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Abstract:

As both globalization and urbanization continue to accelerate the mobility of talent worldwide, local
governments are forced to reconsider their position in the global competition. Therefore, many cities are
now interested in creating a strong brand to support their marketing, and to help them to gain a
competitive edge. Past research on city branding indicates that cities can be branded similarly to
consumer goods, and that cities with a well-recognized brand are more likely to attract investment and

other resources, such as talents, compared to cities with no brand familiarity.

This thesis examines the relationship between city branding and global talent attraction by conducting a
case study on the city of Turku. The purpose is to understand what exactly is the role of city branding in
global talent attraction, as well as how the city’s brand is communicated to global talents in practice.
Moreover, the aim is to explore how other cities that lack international recognition can build a brand that
helps them to attract global talents. This study is qualitative in its nature and it has been carried out by
conducting a focus group discussion with four global talents, as well as two semi-structured interviews
with the key personnel of the city of Turku. In addition, the extant literature for both city branding and

global talent attraction has been reviewed, in order to propose a framework on their relationship.

The results of this thesis study indicate that in smaller countries, such as Finland, city branding has a
secondary role in global talent attraction compared to the nation brand. However, the role can also be
intrepreted as complementary, as city branding helps to keep the communication to global talents
coherent, despite the multiple stakeholders involved in the process. In practice, the case study shows that
the city brand is primarily a communications tool, which can be utilized, for example, in the tone of
voice or talking points of the marketing material for global talents. Moreover, the analysis of this study
indicates that city branding has a more prominent role in global talent retention since cities bear a

greater responsibility for that part of the global talent attraction work.
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1. Introduction

Over half of the world’s population lives in cities and according to an estimate by the United
Nations, the number is likely to rise to 75% by 2030 (United Nations, 2018). Cities account for
over 80% of the global GDP and are, therefore, linked with high economic activity, which means
that their impact extends well beyond their geographical borders. Globalization has further
diffused these borders, and combined with the increase of decentralization in governance, local
governments are becoming increasingly responsible for the future of social and economic
development in cities (Robinet, 2019). This requirement for constant development forces cities to
compete with each other, because in order to overcome these future challenges posed by

urbanization and climate change, cities need resources, especially human capital.

According to research, the Finnish labor market will experience a remarkable shortage of experts
both in the public and the private sectors already in the near future, as the working age
population in Finland continues to decrease (Talent Boost Programme, Ministry of Economic
Affairs and Employment in Finland, 2021). This phenomenon is well-recognized, and its effects
can already be seen, but experts estimate that a strong shift will happen once the covid-19 crisis
dissolves. One solution to the issue could be global talents, who already have the needed skills
and connections. To awaken the interest of these sought-after talents, many cities depend on

having a strong brand that can be used to support their marketing.

A report made by the OECD (2008) states that immigration of highly skilled individuals can lead
to innovation and increased knowledge flows from international research and development actors
to local actors. In addition to being one of the primary sources for innovation, these individuals
also help to increase diversity in organizations, which according to Paavola, Rasmussen and
Kinnunen (2020), is also considered to be very beneficial. The evolution of global business has
indeed put talent into the spotlight, pressuring countries around the globe to compete for the

same resource.

In their text, Cascio and Boudreau (2016, p. 104) describe the search for global competence as “a
race with no finish line”. However, this seemingly frantic race comes with many hurdles, such as
migration policies and legislations, which are set by the government and not by organizations.

Therefore, it can be concluded that it is not the organizations that are solely responsible for



scouting and attracting foreign experts, but it is also the countries themselves and their
governments that need to bear their share of the responsibility. After all, the success of the

organizations is pivotal to the success of the country they operate in.

This mutual dependency on talents is prevalent everywhere, also in Finland, where many
nationwide campaigns have been run in recent years to brand the country as a lucrative place to
live and work. In fact, before 2017 there was no clear strategy in place for attracting talent to
Finland, but ever since then, both the public and the private sector have been working together to

create permanent structures to support talent attraction in the country (Paavola et al., 2020).

As both city branding and global talent attraction have a growing role in modern city
governance, it raises the question about the nature of their relationship. What exactly is the role
of city branding in global talent attraction? How can Finnish cities outside the capital region with
less international recognition and media coverage create a brand that attracts global talents? This
thesis aims to answer these questions by examining the literature on both topics and by

conducting a case study on the city of Turku.

1.2 Background and problematization

Globalization has increased the interaction and interconnectedness of cities worldwide (Cascio &
Boudreau, 2016). This has implications on both organizational, regional and even national level,
as indicated in a publication made for the Finnish Government in 2020 (Paavola et al., 2020). As
previously mentioned, Finland is facing a rapid demographic change, in which the equivalent of
one third of the current workforce in the public sector will retire by 2029. Additionally, the
publication notes that the number of the working age population will also decrease significantly,
due to low birth-rates. Other problems the country will be facing include matching issues, where
organizations cannot find suitable candidates to recruit. According to the authors of the
publication, it is these matching issues that have particularly deteriorated during the past few

years (Paavola et al., 2020).

In recent years, the lack of competence among applicants in Finland has mainly concerned high

skill level vacancies, especially in the technology industry. This is something that cannot be



fixed immediately through education or training, but rather requires outsourcing the skill
wherever it is available. Despite this urgent need for high-skilled workers, as well as a well-
functioning labor market and good living conditions, Finland has been unable to attract talent
and brand itself as an ideal place to live and work (Paavola et al., 2020). As the government has
started to put more effort into addressing these issues, cities are also rising to the challenge of

filling the gaps in regional talent shortages and bringing more talent to Finland.

Although global talent flows have existed for a long time, the research on the topic of global
talent management is fairly young. A large body of former research on global talents and global
talent management has mainly focused on expatriates and people working in multinational
enterprises, also known as MNEs (Carr, Inkson & Thorn, 2005). The main studies on the topic of
global talent management have been conducted by Scullion, Collings and Caligiuri (2010), as
well as Tarique and Schuler (2010), who provided a thorough literature review and an integrative

framework on the topic.

