce-
sta pojava kod drugih vrsta dogadanja. Mediji,
pogotovo drustveni mediji, igraju vaznu ulogu
u stvaranju imidZza grada jer su turisti postali
korisnici globalnih medija (Knott, 2012).

Poznato je da sportska dogadanja imaju
utjecaja na druStveni i gospodarski razvoj gra-
da domacina (Qinqgin 2011). Dok se veliki gra-
dovi natje¢u za domacinstvo mega-dogadanja,
poput Olimpijskih igara, manji se gradovi na-
tjecu kako bi bili domacini manjim sportskim
dogadanjima. Herstein i Berger (2013a) tvrde
da koriStenje sportskih dogadanja u procesu
brendiranja donosi gradovima i kratkoro¢nu i
dugoro¢nu korist. Sportovi privlace vise lju-
di nego bilo koja druga dogadanja: oni vezu
promatrace i navijae snaznim emocijama,
privlace veliku i raznovrsnu publiku te ostav-
ljaju pozitivne u€inke gradovima u dugotrajno
nasljede (Herstein i Berger, 2013a). Gradovi
domadini velikih sportskih dogadanja imaju
koristi i od kratkoro¢nih ucinaka i od dugo-

nizing the different events should be linked
together and work towards a common goal.
Some cities have been very successful in
creating such a portfolio of different events,
whereas some have been unable to connect
the actors even though all the components of
a successful sports events portfolio develop-
ment have been identified. (Clark and Misen-
er, 2015). A successful sports event portfolio
requires a lot of coordinating effort from the
city and close relationships among event or-
ganizers. Cities wishing to host regular inter-
national sports events should create a bond
with the event organizer and link the event to
the city and its marketing actions (Herstein
and Berger, 2013a). Xing and Chalip (2006)
state that matched events and destinations
benefit from each other in terms of image
transfer: hosting a sports event increases the
sense of activity within that destination.

Knott et al. (2015) identify media and lo-
cal citizens as the key influencing factors of
a nation’s branding legacy. The more support
an event has from the locals, the more posi-
tive the experience is for the tourists. Knott ez
al. (2015) also point out that sport expresses
feelings that often cannot be found in other
events. The media, and especially the social
media, play an important role in creating an
image for a city since tourists have become
global media users (Knott, 2012).

Sporting events are widely recognized to
have an influence on the social and econom-
ic development of the hosting city (Qinqin,
2011). While big cities compete for hosting
sport mega-events, such as the Olympic
Games, smaller cities compete for hosting
smaller scale sporting events. Herstein and
Berger (2013a) state that cities branding
themselves using sport events benefit both in
the short and long term. Sports attract more
people than any other events: they have emo-
tional power over the spectators and fans,
they tempt multiple audiences, and bene-
fit the whole city with long-term legacies
(Herstein and Berger, 2013a). Hosting major
sporting events can create both short-term
impacts and long-term legacies that benefit
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rocne ostavstine koja prelazi i na okolno po-
drucje (Solberg i Preuss, 2007). Gradovi vide
sportska dogadanja kao znacajne poslovne
prilike jer donose dobit poslovnom okruZzenju
i jacaju imidZ grada.

Brendiranje gradova kao gradova spor-
ta u porastu je od pocetka modernih Olim-
pijskih igara i globalizacije profesionalnog
sporta. Prema Reinu i Shieldssu (2006), na-
cije 1 gradovi koriste tri razliCite strategije za
sportsko brendiranje: 1) samo dogadanje, 2)
sportske timove i 3) mjesto. Od Olimplijskih
igara odrzanih 1894. godine u Los Angelesu,
Olimpijske su igre najvece sportsko doga-
danje i najprivlacnija prilika za brendiranje
grada (Herstein i Berger, 2013b). Cini se da
u danasnje vrijeme samo vrlo veliki gradovi
mogu biti domacini Olimpijskih igara, npr.
Peking (2008), London (2012), Rio de Janeiro
(2016) i Tokyo (2020). Istovremeno, zimske
Olimpijske igre prilika su za manje i manje
slavne gradove poput Lillehammera (1994) i
Pyongyanga (2018). Ispod olimpijske razine
sve veli broj gradova koristi medunarodna
sportska dogadanja (npr. svjetska i europ-
ska prvenstva te rastuci broj profesionalnih
sportskih dogadanja) kako bi se promovirali.
Dobri primjeri takvog ponasanja su Melbo-
urne (Emery, 2015), Glasgow i Birmingham
(Pye, Toohey i Cuskelly, 2015).

Profesionalne sportske momcadi tako-
der pruzaju gradovima mogucnost da se
promoviraju kao gradovi sporta. Barcelona,
Manchester, Liverpool i Miinchen primjeri
su europskih gradova s jakim imidZom gra-
dova nogometa. Vazno je primijetiti kako
mnogi mali ili srednje veliki gradovi kori-
ste iste metode brendiranja kao veci grado-
vi (Kozma, Radics i Teperics, 2012). Mnogi
gradovi u SAD-u rabe marku grada sporta
kako bi iskoristili franSize svoje glavne lige
(Austrian i Rosentraub, 2002). Najnovija
strategija brendiranja grada ugraduje sport u
dizajn marke mjesta (Rein i Shields, 2006).
Recentni primjeri takvih marki su bliskoi-
sto¢ni gradovi Abu Dhabi i Dubai. Narocito
je Dubai slavan zbog svog sportskog grada

the surrounding area (Solberg and Preuss,
2007). Sport events have become an import-
ant business opportunity for cities since they
profit the business environment and strength-
en the city’s image.

The modern growth of sport city brand-
ing has started with the Olympic Games and
globalization of professional sports. Accord-
ing to Rein and Shields (2006), nations or cit-
ies can use three different strategies for sport
branding: 1) the event, 2) the teams and 3) the
place. Since the 1894 Los Angeles Olympics,
the Olympic Games have been the ultimate
mega sport event and the most competitive
branding opportunity for cities (Herstein and
Berger, 2013b). It seems that only very big
cities, such as Beijing (2008), London (2012),
Rio de Janeiro (2016) and Tokyo (2020), are
currently able to host the Olympics while the
Winter Olympics provide opportunities for
less famous, smaller cities such as Lilleham-
mer (1994), and Pyongyang (2018), to host
the event and brand the hosting city. Below
the Olympic level, a growing number of cit-
ies are using international sporting events,
such as World Championships, European
championships or a growing number of na-
tional professional sport events to promote
their cities. Good examples of such cities are
Melbourne (Emery, 2015), Glasgow and Bir-
mingham (Pye, Toohey and Cuskelly, 2015).

Professional teams are the second option
for cities to promote themselves as sport cit-
ies. Barcelona, Manchester, Liverpool and
Munich are examples of European cities with
a strong football image. It is important to no-
tice that many small or mid-sized cities can
use the same branding methods as their bigger
counterparts (Kozma, Radics and Teperics,
2012). Many US cities have used the sport city
brand as a way to leverage their major league
franchises (Austrian and Rosentraub, 2002).
The newest city branding strategy integrates
sport into the design of the place brand (Rein
and Shields, 2006). The recent examples of
such brands are middle-east cities Abu Dhabi
and Dubai. Especially Dubai is famous for its
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(Dubai Sport City) koji se proteze na viSe
od 50 milijjuna kvadratnih stopa (Rhein i
Shields, 2007; Balakrishnan, 2008).

4. GRAD JYVASKYLA I SPORT

Jyvaskyla je grad srednje veliCine u sre-
diSnjoj Finskoj s 137 000 stanovnika (sveu-
kupno 180 000 u regiji Jyvaskyld). Dobro je
poznat po kulturnim i sportskim dogadanji-
ma kao i po svojim prekrasnim prirodnim
resursima. Jyvaskyla se promovira kao vo-
dece obrazovno, stru¢no, kulturno i sportsko
srediSte. Grad Jyvaskylda utemeljen je 1837.
godine i najveci je grad u sredi$njoj Finskoj.
Nalazi se 270 km sjeverno od Helsinkija.
Strategija grada identificira tri glavna grad-
ska cilja: aktivno, zdravo i sretno gradanstvo,
mudro koriStenje resursa i odvaznu poslovnu
politiku (Jyvaskyla, 2016). Jyvaskyla je sre-
diSte sportskog obrazovanja i istrazivanja u
Finskoj. Sveuciliste u Jyvaskylai jedino je
sveuciliste u Finskoj koje ima Fakultet sport-
skih i zdravstvenih znanosti dok SveuciliSte
primjenjenih znanosti JAMK nudi jedini
redovni studij sportske poslovne ekonomije
u Finskoj. Nadalje, Istrazivacki institut za
olimpijske sportove i IstraZivacki centar za
sportske i zdravstvene znanosti takoder se
nalaze u Jyvaskylai.

Sto se tice broja gledatelja i medijske
pokrivenosti, hokej na ledu je najpopularni-
ji sport u Finskoj (i u Jyvaskylai). Jyvaskyla
stoga veC desetljeCima ima imidZz grada
hokeja na ledu. U posljednjih osam godina
klub hokeja na ledu iz Jyvaskylae dvaput je
osvojio finsko prvenstvo, tri puta broncu i
jedanput europsko prvenstvo. Hokej na ledu
jedini je visoko profesionalizirani sport u
Jyvaskylai, a drugi popularni sportovi sporo
se profesionaliziraju, npr. nogomet (broj je-
dan po broju sudionika), finski bejzbol, atle-
tika, gimnastika, floorball i koSarka. Atletski
klub iz Jyvaskylae nedavno se istakao te po-
stao najuspjesniji atletski klub u Finskoj, §to
je privuklo i sportaSe i gledatelje. Floorball
i finski bejzbol specifi¢ni su finski sportovi,

Dubai Sport City spreading over 50 million
square feet (Rhein and Shields, 2007; Bal-
akrishnan, 2008).

4. THE CITY OF JYVASKYLA AND
SPORTS

Jyvaskyla is a mid-sized city in Central
Finland with 137 000 inhabitants (all together
180 000 in the region of Jyvaskyld). It is well-
known for its cultural and sporting events
as well as for its beautiful natural resources.
Jyviaskyla promotes itself as a leading centre
of education, expertise, culture and sport. The
city of Jyvaskyld, established in 1837, is the
biggest city in Central Finland. It is located
270 kilometers to the north of Helsinki. The
city strategy identifies three main goals for
the city: active, healthy and happy citizens,
wise use of resources, and a bold business
policy (Jyvaskyla, 2016). Jyvaskyla is the cen-
ter of sport education and research in Finland.
The University of Jyvaskyla is the only uni-
versity in Finland with the Faculty of Sport
and Health Sciences, whereas JAMK Univer-
sity of Applied Sciences offers the only full
time Sport Business degree in Finland. Fur-
thermore, the Research Institute for Olympic
Sports and the Research Center for Sport and
Health Sciences are also located in Jyvaskyla.