City branding is also a relatively new research area, although a common consensus that places
can be branded exactly like consumer goods or services does exist (Caldwell & Freire,

2004). The subject has gained plenty of interest among academia and practitioners during the
last few decades, and several case studies have been conducted on cities around the globe, with
different perspectives and contexts as their focal point. For example, a large number of studies
have been made on city branding in conjunction with major events, such as the Olympics or

renowned film festivals (e.g. Zhang & Zhao, 2009).

Since city branding is a part of city marketing, some studies have looked at the phenomenon on a
more general level. Based on the literature found on city branding, the following researchers and
their studies appear to have created the basis for the majority of other publications on the

subject: Rainisto (2003) on place marketing practices both in Northern Europe and in the United
States, Trueman, Klemm and Giroud (2004) on the corporate brand of Bradford, and Hankinson
(2001) on the branding practices in 12 English cities.

Combining both city branding and global talent attraction, or talent management in general, has

received less academic attention. One study on the subject was made by Robinet (2019) in the



form of a literature review that aimed to identify a connection between place branding, city
branding, employer branding and talent attraction. On a national level, the relationship of nation
brands or country images and global talent attraction has been studied by Nadeau and Olafsen

(2015), as well as by Silvanto, Ryan and McNulty (2015).

This study focuses on the city of Turku, a mid-size Finnish city, where several marketing
projects and programmes have been created to support global talent attraction in the region. Most
recently in the fall of 2021, the city declared a new spearhead project dedicated to spreading and
strengthening the city’s brand abroad. The “Spearhead project of skill and knowledge” (Finnish.
Osaamisen kdrkihanke) aims to increase the competitiveness of the city by investing in skill and
knowledge, and by improving the level of education of the citizens (City of Turku, 2021). The
project also aims to respond to possible opportunities and challenges posed by megatrends, such

as digitalization, urbanization, and climate change.

In order to improve the reputation and attractivity of the city internationally, the city of Turku
has also been a part of a programme called Talent Boost, which was launched by the Ministry of
Economic Affairs and Employment in Finland in late 2020. Talent Boost is a cross-
administrative programme and a part of the Finnish Government’s employment measures,
dedicated to attracting global talents. It was first launched in 2017 during Juha Sipild’s
Government and then expanded to a larger scale in 2019 by the Government of Sanna Marin
(Talent Boost Programme, Ministry of Economic Affairs and Employment in Finland, 2020).
The purpose of the programme is to boost immigration of skilled workers, students and
researchers, who can help Finnish companies with internationalization, innovation, and growth,
both in the private and the public sectors (Ministry of Economic Affairs and Employment in
Finland, 2020). It also supports the Government’s 75% employment rate target, aiming to help
sectors suffering from labor shortage. In the city of Turku, Talent Boost has targeted global
talents specifically in high tech-fields, such as programming, life sciences, maritime industries

and manufacturing, in order to ease the lack of skilled workers in the region.



1.3 Purpose and research questions

The purpose of this thesis is to gain an understanding on the role that city branding has in global
talent attraction to the city. This will be done by examining how the city of Turku has managed
to attract global talents to the region previously, and how their city brand has impacted it.

Therefore, this thesis aims to provide an answer to the following research questions:

What is the role of a city’s brand in attracting new global talents to the city?
How is the city’s brand communicated to global talents?

How can cities build brands that help them to attract global talents?

1.4 Focus and limitations of the research method

This thesis focuses on the current brand of the city of Turku and how it is utilized in the context
of talent attraction, especially of global talents. The key persons of Turku’s global talent
attraction work are interviewed in a semi-structured manner, in order to examine how the city’s
brand is currently being utilized in global talent attraction and what advantages or disadvantages
the city possesses in this context. Additionally, how the chosen global talents perceive the city of
Turku as a place to live and work is also examined, as well as how well they know the city’s
brand, and how they understand it. This is done by conducting a focus group discussion, where
the participants are relatively free to express their opinions and experiences. Further limitations

on the chosen research methods are discussed in more detail in chapter 3.

Therefore, the focus of this thesis is limited to the city of Turku, which is the fifth largest city in
Finland, located in the Southwestern part of the country. The current brand of the city was
published in 2019 but the brand manual is updated on a yearly basis. The latest version of the
manual is publicly available on the city’s website (city of Turku, 2022). According to the city,

the brand provides a coherent way to promote the city and, therefore, it is supposed to be seen



and heard in all of the city’s marketing activities, in all of its marketing channels, especially by

all of the city’s employees but also by its residents (city of Turku, 2019).

Lastly, this thesis is also limited to global talents, referring to people outside Finland, who are
highly skilled and have a tertiary education (Ozden & Parsons, 2019). Talents with lower levels
of education are, therefore, not included in this study, although they might also be considered as
global talents in other contexts. This decision is based on the aforementioned fact that Finland
suffers from matching issues, where suitable applicants to key positions are hard to find, and to
which these global talents could offer a solution in the near future. This has also been noted by
the state as in April 2022, the Finnish Government (2022) released a General Governmental
Fiscal Plan for 2023 - 2026, in which it was stated that a significant emphasis and, therefore, also
resources shall be directed towards developing the country’s research and development capacity,

as well the labor market integration processes of immigrants.

1.5 Central concepts and definitions

Branding

Branding is a marketing technique that organizations utilize to create an identity, also known as a
brand, either for the organization itself or the products/services it offers. A brand can be a name
or a term, a visual element such as a logo, or a specific design or a combination of all these that
help the organization to differentiate itself from its competitors on the market (Kotler & Keller,

2016, p. 146).

City branding

In city branding, branding techniques are utilized in city marketing. It has gained immense
popularity among city officials during the past few decades, because a distinct brand is believed
to add value to the location (Kavaratzis, 2004). Moreover, according to Kavaratzis (2004), the

city brand provides an excellent starting point for the city’s marketing, because it makes
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managing the city’s image easier and helps to keep the city’s communications more coherent. A
city’s brand can typically be seen in a certain logo or a slogan that the city repeatedly uses in

their marketing.