Ice hockey is the most popular sport in
Finland (and in Jyvaskyl4) in terms of specta-
tors and media coverage. Jyvaskyla has there-
fore been well known as an ice hockey city
for the past decade. The Jyvaskyla Ice Hock-
ey Club has won the Finnish Championships
twice, bronze three times, and the European
Trophy once in the past eight years. Ice hock-
ey is the only highly professionalized sport
in Jyvaskyla, whereas other popular sports,
such as football (number one in terms of par-
ticipants), Finnish baseball, track and field,
gymnastics, floorball and basketball are still
slowly professionalizing. The Jyvaskyla Track
and Field Club has raised its profile lately and
become the most successful athletics club in
Finland, attracting both athletes and specta-
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a u Jyvaskylai se oba igraju na nacionalnoj
razini. U Jyvaskyldi nalazimo sve popularne
sportove, a veina se igra na najviSoj nacio-
nalnoj razini. Stoga je ponuda sportova vrlo
raznolika.

Popularnost zimskih sportova u posljed-
nje je vrijeme znacajno porasla. Jyvaskyla
je tradicionalno bila poznata po skijaskim
skokovima i skijaSkom tr¢anju, ali danas su
u srediStu interesa slobodni stil i slalom. Te-
reni za alpsko skijanje nalaze se kraj samog
srediSta grada, Sto je olakSalo razvoj brojnih
dogadanja posvecenih zimskim sportovima.

Jyvaskyla je svjetski poznata po reli utr-
kama od 1951., kad se tu pocela odrzavati
utrka za Svjetsko reli prvenstvo. Nestle reli
svake godine okuplja na desetke tisuca gle-
datelja i jedno je od najvecih sportskih doga-
danja u Skandinaviji. Utrka je vrlo znacajna
za grad, narocito zbog svog izravnog gospo-
darskog ucinka (14,7 milijuna eura u 2013.).
Radi se o globalnom dogadanju srednje veli-
¢ine koje se odrZzava u relativno malom gra-
du (Ahonen et al., 2015).

5. METODE I DIZAJN
ISTRAZIVANJA

Ovo istrazivanje dio je veleg istrazi-
vackog projekta koji se bavi markom grada
sporta Jyvaskylae, finskog grada srednje ve-
licine, a u dvije faze istrazivanja ukljucuje
razliCite istraZivacke metode. Sire istraZiva-
nje obuhvatilo je studiju u kojoj se rabio splet
metoda u dvije faze - kvantitativnoj i kvali-
tativnoj. U radu se analizira istrazivanje koje
je provedeno 2015. i 2016. godine, a odnosi
se na prvu fazu istrazivanja o percepcijama
imidza sportskih marki vaznih sportskih
menadZera i duznosnika grada Jyvaskylae.
Citav projekt, ¢iji je generalni cilj bio ispitati
najvaznije dionike percepcije marke grada
Jyvaskylae, moZe se prikazati kako slijedi:

tors. Floorball and Finnish baseball are spe-
cial disciplines in Finland, both played on the
national top level in Jyviskyla. All mainline
sports are represented in Jyvaskyla, most of
them also played on the highest national level.
Therefore, the sports offering for visitors or
residents is varied.

The overall popularity of winter sports
has lately increased remarkably. Tradition-
ally, Jyvaskyla was famous for ski jumping
and cross-country skiing, but nowadays the
trend has turned to freestyle and slalom. The
down-hill skiing facilities in Jyvaskyla are
located next to the city center, and this has
facilitated the development of multiple win-
ter sport events there.

Internationally, Jyvaskylda has been
known for rally driving ever since a World
Rally Championship race was brought there
in 1951. The Nestle Rally gathers tens of
thousands of spectators annually and it is one
of the biggest sporting events in Scandinavia.
The impact of the rally event on the hosting
city is remarkable, especially as regards its
direct economic impact (14.7 million euros
in 2013). It is a medium-size event on a glob-
al scale taking place in a relatively small mu-
nicipality (Ahonen et al., 2015).

5. METHODS AND RESEARCH
DESIGN

This study was part of a wider research
project examining the sports city brand of a
mid-sized city in Finland, Jyvaskyla. This
is an interim report of the sport city brand
research conducted in 2015-2016. The wider
research project was a mixed-method study
including two different phases, qualitative
and quantitative surveys. This paper reports
on the first phase of research into sport brand
image perceptions of important sport manag-
ers and city leaders in the city of Jyvaskyla.
The overall aim of this study was to examine
the most important stakeholders’ brand per-
ceptions of the city of Jyvaskyla. The whole
research project can be outlined as follows:
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Slika 2: Dizajn istraZivanja marke grada sporta provedenog u Jyviskyldi
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Ovo istrazivanje bilo je kvalitativne pri-
rode, a cilj mu je bio istraziti ulogu sporta
u brendiranju grada i ispitati kako najvaZzniji
dionici sportske marke doZzivljavaju trenutnu
situaciju. Odabran je kvalitativan pristup jer
se zeljelo razumjeti i interpretirati dojmove i
misljenja dionika koji svojim odlukama utje-
¢u na imidz i identitet Jyvaskylde kao grada
sporta.