Talent management

Talent management refers to all activities an organization executes, either globally or locally, in
order to attract, to identify, develop and engage, to deploy or to retain high-performing
individuals within the organization (McDonnell, 2011; Boudreau & Ramstad, 2005). Compared
to traditional human resource management, it is a more strategic act, where an organization
selects and supports certain key individuals. In talent management, certain individuals are
considered to add more value to the organization, which is why they are put into positions that

bring the organization competitive advantage (McDonnell, 2011).

Global talent attraction

Global talent attraction is an activity within global talent management, where an organization
targets to employ highly skilled professionals from abroad, typically due to a talent shortage in
the country of operation. These individuals are often placed into positions that are crucial to the
organization's success. However, global talent attraction is not only executed by organizations: in
fact, it is cities that work in close collaboration with the government in order to attract talent
outside the country (Paavola et al., 2020). Therefore, global talent attraction can also be seen as a
marketing activity that combines both city branding and employer branding (Paavola et al.,

2020).

11



2. Theoretical framework

This chapter presents the theoretical framework for this thesis. The framework summarizes
extant literature on both city branding and city marketing in general, as well as global talent
attraction and management. It also features the existing studies found on the subject, in order to

gain an understanding of the relationship between these two phenomena in different contexts.

2.1 Branding

Brands are one of the most important and valuable assets an organization can have in the modern
world (Keller & Lehmann, 2006). They shape the market and impact consumer behavior like
never before. According to the American Marketing Association, a brand is a “name, term, sign,
symbol, or design, or a combination of them, intended to identify the goods or services of one
seller or group of sellers and to differentiate them from those of competitors.” (Kotler & Keller,
2016, p. 146).

To put it simply, brands communicate what an organization has to offer to its customers, as well
as what makes their product or service special in comparison to others on the market.
Furthermore, they also reflect the customer experience and even the financial value of the
organization (Keller & Lehmann, 2006). Strong brands are, for example, known to create
improved perceptions of product performance and greater customer loyalty. They help
organizations to obtain larger margins and make the product or service less sensitive to
competition and marketing crises, and even help to impact positively on how consumers react to

both price increases and decreases (Kotler & Keller, 2016).

In branding, products or services are given an identity: a name and a visual element, such as a
logo, along with an explanation of what the product or service does, and why it is relevant to the
customer, which is essentially the brand value proposition (Kotler & Keller, 2016). The idea is to
create a set of positive associations around the organization’s product or service and to provide
information to the customer in order to ease their decision-making process (Kotler & Keller,

2016). Because despite which market an organization operates on, there are always plenty of

12



alternatives for customers to choose from. Therefore, brands also serve a purpose to reduce the
time and possible risk related to those situations, enhancing customers’ confidence (Aaker,

1991).

2.2 Place marketing and city branding

Ever since the 19th century, urban places have been careful about their image, implementing
different types of marketing techniques to promote what are now known as cities (Kavaratzis,
2004) From the 1970’s onwards, those marketing activities have become more systematic, and
during the last few decades, the concept of branding has taken cities by storm. It has been
accelerated by the fact that competition on their main audience, investment, tourists and
residents, has intensified (Ashworth & Kavaratzis, 2009). The importance of a strong city brand
identity only continues to grow, as cities are pushed to improve their positioning not only
domestically, but also globally (Ashworth & Kavaratzis, 2009). City brands also need to be
increasingly independent from nation brands, as they are less stable and more dependable on
market trends. Ashworth and Kavaratzis (2009, p. 526) also note that in comparison to nation
brands, city brands fulfill more self-expression needs. This statement does not necessarily apply

to smaller countries and cities but is rather directed towards modern megalopolises.

As the number of research contributors on both place marketing and place branding has
increased considerably in a relatively short time, the terminology used varies from study to study
(Zenker & Martin, 2011). In this thesis both the terms “city marketing” and “place marketing”,

as well as “city branding” and “place branding”, are considered to be synonyms.

2.2.1 Marketing cities and places

The 1970s saw the rise of the “entrepreneurial city”, where cities started to be led in a similar
manner as businesses, bringing risk taking, promotion and profit motivation to governance
(Kavaratzis, 2004, p. 59). The implementation of marketing soon followed, but was limited in
many ways, due to lack of knowledge and skills among public sector workers (Kavaratzis, 2004).

However, at the same time, the development of social marketing and non-profit marketing began

13



to change the notion of traditional marketing, helping cities to control their image in ways that

were not possible before (Kavaratzis, 2004).

According to Braun (2008, p. 43) city marketing is “the coordinate the use of marketing tools
supported by a shared customer-oriented philosophy for creating, communicating, delivering,
and exchanging urban offerings that have value for the city’s customers and the city’s
community at large”. This definition notes the importance of the efficient social and economic
functioning of the area. Moreover, it highlights its values and image, which according to Zenker

and Martin (2011) is often the main goal of city marketing practices.

Defining what a typical city marketing mix consists of has proved to be rather difficult for
researchers, as noted by Kavaratzis (2004). Some have opted to make adjustments to the services
marketing mix, whilst others have utilized a more geographical approach (Kavaratzis, 2004).
However, many researchers, including Boisen et al. (2018), underline that city marketing goes
beyond place promotion tasks, and rather deals with managing the supply and demand side of

cities.

Thus, it can be summarized that city marketing is demand-driven, aiming to directly meet the
target groups’ needs either through communicational and promotional measures or through direct
adjustments or developments to the place itself (Boisen et al., 2018). However, city marketing
also has to be able to look into the future and, therefore, a clear strategy is needed for cities to be
successful in meeting their target groups’ needs, not only now but tomorrow as well (Boisen et

al., 2018).

2.2.2 Branding cities and places

City branding and city marketing are closely interrelated, as branding has for long supported the
goals of place marketing. According to Kotler et al. (1999), city branding provides a good
starting point and a solid framework for managing the place’s, or in this case the image of the
city (Kavaratzis, 2004, p. 66). It can of course be argued, whether a city’s image or reputation is

something that needs to be managed, but the current consensus identified in the literature seems
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to be that applying corporate level brands to places help to create value for the location in

question (Kavaratzis, 2004).