Podaci su prikupljeni metodom dubin-
skog intervjua, a pitanja su se bazirala na
nizu tema iz literature i naSem istrazivatkom
problemu. Provedeni su intervjui s jedanaest
sportskih menadZera i gradskih duznosnika,
odnosno s pet gradskih duznosnika (grado-
nacelnik, direktor grada za komunikacije,
dva menadZera iz odjela za sport i direktor
regionalne tvrtke za razvoj) pet predstavni-
ka najistaknutijih sportskih ustanova (razli-
Citi sportovi) i jednim predstavnikom medi-
ja. Dvoje sportskih menadZera predstavljalo
je obrazovne i istraZivacke institucije, jedan
urednike sportske sekcije najvecih regional-
nih novina, a dvoje najuspjeSnije sportske
klubove, od kojih je jedan bio neprofitan.
Intervjui su trajali izmedu 50 i 90 minuta.
Svi su intervjui provedeni u proljece 2015.
godine. Doslovno su transkribirani i obrade-
ni NVivo programom za kvalitativnu anali-
zu. Odgovori su prvo kategorizirani prema
temama, a zatim kodirani prema podkate-
gorijama koje su proizi§le iz samih inter-
vjua. Kategoriziranje i kodiranje podataka
u NVivo programu rezultiralo je jasnom
strukturom, $to je omogucilo detaljnu ana-
lizu percepcije sportske marke Jyviskylde
medu gradskim duZnosnicima i sportskim
menadZerima. Upotrebom racunalnog pro-
grama na minimum je svedena mogucénost
pristranosti.

Prikupljeni podaci i opsezan pregled lite-
rature omogucili su utvrdivanje kako dionici
sportske marke trenutno dozivljavaju marku.
Istovremeno su dobiveni i podaci potrebni za
razvoj upitnika za veliko kvalitativno istra-
Zivanje kojim Ce biti obuhvaceni stanovnici
grada, njegovi posjetitelji i turisti. Anketa

This study was qualitative in nature.
The aim of this study was to understand the
role of sport in the city’s current branding,
and survey the most important sport brand
stakeholders’ perceptions of it. A qualitative
approach was chosen since the aim was to
understand and interpret the perceptions and
opinions of the current sport brand decision
makers who influence the sport brand image
and identity of the city of Jyvaskyla.

In-depth interviews were used to collect
the data. These interviews were based on dif-
ferent themes emerging from the literature and
the research problem. Altogether eleven sport
managers and city leaders were interviewed,
five of them representing the city of Jyvaskyla,
five of them the most prominent sport organi-
zations and one representing the media. The
interviewees were the city’s mayor, city’s com-
munication director, two managers respon-
sible for the sports department, the regional
development company’s managing director,
and five sport managers from different sports
stakeholder groups that have a strong influence
on sport branding. Two of the interviewed
sport managers represented education and re-
search organizations, one represented the big-
gest regional newspaper’s sport section’s edi-
torial staff, one a regional association, and two
the most successful profit and non-profit sport-
ing clubs. The length of the interviews varied
from 50 minutes to 90 minutes. All the inter-
views were conducted during spring 2015 and
were transcribed verbatim. The interview data
was processed using NVivo qualitative analy-
sis software. The responses were first catego-
rized according to the interview themes and
then coded into sub-categories according to
the findings emerging from the interview data.
By categorizing and coding the data in NVi-
vo, a clear coding structure was developed to
further analyze the sport brand perceptions of
the city leaders and sport managers. By using
a computer software the possible human-bias
was minimized.

The data collected and the extensive lit-
erature review enable insights into the cur-
rent sport brand stakeholder perceptions and
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medu posjetiteljima i turistima provedena
je tijekom razlicCitih sportskih dogadanja u
Jyvaskylai dok je lokalno stanovnistvo is-
pitano putem internetske ankete koja je bila
objavljena na sluzbenim gradskim stranica-
ma te uz pomo¢ lokalnih medija i sportskih
organizacija.

6. KAKO SPORTSKI MENADZERI
I GRADSKI DUZNOSNICI
DOZIVLJAVAJU SPORTSKU
MARKU GRADA JYVASKYLAE

Svi ispitanici dozivljavaju Jyvaskylau
kao grad sporta. Grad ima dugu tradiciju
u elitnim i masovnim sportovima, a nosi i
jedinstvena obiljeZja u pogledu sportskog
obrazovanja, istrazivanja i prakse. Svi ispi-
tani menadZeri i gradski duZznosnici dijelili
su miSljenje da Jyvaskyla ima jaku sportsku
marku koja se slabo koristila pa njen plasman
na trziste nije bio naro€ito ucinkovit. Sto se
tiCe sportskih terena i objekata, grad ima ve-
like planove pa je razvoj sportske podmarke
grada trenutno od velike vaZznosti.

Utinkovita izgradnja marke treba se
temeljiti na strategiji, Sto isticu svi ispita-
ni gradski duZnosnici, a sa sportskim me-
nadZerima se slazu da u izgradnju marke
treba ukljuciti sve utjecajne dionike. Projekt
razvoja marke, medutim, treba voditi grad,
njegovi duZznosnici i predstavnici. Sport
kao podmarka povezan je s gradskim gos-
podarskim politikama. Sport se dozivljava
kao rastuca aktivnost i vazno poslovno po-
drucje, ali ispitanici su naglasili i vaznost
neprofitnih udruga. Gradski duZnosnici
istakli su da strate$ki ciljevi grada ukljucu-
ju i dobrobit gradana i uspjeSno poslovanje.
Prema misljenju ispitanika, sportovi su vaz-
ni za privlaCenje tvrtki koje ¢e u Jyvaskylai
razviti svoje poslovanje i pojedinaca koji ¢e
grad odabrati za svoj dom.

Kao najsnaznije atribute sportske marke
grada Jyvaskylde ispitanici su naveli sport-
sko obrazovanje i istrazivanje, sportska do-
gadanja, Neste Oil Rally Finland, JYP hoke-

provide the information needed for develop-
ing a questionnaire for a large-scale quanti-
tative survey amongst the residents, visitors
and tourists. The visitor and tourist survey
was conducted in various sporting events
in Jyvaskyla. Local residents were reached
through an Internet survey published in the
city’s official web page and supplemented
with local media and sport organizations.