The whole concept of considering a city or a place as a brand is fairly new, as research on the
matter only started emerging in the beginning of the 21th century (Kavaratzis, 2004). Nowadays,
city branding draws heavily on corporate branding, which in turn draws on product branding.
However, compared to traditional product brands, place brands are far more complex in their
nature. With place brands there is practically no control over the branded entity, and the multiple

stakeholders involved can have conflicting interests (Kavaratzis & Hatch, 2013).

The same problem can be identified in the retail marketing perspective, which Hankinson (2001)
highlights: one location can be “sold” for more than one purpose, and there is often more than
one stakeholder involved. Hankinson (2001) also draws parallels with urban planning, which is
mainly handled by the public sector and where the products themselves are multifaceted. By
multifaceted Hankinson (2011) means that places entail several offerings, i.e. districts and

complexes, that all have their own target groups.

Zenker and Martin (2011) argue that cities can be seen as so-called “mega products”, which can
create overlaps with the offerings of different target groups. Regarding target groups for city
branding, Zenker and Martin (2011) are careful not to make any generalizations. They state that
typically, city brand target groups are visitors, residents, and workers, as well as businesses, and
industry (Zenker & Martin, 2011, p. 34). This categorization is intentionally broad, because as
Zenker and Martin suggest in their text (2011), all of these groups vary; not only in their
structure, but also in regard to the different needs and demands they have on the city brand.
Kotler et al. (1993) also include export markets as the last target group in their definition,
referring to a city’s ability to produce something, either products or services, that others would

be willing to purchase.
Kavaratzis and Hatch (2013) also address the complex nature of place brands, which are

similarly limited in terms of how they can be communicated, due to social sensitivities that need

to be addressed. Moreover, they argue that the landscape of a place and its atmosphere cannot be
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controlled in the same ways as a product’s or as a service’s, and that in a physical place, the
brand is often embodied in many different actions and objectives, none of which are directly
created with the brand in mind but nevertheless have an impact on it (Kavaratzis & Hatch,

2013).

Thus, the contemporary way of focusing and building the brand solely on a fixed idea of the
place’s identity is often criticized in literature. The likely explanation for its popularity stems
from tourism/vacation marketing, which, according to Hankinson (2001), has largely contributed
to the image-side of place branding, where the main focus has been on turning a location into a
destination that has a well-defined identity that is easy to recognize, and delivers what it

promises.

Considering all these aspects, Zenker and Braun (2010, p. 5) define a place brand as “a network
of associations in the consumers’ mind based on the visual, verbal and behavioral expression of
a place, which is embodied through the aims, communication, values and general culture of the
place’s stakeholders and the overall place design”. According to Zenker and Martin (2011, p.

33), these perceptions can eventually be measured as brand effects or brand equity.

2.2.3 City brand equity

How a customer perceives, thinks or feels about a certain brand and the possible product or
service it is attached to, is essentially added value both for the customer themselves, as well as

the organization behind the brand (Kotler & Keller, 2016). This added value is often referred to

as “brand equity”, which can be managed and measured. Currently, there are several definitions

16



available on brand equity, as it can be understood in different ways. However, one of the most

well-known models is by David A. Aaker, which focuses on brand awareness.

Brand Equity Model

Perceived
Name Quality Brand
Associations
Awareness
Brand Other Proprietary
Loyalty \ Brand Assets
Brand equity
_)

Provides Value to Customer by
Enhancing Customer's:

e Interpretation/Processing of

Information
. Confidence in the Purchase
Decision
. User Satisfaction

Provides Value to Organization
by Enhancing:

e Efficiency and Effectiveness of
Marketing Programs

. Brand Loyalty

. Prices/Margins

. Brand Extensions

. Trade Leverage

. Competitive Advantage

Figure 1. “Brand Equity Model” Aaker, D. A. (1991, p. 27-28)

In Aaker’s model (1991, p. 27-28), the assets and liabilities the brand equity is based on is

divided into five different categories (see Figure 1.).



1. Brand loyalty
Name awareness
Perceived quality

Brand association in addition to perceived quality

A

Other proprietary brand assets - patents, trademarks, channel relationships, etc.

Together, these assets can create value for both the organization, as well as its customers. Not
only do they help the customer to process information more quickly, they can also enhance user
experience (Aaker, 1991). On the organization’s behalf, the brand assets allow a better margin
and premium pricing, and they also make the marketing of new products or extensions more
effective, as customers have less skepticism towards the brand quality (Aaker, 1991). Brand
loyalty also helps the organization to retain old customers, as well as attract new ones, creating

competitive advantage (Aaker, 1991).

From a city’s point of view, brand equity centers around name awareness, brand association and
image, as well as brand loyalty. To understand the value brands can bring to cities, several
researchers have attempted to create a brand equity model for city brands. Most of them have
utilized the marketing managerial perspective, which Aaker’s model also represents (Lucarelli,
2012). However, one version constructed by Lucarelli (2012) atypically notes that most models
on the topic focus heavily on the brand being a set of perceptions on the city’s image, neglecting
the socio-cultural and economical elements behind city brands. Thus, the three-dimensional
framework by Lucarelli (2012) aims to address these aspects as well and according to it, city

brand equity consists of city brand elements, measurement and impact.
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City brand equity model

City brand elements

Events & Activities

History & Heritage

Graphics & Symbols

Process & Institution

Artifacts and Spatial Planning

City brand
measurement

City brand
impact

Mixed-Multi

Socio-political

Qualitative Economical

Quantitative Image-Identity

Figure 2. “Framework for city brand equity” Lucarelli (2012, p. 240)

According to Lucarelli (2012, p. 236), city brands consist of five different elements: history and
heritage, artifacts and spatial plan, events and activities, processes and institutions and lastly,
graphics and symbols (see Figure 2). The first category includes historical narratives and national
stories tied to the city in question, as well as historical festivals, and anniversaries. The second
focuses on landmarks and buildings, as well as certain distinguishable districts and areas. Third
category is about large events related to e.g. sports. The fourth category is perhaps the most
important, as it is based on the governance and management of the city, referring to the activities
behind the city’s brand. The last category completes the fourth, as it brings the visual elements to
the city’s brand marketing (Lucarelli, 2012, p. 236).