6. SPORT MANAGERS’ AND CITY
LEADERS’ PERCEPTIONS
OF SPORT CITY BRAND OF
JYVASKYLA

The city of Jyvaskyld was seen as a city
of sports by all the interviewees. It has a
strong history both in elite sports and sports
for all, and it has unique characteristics in
terms of sports education, research and prac-
tice. All the interviewed managers and city
officials shared the opinion that Jyvaskyla
had a strong sport brand although it had not
been marketed very efficiently or utilized
as strongly as it could have been. The city
has big plans concerning the sports facilities
and, therefore, the need to develop the sport
sub-brand is of great current interest.

Effective brand building should be based
on a strategy, which is highlighted by all the
city leaders. Both sport managers and city
officials agreed that brand building should
be a joint project with all the influential
stakeholders involved. However, the leader
of this development has to be the city and its
officials and trustees. Sport as a sub-brand
is linked to the city’s industrial policy de-
cisions. Sport is seen as a growing activi-
ty and business field but the importance of
non-profit associations was also stressed by
the interviewees. City officials emphasized
that the city’s strategic aim includes both the
citizens’ wellbeing and successful enterpris-
es. Sports were seen as an important asset in
tempting both companies and individuals to
choose Jyviskyla as their destination to set-
tle down.
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jasku momcad, sve sportove, sportske terene
i zgrade te aktivno gradsko stanovni$tvo. Svi
ispitanici prepoznali su obrazovnu tradiciju i
sveuciliSta kao jedan od najvaznijih eleme-
nata imidza i identiteta Jyvaskylae. TreCina
stanovnika Jyvaskylde su studenti, a u gradu
se nalaze dva poznata sveuciliSta (Sveucili-
Ste u Jyvaskylai i SveucCiliSte primijenjenih
znanosti JAMK). Fakultet sportskih i zdrav-
stvenih znanosti SveuciliSta u Jyviskyldi ima
snazan utjecaj na brendiranje Jyvaskylae kao
grada sporta. Njegov izniman poloZaj pro-
izlazi iz Cinjenice da jedini u Finskoj ima
studij sporta na sveucili$noj razini. Osim
toga, medunarodno je priznat kao istrazivac-
ki centar. Prema misljenju ispitanika, Istra-
zivacki institut za olimpijske sportove, koji
se nalazi kraj fakulteta, znacajno doprinosi
stvaranju pozitivnog imidza medu elitnim
sportovima i sportaSima.

Zbog velike studentske populacije,
Jyvaskyla se doZzivljava kao mlad i aktivan
grad. Aktivno stanovniStvo znacajno dopri-
nosi izgradnji imidza i identiteta grada, po-
sebno u pogledu sportskog imidZa. Ispitanici
su naglasili i vaznost geografskog poloZzaja,
prirodnog okoliSa i Zivotnih uvjeta. Velika i
raznovrsna sportska ponuda Cini Jyvaskylau
mjestom na kojem je dobro Zivjeti i podizati
obitelj. Jyvaskyla u svojim predgradima ima
razvijenu mreZu sportskih terena, staze za tr-
¢anje i skijanje, klizanje na ledu i jake, funk-
cionalne sportske klubove koji stanovniStvu
nude brojne usluge. Ispitanici su smatrali da
centri za alpsko skijanje znacajno doprinose
imidZzu grada, pogotovo Sto se tice mlade po-
pulacije. U gradu i njegovoj okolici nalaze se
tri skijaSka centra, $to jaca imidZ Jyvaskylae
kao grada zimskih sportova.

Kao pojedinacni element marke ispitanici
su najceSce spominjali hokej na ledu i profe-
sionalnu hokejasku momcad JYP (Jyviskyla
Ice Hockey Club). Po broju gledatelja i rezul-
tatima hokej na ledu je najpopularniji sport u
Finskoj. Finska nacionalna momcad je mno-
go puta ostvarila uspjeh na svjetskim prven-
stvima, a hokej na ledu je sport koji prati naj-

The strongest sport brand attributes that
were connected with the city of Jyvaskyla
were sports education and research, events,
the Neste Oil Rally Finland, JYP Ice Hock-
ey Team, overall sports and sporting facilities
and active citizens. Every interviewee iden-
tified the educational traditions and univer-
sities to be among the most important image
and identity constructors of Jyvaskyla. One
third of Jyvaskyld’s citizens are students and
two well-known universities (University of
Jyvaskyla and JAMK University of Applied
Sciences) are located there. The Faculty of
Sport and Health Science of the University
of Jyvaskyla has a strong influence in brand-
ing the city of Jyvaskyl4 as a sports city. The
faculty has a unique national position as it is
the only sport faculty at the university level in
Finland. Moreover, it is internationally recog-
nized for its research. The Research Institute
for Olympic Sports, located next to the Fac-
ulty of Sport and Health Sciences, was seen
as an important operator in gaining a positive
image amongst elite sports and athletes.

Jyvaskyla was seen as a youthful and ac-
tive city due to the number of young students
living there. Active citizens were seen as
important actors in building the image and
identity of the city, especially concerning the
sports image. The interviewees also high-
lighted the location, nature, and living con-
ditions as success factors attracting the resi-
dents. Jyvaskyla was seen to be a good place
to live and raise a family due to its numerous
sports offerings. Jyviskyla city has a good
network of suburban sports sites, running
and skiing tracks, ice skating locations and
strong and functional sporting clubs offering
services to the residents. Downhill skiing
centers were mentioned as important facil-
ities and image constructors especially for
younger people. There are altogether three
downhill skiing centers in Jyvaskyla and its
surroundings, which strengthens the image
of a winter sports city.

The most frequently single brand creator
was ice hockey and the local professional
ice hockey team JYP (Jyvaskyla Ice Hockey
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veci broj gledatelja. Prva liga hokeja na ledu
jedina je posve profesionalna sportska liga u
Finskoj, a JYP je najbrojnija elitna sportska
tvrtka u Jyvaskylai. Privukla je vise medijske
paznje, gledatelja i sponzorskih sredstava od
svih drugih sportskih klubova u regiji i stoga
je marka lider medu lokalnim sportskim klu-
bovima. Njegovu vaZznost za sportsku marku
Jyvaskylae prepoznali su svi ispitani gradski
duZnosnici i sportski menadZeri.

Svi ispitanici naveli su da sportska do-
gadanja predstavljaju vrlo vaZan element u
izgradnji marke grada. Naglasili su kako je
vazno imati puno dogadanja koja su veza-
na uz razlic¢ite sportove i koja se periodic-
ki ponavljaju. Dok jedno zasebno dogada-
nje mozda nece posti¢i dugoro¢ne ucinke,
niz sportskih dogadanja ojacat ¢e sportski
imidz grada. Po miS$ljenju ispitanika, geo-
grafski polozaj Jyvaskylde u sredini Finske
savrSen je za organizaciju nacionalnih i me-
dunarodnih dogadanja, a postojanje dobrih
sportskih i turistickih objekata omogucluje
razli¢itim sportskim organizacijama da
budu domacini velikih dogadanja. Najvece
godi$nje dogadanje u Jyvaskylai je svjet-
sko reli prvenstvo Neste Oil Rally Finland
koje se odrzava pocetkom kolovoza. Reli
je tijekom vremena stekao status ikone
Jyvaskylae, a njegova vaznost za brendira-
nje grada je izvanredna. Ispitanici su na-
veli da imidzu Jyvaskyla doprinose kako
reli tako i finski vozaci relija koji potjecu iz
podrucja oko Jyvaskylae. Jedan od ispitani-
ka drzi da Jyvaskylae mozda nije dovoljno
iskoristila ovo poznato dogadanje u svrhu
svog medunarodnog marketinga. Velika
sportska dogadanja u grad privlace turiste i
posjetitelje, a u€inak svih tih posjeta gradu
domacinu moze biti izniman.

Brojnost razli¢itih sportova i sportskih
klubova takoder su vazni za Jyvaskylau.
Lokalni sportasSi su postigli brojne uspje-
he u mnogim disciplinama na nacionalnoj
i medunarodnoj razini. Uspjeh atletiCara iz
Jyvaskyla Track and Field Cluba (JKU) i po-
bjede JYP hokejske momcadi na Finskom i

Club). Ice hockey is the most popular sport
in Finland in terms of the number of specta-
tors and success. The Finnish national team
has been successful in world championships
many times, and ice hockey is the most wide-
ly watched sport in Finland. First league ice
hockey is also the only fully professional
league in Finland, and JYP is the biggest
elite sport company in Jyvaskyla. It has at-
tracted more media coverage, spectators and
sponsorship money than any other sports
club in the area and, therefore, it is the brand
leader amongst the local sporting clubs. Its
importance for Jyvaskyla’s sport city brand
was recognized by all the interviewed city
officials and sport managers.

Sports events were mentioned by all the
interviewees to be very important in building
the city brand. The interviewees emphasized
the importance of having multiple events in
different sports on a regular basis. One event
by itself does not necessarily bring long term
effects, but a series of sporting events strength-
en the sport image of the city. Jyvaskyld’s
location in the middle of Finland was men-
tioned to be perfect for organizing national or
international events, and this, together with
good sporting facilities and other tourism fa-
cilities, allows different sports organizations
to host big events. The biggest annual event in
Jyvaskyla is the World Rally Championships
(WRC) Neste Oil Rally Finland, taking place
at the beginning of August. The rally event
has become an iconic event for Jyvaskyla,
and its importance as a brand constructor is
remarkable. Both the WRC event itself and
successful Finnish rally drivers from the
Jyvaskyla area were mentioned to improve the
image of Jyviskyld. One of the interviewees
expressed his doubt that Jyvaskyla may not
have utilized the awareness of this event in
its international marketing well enough. Big
sporting events attract tourists and visitors to
the city and their economic impact on the host
city can be remarkable.

Multiple sports and strong sporting clubs
are an asset to the city of Jyvaskyla. Many
disciplines and athletes have gained success
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Europskom prvenstvu takoder predstavljaju
¢imbenike koji doprinose uspjehu brendira-
nja. Nekolicina ispitanika spomenula je i po-
jedinacne sportase koji predstavljaju uzore
za Citav grad.

Marketinsko djelovanje grada Jyvaskylae
bilo je usmjereno na industrijski marketing,
s naglaskom na nova razvojna podrucja, npr.
centar Hippos. Svi ispitanici su spominjali
sportski centar Hippos kao razvojni projekt
koji ¢e u najve¢oj mjeri doprinijeti jacanju
sportske marke grada Jyvaskylde medu sta-
novnicima i posjetiteljima. Prema misljenju
gradskih duZnosnika, gradske promotivne
aktivnosti usredotocene su na menadzment i
razvoj dogadanja. Sportski menadZeri tako-
der smatraju da bi imidz Jyvaskylae kao gra-
da sporta profitirao kad bi se menadZzment ili
razvoj sportskih dogadanja nasli u srediStu
pozornosti marketin§kih stru¢njaka. Sto se
tice uloge duznosnika u procesima odluciva-
nja o marki, ispitanici su ju dozivljavali na
vrlo razli¢ite nacine. Neki su smatrali da po-
liticari nedostatno cijene sport, dok su drugi
bili mi§ljenja da politiCari snazno podrZzavaju
sport. Svi su se slagali da je uloga gradskih
duZnosnika u brendiranju grada mala, ali
da bi trebali imati klju¢nu ulogu u razvoju
sportskih objekata i terena.