Measuring the brand and its impacts can be executed either with qualitative, quantitative or
multi-mixed methods (Lucarelli, 2012). Some studies have evaluated the city brand’s impact by
interviewing residents or interpreting city brand materials, whereas others have collected data

through surveys or by combining questionnaires with focus groups (Lucarelli, 2012). Regardless
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of the method, the city brand’s impact can be divided into three categories: identity-image, socio-

political and economic (Lucarelli, 2012).

The first category is perhaps the most traditional one and the one that branding aims to impact
the most. According to Lucarelli (2012), this impact reflects the attitudes of residents and other
stakeholders on how the city’s image is perceived and consumed. It is also about the sense of
place for local people, which ultimately impacts city brand identity formation (Lucarelli, 2012, p.
239). The second category addresses the social, political and cultural impacts of the city’s brand.
Lucarelli (2012) notes that these impacts are often on the negative side, as branding can create
opposition among residents. However, he also notes that, at best, city brands can also help to
create a political consensus for example (Lucarelli, 2012). Lastly, the third category is perhaps
the strongest incentive for city branding building activities in general, as it centers around the
economic impact a brand can have on the city in terms of changes in investments or tourist

turnout, to name a few (Lucarelli, 2012).

2.2.4 Previous studies on city branding

The concrete application of branding in city marketing has been studied increasingly over the
past years. As mentioned above, one of the first key studies was conducted by Hankinson (2001),
who studied the role of branding in the marketing of 12 different English cities, excluding large
cities with great media coverage such as London. The purpose of the study was to prove that
branding locations, such as cities, is possible, and it provided one of the first frameworks for

brand development in this context.

The results of Hankinson’s study demonstrated that already in the beginning of 2000’s, city
branding was widely used, but little understood. Most cities associated branding with visual
triggers and all the means used focused on giving the city a “label” (Hankinson, 2001, p. 135).
The primary role of branding was, therefore, awareness raising and coordinating or unifying the
marketing communications of the multiple stakeholders involved. However, many of the

informants also understood that in addition to the physical experiences the location can provide,
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the city brand also needed to reflect more intangible, value-based aspects of it that support the

perceptual appeal of the brand (Hankinson, 2001).

Main issues identified by the study were that there was “administrative overlap” in terms of
responsibility for marketing actions, legal boundaries and even difficulties of defining the place
as a product (Hankinson, 2001). There were also issues with measuring the success of brand
performance, and many cities suffered from limited resources, referring to the low budgets for
marketing in the public sector (Hankinson, 2001). These same challenges are still prevalent to
this day, as stated in a more recent study by Moilanen (2015), in which he examined the
challenges in city branding in 10 European cities. Other modern obstacles identified in the study
by Moilanen (2015) include general slowness and issues with time, poor situational awareness,

as well as limited internal buy-in amongst stakeholders.

Understanding a city as a corporate brand and utilizing its brand equity to gain added value was
first studied by Trueman, Klemm and Giroud (2004). They explored the strategic potential of
case city Bradford as a brand name, and how general perceptions on a city can be improved
through the city’s official communication. The study focused on four key issues consisting of
conflicting objectives of stakeholders, need for positive visual evidence, a theoretical framework
to identify and overcome gaps in brand performance and building brand image and ownership

with the help of the AC2ID framework (Trueman et al., 2004).

In their study, Trueman et al. (2004) consider stakeholders to be “consumers”. The stakeholders
in this case are the local residents, their communities, businesses, the city council and other
authorities. According to them, how these consumers perceive the city and how its brand meets
their individual needs, impacts their decisions to either invest in it or to leave elsewhere
(Trueman et al., 2004). Some of their needs and objectives can be in conflict with one another,

posing a challenge for the brand.
Another challenge related to consumer perceptions on cities are the visual cues or evidence,

which can indirectly impact the city brand. In a city context, this refers to the built environment,

buildings, parks and streets, and their appearance, which communicate different things to the
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consumer. Therefore, they need to be in line with the city brand and vice versa. In Bradford, the
issue was that the city center reflected the decline of a former industrial area, which did not
match the actual identity of the city and how its residents saw and felt it (Trueman et al., 2004).
According to Trueman et al. (2004), it was already then established that environmental
improvements have a positive influence on brand value, as proven by the investments made in

cities of Bristol and Leeds.

The study shows that dissonances between actual and ideal city identities, and inconsistencies in
how the identity is communicated lead to a crisis (Trueman et al. 2004). In city branding, the
brand has to be honest, meaning that the image created must match reality. Therefore, the
stakeholders must come together and take ownership of the brand, and to develop it further, so
that the brand matches the ideal or desired identity of the city. Lastly, Trueman et al. (2004)
suggest that negative images need to be counteracted so that the city’s reputation stays in line

with its identity.

Another well-cited study was done by Rainisto (2003), where the differences between city
marketing and branding in Helsinki, Stockholm, Copenhagen and Chicago were studied,
underlining the critical success factors in city marketing and how those factors can be utilized in
place development. The main findings of this study related to city branding demonstrate that
most cities can be branded, and that a well-known brand image helps the city to attract customers

more effectively than cities without brand familiarity (Rainisto, 2003).

To summarize, there are clear similarities between previous case studies. Rainisto’s (2003)
findings can be seen to align with both Trueman et al.’s (2004), as well as with Hankinson’s
findings (2001). All of them highlight that the identity a city communicates must match reality,
and that all communication related to the same city must be consistent. In order to succeed in
that, all of them highlight the importance of cooperation between stakeholders. Additionally,
they also call for strong leadership; Rainisto (2003) in particular, as he states that because the top
management of a city often coordinates the branding, they should also bear the primary

responsibility for it.
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2.3 Employer branding and talent attraction

To obtain a talent’s attention, the brand of the organization matters. According to research, there
is a clear relationship between employer brand, as well as talent attraction and retention (Reis,
Sousa & Dionisio, 2021). In a literature review conducted by Reis, Sousa and Dionisio (2021),
scientific literature on the subject of the last ten years, indexed to two most reputed databases,
was analyzed. Based on this analysis, they concluded that a positive employer brand is essential
in attracting and retaining talents, which in turn creates competitive advantage for the

organization in question (Reis et al., 2021).