Imidz Jyvaskylae kao grada sporta pro-
mijenio se u proSlih nekoliko desetljeca, ali
ispitanici koji imaju dugu karijeru u ovom
podrucju smatraju kako je imidz grada spor-
ta uvijek bio prisutan. Naglasili su kako je
moguce da su i marka i imidz grada sporta
jaci izvan Jyvaskylae nego unutar grada. Is-
pitanici su smatrali kako je suradnja medu
dionicima nedovoljna, ali da stalno jaca.
Tvrdili su da nije doSlo do ko-brendiranja
iako se svi slazu da je to preduvjet razvoja
marke. Prema miSljenju ispitanika, rasprave
medu dionicima predstavljaju znaCajan alat
za razvoj sportske industrije i marke. Ispita-
nici su se slozili da bi gradonacelnik trebao
imati vodecu ulogu u razvoju takve suradnje.
Svi sportski menadZeri koji su sudjelovali u
istrazivanju bili su voljni sudjelovati u razvo-

on the national and even international level.
The success of the athletes of Jyvaskyla Track
and Field Club’s (JKU) and the victories of the
Finnish Championships and European Tro-
phy by JYP ice hockey team were mentioned
as brand building success factors. Successful
individual athletes as models for the city were
brought up by a few interviewees.

In the marketing actions of the city of
Jyvaskyla the emphasis was on industrial
marketing, focusing on new development ar-
eas, such as the Hippos sports facilities. The
Hippos Sports Center was mentioned by all
interviewees as one of the city’s most import-
ant development areas as regards improving
Jyvaskyla’s sports brand amongst the citizens
and visitors. According to the city leaders,
the city’s promotion focuses on event man-
agement and development. The sport manag-
ers also stated that the image of Jyvaskyla
as a sports city would benefit from making
event management/development an import-
ant future marketing focus. The interviewees
perceived the role of officials in brand deci-
sion making in very different terms. Some of
them felt that politicians did not hold sports
in a sufficiently high regard, whereas others
felt that politicians were very supportive of
sport issues. Their role in branding the city
was seen as minor although their importance
as city leaders, especially as concerns the de-
velopment of facilities, was seen as essential.

Jyvaskyld’s image as a sports city has
changed during the past decades but, accord-
ing to the interviewees with a long career in
the field, the sports city image has always
been present. They stressed that the sport city
image and brand might be stronger outside
Jyvaskyla than inside the city. Cooperation
between different stakeholders was mainly
seen as insufficient, but continuously improv-
ing. The respondents stated that co-branding
did not occur even if it was deemed to be a re-
quirement for developing the sport city brand.
Discussions between different stakeholders
were seen as an important tool in developing
the sports industry and brand. The respon-
dents agreed that the city mayor should have
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ju ko-brendiranja izmedu razlicitih sportskih
organizacija i gradskih duZznosnika.

7. ZAKLJUCCI

Grad Jyvaskyla opcenito se doZzivljava
kao grad sporta. Svi ispitanici prepoznali
su sport kao znacajan dio gradskog imidZza
i identiteta. Unato¢ tome, prema mislje-
nju ispitanika, slabi su napori usmjereni na
brendiranje Jyvaskylde kao grada sporta.
Mladenacko ozracje grada, njegova razvi-
jena mreZza sportskih terena i objekata, jaki
sportski klubovi te uspje$ne momcadi i spor-
tasi osnova su sportske marke. Prirodno je
da sport funkcionira kao jedan od podmarki
krovne marke grada, ali boljom komunika-
cijom prema ciljnim skupinama mogao bi se
bolje iskoristiti njegov marketinski potenci-
jal. Kako bi se iskoristile moguénosti koje
pruza brendiranje, razliCiti dionici trebali bi
se ukljuciti u proces ko-brendiranja.

Jyvaskyla tijekom godine nudi brojna
sportska dogadanja te je domacin jednom
od najvecih sportskih dogadanja u Skandi-
naviji, Svjetskom prvenstvu u reliju. Velika
medunarodna sportska dogadanja u¢inkovito
su sredstvo brendiranja grada posjetiteljima
i turistima iz Finske i inozemstva. Za kre-
iranje sportskog imidZza takoder su vaZna
manja sportska dogadanja i mreZza sportskih
terena jer privlaCe stanovnike grada i regije
koji imaju znacajnu ulogu u razvoju imidza
grada. Bilo bi korisno koordinirati portfelj
sportskih dogadanja i bolje povezati razlicite
aktere i grad pri organizaciji sportskih do-
gadanja.

Jyvaskyla je istaknula sport kao jednu od
svojih strateSkih smjernica, a razvojni plan
za sportski centar Hippos primarna je akcija
koja proizlazi iz spomenute strategije. Surad-
nja medu dionicima u proizvodnom procesu
klju¢ je uspjeha u razvoju sportske podmar-
ke Jyvaskylde. Brendiranje grada trebalo bi
pocivati na gradskoj infrastrukturi, atribu-
tima mjesta, prilikama i u€inkovitoj komu-
nikaciji marke. Sportsko brendiranje moze

the leading role in developing the co-opera-
tion. All of interviewed sport managers were
willing to take part in the development of
co-branding between different sport organi-
zations and city officials.