Botha, Bussin and De Swardt (2011, p. 3) argue that people are attracted to any source that could
fulfill their inherent needs, referring to the well-established Maslow’s Theory of Human
Motivation. They also claim that people derive motivation to work based on functional,
economic and psychological preferences (Botha et al., 2011). An organization’s ability to meet
these needs and preferences can be referred to as Employer Value Proposition or EVP. The EVP
is essentially a differentiation tool, describing how the organization differentiates from other
organizations on the market and what unique attributes and benefits for its members it entails
(Botha et al., 2011). These attributes are supposed to, on one hand, motivate new talents to join
the organization, and on the other hand to motivate existing ones to stay. The EVP is, therefore,

also a human capital strategy that aligns with the overall business strategy (Botha et al., 2011).

In employer branding, the basic principles of branding are applied to a human resource or talent
management context, meaning that instead of customers, specific talents are targeted. Similarly
to other commercial brands, the employer brand encompasses the values, beliefs, practices and
policies the organization has (Botha et al., 2011). The brand is in line and communicated in the
same ways as the organization’s other brands, in order to keep the organization’s marketing
efforts coherent and to avoid inconsistencies in brand communication. According to Botha et al.

(2011) these inconsistencies can lead to, for example, employee cynicism and wasted resources.

Any organization with a good reputation and big promises on salary, work-life balance and

career development can attract talent. However, according to Glen (2007), it is the experience
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and the relationship between the talent and the organization that defines how willing the talent is
to stay. This proves that even though an external brand attracts talent, it is not enough to retain it
in the long run (Glen, 2007). Organizations that are well-led and actively engage their members
are most likely to not only attract talent but also retain it for a longer period, maximizing the

benefits a well-nurtured talent can bring to the organization (Glen, 2007).

2.4 Talent management

Similarly to brands, talented employees can also be a unique source of competitive advantage
(Tarique & Schuler, 2010, p. 123). In fact, human capital is seen as one of the main drivers of
economic growth and development, as well as innovation, and it also has an important role in
driving both social and political change (Ozden & Parsons, 2019). Therefore, the whole process
of attaining and retaining human capital is pivotal to a region’s future success. Whilst there is
currently lack of consensus on the conceptual grounding of talent management, new interest

towards the subject has grown among scholars (Gulshani, 2019).

Talent management, both local and global, is a multidisciplinary field, and partially because of
that, it lacks a singular definition. However, it is commonly agreed that talent management
consists of activities and processes of attracting, identifying, developing and engaging, deploying
and retaining high-performing individuals within an organization (McDonnell, 2011; Boudreau
& Ramstad, 2005). It is first and foremost a strategic act, where an organization carefully selects
and supports certain individuals that are of great importance to the organization’s objectives, and
ultimately, to its success. When talking about talent management, it is established that certain
individuals add more value to an organization than others and, therefore, need to be working in

key positions that bring the organization competitive advantage (McDonnell, 2011).

Current research shows that developing organization-specific human capital is impossible to
copy, which helps the organization in question to gain considerable competitive advantage.
Furthermore, according to research, most of the tacit knowledge created through internal training
and development is not applicable in a new environment, meaning that even if an individual

decides to leave the organization, the competitive edge remains (Gulshani, 2019). These results
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have significantly impacted how organizations currently view talent management and how they

choose to invest in it.

2.4.1 Three views on talent management

According to Gulshani (2019), there are three prevailing views on talent management. The first
one draws heavily upon different types of traditional human resource activities, such as
recruitment and selection, as well as development (Scullion, Collings & Caligiuri, 2010). The
HRM-like aspect of talent management also includes career and success management, and other
functions or activities, where the “talent” themselves is being managed (Gulshani, 2019). This
first view on talent management has received a fair share of criticism, as it is seen as a mere
substitute for human resource management, limiting the scope and focus of what talent
management actually offers to organizations (Scullion et al., 2010). Some even argue that what
separates talent management from HRM in this context is the heightened pace of which activities

are executed by, for example via the internet or through outsourcing (Lewis & Heckman, 2006).

Another perspective on talent management places more emphasis on the human resource
planning side, where managing talent across different levels of the organization lies in focus
(Gulshani, 2019). This view is often referred to as RBV, resource-based view (Gulshani, 2019).
Major contributors to the research in this particular view, Lepak and Snell (1999), created a HR
Architecture Model, where human capital can be viewed through two ubiquitous dimensions or
characteristics: value and uniqueness. Lepak and Snell (1999) argue that organizations often get
caught up in a “make-or-buy” situation or mindset, where they feel their only options are either
to outsource employment, i.e. buy skills and knowledge into the organization, or internalize
employment through training the existing employees. Both have their pros and cons, which is
why Lepak and Snell (1999) believe that organizations seldom are truly put into these types of

situations, but rather are able to utilize both approaches in allocating human capital.
The resource-based view emphasizes the value and uniqueness of human capital and its ability to

gain the organization competitive advantage is of the essence. The downside of internalization of

human capital, however, is that it increases the managerial and bureaucratic costs (Lepak &
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Snell, 1999). Therefore, organizations need to find balance between the skills and costs of the
employees, in relation to the value the organization brings to its customers (Lepak & Snell,
1999). The same applies in terms of the uniqueness of the skills, which the employees possess.
While internal skill development is often beneficial, and in many cases unique assets are
developed internally, sometimes the transactional costs can surpass the benefits, and in those

cases outsourcing becomes a more lucrative option (Lepak & Snell, 1999).