7. CONCLUSIONS

Jyvaskyla was generally seen and expe-
rienced as a sports city. All the interview-
ees identified sport as a big part of the city’s
image and identity. However, the efforts to
brand the city as a sport city were still seen
as weak. Jyvaskyld’s youthful atmosphere,
good network of sports sites and venues,
strong sports clubs and successful teams and
athletes create a basis for the sport brand.
Sport is naturally one sub-brand in the city’s
umbrella brand and it can be utilized more
efficiently by communicating it to specific
target groups. However, the different stake-
holders should engage in co-branding in or-
der to utilize the branding possibilities.

Jyvaskyla offers multiple sports events
during the year and hosts one of the biggest
sporting events in Scandinavia, the WRC
rally event. International big sports events
are an efficient tool in branding the city for
visitors and tourists nationally and interna-
tionally. The importance of smaller sporting
events and sport site network are also essen-
tial in constructing the sports image since
they attract local and regional residents who
play an important role in creating the city
image. Jyvaskyla could benefit from coor-
dinating the sports events portfolio and con-
necting the different actors, organizers and
the city closer together.

Jyvaskyla has already raised sport as
a one of its strategic leads and the Hippos
Sports Center development plan is the lead-
ing action following the strategy. The co-op-
eration between different stakeholders in the
production process is the key to success in
developing the sports sub-brand for Jyvasky-
la. The city’s branding should be based on
the infrastructure, place attributes, and op-
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biti uspjesno samo ako su promotivni alati i
marketinska strategija jasni i razumljivi svim
dionicima uklju¢enim u proces proizvodnje i
razvoja marke. Kako svi dionici nisu uklju-
¢eni u politicke procese donosenja odluka u
gradu i gradske aktivnosti, pravi je izazov
posti¢i zadovoljavajuu razinu razumijeva-
nja. UCinkovita komunikacija medu dionici-
ma klju€na je za uspjeh u kombiniranju razli-
¢itih uCinaka brendiranja.

U slucaju Jyvaskylde svi ispitanici su
naglasili vaznost ko-brendiranja medu pod-
markama (npr. obrazovanje, kultura i sport)
kao i potrebu za suradnjom izmedu razlicitih
sportskih organizacija. Prema miSljenju ispi-
tanika, postoji kultura razgovora koja pruza
dobru osnovu za daljnji razvoj ko-brendira-
nja. Sport moze biti jedna od komparativnih
prednosti grada Jyvaskylde ako dionici ra-
zviju ucinkovite medusobne odnose u pro-
cesu ko-brendiranja i tako podupru imidz i
identitet grada sporta.

Ovaj rad donosi preliminarni izvjeStaj
o podacima prikupljenim u jednom vecem
istrazivanju. Prikazani su dojmovi unutar-
njih sportskih dionika o sportskom imidzu
i identitetu Jyvaskyldae, grada srednje veli-
¢ine u Finskoj. Mali broj ispitanika i sred-
nja veli¢ina grada predstavljaju ograniCenja
ovog istrazivanja. Ovim se istraZivanjem
nije ispitivala trziSna vrijednost marke gra-
da Jyvaskyléde. Cilj je bio prikupiti podatke
na temelju kojih se moze razviti i proSiriti
postojecu marku Jyvaskylde u smislu razvo-
ja sportske podmarke grada. IstraZivanja u
kojima Ce se ispitati vanjski imidZ i identitet
grada medu posjetiteljima, turistima i sta-
novnicima pruzit ¢e opsezniju sliku obiljezja
koja se vezu uz imidz Jyvaskylae kao gra-
da sporta. U konacnici ¢e se razviti model
za brendiranje Jyvaskylde kao grada sporta,
§to Ce istovremeno predstavljati i znanstveni
i prakti¢ni doprinos.

portunities together with effective brand
communication. In order to succeed in sports
branding, the sports facilities, promotional
tools and marketing strategy should be clear
and understandable to all the stakeholders
involved in the production and branding pro-
cess. In an organization, such as a city, this is
a challenging task since the stakeholders are
not involved in the city’s decision making or
operations. Effective communication among
different parties is the key to success in com-
bining the different branding effects.

In the case of Jyvaskyld, all the stake-
holders who were interviewed emphasized
the importance of co-branding between
the sub-brands (i.e. education, culture and
sports) and the need for cooperation between
different sport organizations. According to
the interviewees, the culture of discussion
provides a good basis for the further devel-
opment of co-branding. Sport can be one
of the competitive advantages of the city of
Jyvaskyla if the stakeholders can develop ef-
fective co-branding relationships to support
the image and identity of the city of sports.

This study is an interim report on a
wider study. It introduces only the internal
sport stakeholder perceptions of the sport
city image and identity of the mid-sized city
of Jyvaskyld, Finland. It is limited in terms
of the number of interviewees and the size
of the city. This study did not research the
brand equity of the city of Jyvaskyla, or the
brand value. The purpose of the study was
to obtain the information necessary for de-
veloping and extending Jyvaskyld’s existing
brand by improving its sports city sub-brand.
Further studies examining the external im-
age and identity amongst the visitors, tour-
ists and residents will give a bigger picture
of the characteristics related to the image of
Jyvaskyla as a sports city. The overall aca-
demic and practical contribution of the wider
study will be a sport city branding model de-
signed for the city of Jyvaskyla.
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