The third perspective focuses on talent pools, where talent is seen as an attribute and can be
managed on a general level instead of focusing on certain individuals (Gulshani, 2019).
Boudreau and Ramstad (2005) claim that if an organization is able to identify a pivotal talent
pool inside the organization, even a slight improvement in it would make all the difference in the
organization’s strategic success. Because of this, and because of the current trends in talent
management regarding planned career development, Yarnall (2011) argues that talent pools are
becoming increasingly popular in the organizational world. Although in some cases,
organizations establish talent pools without much consideration for its future implications. This
is partially because it is unclear whether or not creating a talent pool is always the best solution

for a specific organization, despite it being a popular approach.

In talent pools high potential individuals are developed and trained towards rounded skills and
competences (Yarnall, 2011). This means that individuals are not chosen to fill out specific
positions but rather that they, based on their development, shape out the positions for themselves.
It is generally agreed that broad experience and generalist careers are preferred for managerial
positions, although there is no evidence of it being the most effective approach (Yarnall, 2011).
Composing these types of pools has also proven to suffer from bias and lack of diversity. This is
understandable because measuring talent and potential is rather difficult, as opposed to

measuring performance (Yarnall, 2011).

The second phase of talent pools is maintenance, which is key for the talent pool’s success.
However, unfortunately according to Yarnall (2011), this is often disregarded by the
organization, despite it being the most critical phase. Maintenance includes taking care of the

development and training of the talents themselves, as well as ensuring that the skills and
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training of the talents correlate with the organization’s present and future business needs, as

those are prone to change rapidly (Yarnall, 2011).

2.4.2 Definition of a global talent

A global talent is often a high-skilled worker or an academic that migrates from one country to
another because of work or studies. The term “high-skilled” is widely used but rather loosely
defined. According to Ozden and Parsons (2019), some countries use a wage threshold to define
someone as a high-skilled worker, whereas other ways to categorize workers are related to the
level of education or occupation of the person (Ozden & Parsons, 2019). The ISCO or
International Standard Classification of Occupation also has categories that countries can utilize
to define a person’s skill level. Naturally, the high-skilled workers, or in this case global talents,
usually land in either category 1 or 2 on the ISCO, referring to different types of senior positions.
In an academic context, this typically means that the person holds at least one year of tertiary

education (Ozden & Parsons, 2019).

Another definition by Cadorin, Klofsten and Lofsten (2021) describes a talent as someone who
has skills and experience in one specific field, as well as the drive to outperform their peers.

These high performing individuals also possess abilities that help the organization they work in
to develop and grow in ways that are hard to copy by other competing organizations, such as in

terms of organizational culture for example (Cadorin et al., 2021).

According to Ozden and Parsons (2019), there are not many countries that currently collect
immigration flow data based on skill level and it is unclear whether there are any countries that
collect skill-based migration outflow data. In most countries, the data collected on immigrants
might include some details on the person’s educational level or occupation but even at best, the
quality of data is far too late to actually help the country to recognize its future needs (Ozden &
Parsons, 2019).

This is also reflected on the organizational level, as according to a report made by

ManpowerGroup (2020), 54% of companies around the world reported a shortage of talent in

27



2019. All of these aspects indicate that whilst many countries have acknowledged the shortage of
talent, not many contribute to the monitoring of talent flows, which is why there does not exist a

comprehensive view on how talent is currently moving globally.

2.4.3 Global talent attraction and management

In 1998, an American consulting company called McKinsey & Company, declared the war for
talent and ever since then, the global business environment has seen rapid changes (Beechler &
Woodward, 2009, p. 274). Alongside it, the competition on talent has shifted from local to global
(Scullion et al., 2010). Global talent management is naturally very similar to talent management
in general but in addition to taking the organizational activities to a global scale, it also
acknowledges the national contexts that impact how talents are managed in their country of

operation (Scullion et al., 2010).

Whilst global talent management is also similar to international human resource management, in
global talent management IHRM activities are utilized more systematically, according to Tarique
and Schuler (2010). The aim is not only to attract and retain global talents, but to also develop
them in an environment that is dynamic and highly competitive. Compared to IHRM there are
also less stakeholders involved, and the concerns and criteria addressed are more specific and

focused (Tarique & Schuler, 2010).

As mentioned above, companies are not solely responsible for attracting global talent to a certain
region. In fact, Paavola et al. (2020) argue that only the largest and best-known destinations can
reach global talents without a clear talent attraction strategy. In other cases, it is typically cities
that work in close collaboration with the government to attract talent outside the country, mixing

both place branding and employer branding to do so (Paavola et al., 2020).

They also state that generic, destination-focused approaches are expensive and ineffective when
talking about talent attraction: global talents need to be targeted specifically with tailored
messages, and value propositions that are suitable and relevant for them. High-skilled workers

often receive multiple offers from different directions, which is why the complete “package”
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needs to be worth relocating for (Paavola et al., 2020). This means that, in addition to the job
offer and the possible career opportunities it entails, the quality of life both for the applicant and

their family need to be in check, as well as legal matters, such as residence permits.

2.5 City branding and global talent attraction

Based on the literature review, several touchpoints between city branding and talent attraction
can be established. However, after examining pre-existing studies on the subject, it can be noted
that not many studies have been made about this specific relationship. Moreover, no study set in
a global talent attraction context was found. One explanation for this is offered by Robinet
(2019), who claims that both talent attraction and city branding are still considered to be rather

under-researched topics compared to their prevalence and relevance in practice.

Robinet’s (2019) paper is one of the few studies on how city branding can account for talent
attraction. Robinet (2019) argues that city branding can be utilized in talent attraction by
implementing employer branding principles to it, which is why the paper is based on a literature

review on both city branding, employer branding and talent attraction.

The touchpoints between city branding, employer branding and talent attraction identified by
Robinet (2019) include integrated stakeholder engagement, opportunity for personal and
professional development, unique local identity and work-life balance. With integrated
stakeholder engagement Robinet (2019) means that when a city is building their brand, the local
government needs to take the needs and capabilities of relevant stakeholders into account, in
order for the brand to become something that truly targets and attracts suitable candidates for the

stakeholders.

The second touchpoint centers around opportunities and self-development, both of which are
common themes in both city branding and employer branding. Similarly work-life balance, the
last touchpoint, is promoted in both. Whilst the theme of work-life balance is even more
common in employer branding, it in fact has very little control over the realization of this

balance, according to Robinet (2019). Thus, city branding is needed to make the city an
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enjoyable place (Robinet, 2019).

Perhaps the most apparent similarity between city branding, employer branding and talent
attraction is identity and clarity of brand image. Robinet (2019) claims that by having a strong
image, the city can gain a unique local identity that helps the city, and the organizations
operating in it, to create a competitive edge over other locations, which can help to attract talent
to the city through integrated efforts. Therefore, Robinet (2019, p. 41) concludes that talent
attraction is the common purpose of both city branding and employer branding, which is why

they share a complementary relationship.

As Robinet (2019) notes in her paper, the study was not tested empirically, which is why the
results derived from the literature review are limited. However, the nation level conceptual paper
on branding and global talent attraction written by Silvanto and Ryan (2014) and the empirical
study, which was conducted after that by Silvanto, Ryan, and McNulty (2015) also show similar
results in practice. According to Silvanto, Ryan and McNulty (2015, p. 239), research indicates
that high-skilled and self-initiated expatriates do indeed pay a significant amount of attention to a

country’s reputation and the perceived quality of life it can provide.

Nadeau and Olafsen (2015) also note this aspect in their study, which similarly suggests that
there is a strong connection between a place’s image and a person’s willingness to migrate there.
According to them, the image of the country impacts migration decisions because high-skilled
migrants or talents most often strive to improve their quality of life, not only their economic
situation (Nadeau & Olafsen, 2015). This aspect is in fact noted in all of these studies.
Furthermore, Nadeau and Olafsen (2015) state that the image of the country’s employers plays
an important role in the migration decision, supporting the need for integrated stakeholder

engagement, as identified in the study by Robinet (2019).

2.6 Summary of the theoretical framework
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The theoretical framework of this thesis presents the principles of branding in general, as well as
in a city branding context. Moreover, employer branding is discussed, as it is closely interrelated
to how city branding is utilized in talent attraction. To understand talent attraction, the concept of
talent management, especially in a global context, is also discussed. Lastly, previous studies
combining these topics are discussed to create a framework for the role of city branding in global

talent attraction.

A brand is defined as words or images used to identify one seller from a group of sellers and to
differentiate them from their competitors (Kotler & Keller, 2016). Therefore, brands
communicate what makes an organization unique and what its value proposition is, giving an
identity to the product or service in question (Kotler & Keller, 2016). Brands are highly preferred
in marketing because they can help an organization to gain competitive advantage through
creating positive associations. This competitive advantage and the added value a brand can bring

to the organization is often referred to as brand equity.

In place marketing or city marketing, the popularity of branding has been growing steadily over
the past few decades. The reason behind is most likely the fact that previous studies on the topic
have proven it to be possible to brand cities like products. According to research, city brands are
needed because they help cities to improve their positioning both locally and globally (Ashworth
& Kavaratzis, 2009). Controlling the image of a city and promoting it is arguably one of the most
important aspects of city marketing and city branding can provide a solid framework for it

(Kotler et al., 1999).

However, compared to traditional product branding, city branding is very complex in its nature,
as there is no control over the whole branded entity and interest conflicts between the city’s
different stakeholders or target groups are inevitable (Kavaratzis & Hatch, 2013). In fact, cities
are considered to be mega products, which is why building the brand takes a lot of consideration,
as the perceptions created through marketing activities need to match reality. Moreover, they

also have to resonate with different target groups (Zenker & Martin, 2011).
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In employer branding, talent attraction plays an important role (Reis et al., 2021). According to
research, people naturally seek sources that can fulfill their inherent needs, which is why an
employer has to be able to meet those needs in order to motivate the talent to join their
organization. However, in order to retain the talent in the long run, the external brand is not
enough. Therefore, the branding of the organization needs to be consistent and realistic on all

levels (Botha et al., 2011).

Similarly to brands, talented employees help an organization to gain competitive advantage
(Tarique & Schuler, 2010). In talent management, important individuals are attracted and
identified, as well as developed strategically to derive the best value from them. This can either
be done inside the organization or through outsourcing. Regardless, the value and uniqueness of
human capital is emphasized, which is why talent management extends beyond traditional

human resource management and does so at a heightened pace.

Talent shortages are a prevalent issue world wide, which is why talent management is being
increasingly executed in a global context (ManpowerGroup, 2019). In global talent management,
IHRM activities are conducted in a systematic and a more focused manner to attract and retain
global talents, as well as to develop them in a dynamic environment (Tarique & Schuler, 2010).
Because companies are not solely responsible for attracting global talent, governments often
have a national strategy for it, which in turn is supported by cities. Typically, talents are targeted
in a very specific manner by mixing both place branding and employer branding (Paavola et al.,
2020).

Multiple overlaps can be established in the literature on city branding, employer branding, talent
management and attraction, both in general and in a global context. Despite these clear
similarities, not many studies have been conducted on the relation between city branding and
global talent attraction. Therefore, based on this theoretical framework, a following relationship
is suggested between city branding and global talent attraction. This framework highlights all

notable aspects identified in the literature regarding these phenomena.

32



Individual talents

City brand
&

talent attraction Local government

Opportunity & : s Governance &
balance Image & identity stakeholders
Work-life balance Ammd‘?s e Management
perceptions
A2
Self-development Employer Activities & events

.

Economic impact

Figure 3. "City branding & talent attraction” Own work.

33



3. Methodology

The following chapter presents the methods used to conduct this thesis study, completed with a
reasoning for the choice of methods. The design of the study and the methods for both data
collection and analysis are also presented, followed by a discussion on the limitations of these
methods. At the end of this chapter, the reliability, validity and transferability of the study are

evaluated.

3.1 Qualitative research and case study as research design

According to Bryman and Bell (2011), qualitative research aims to understand and describe the
nature of reality, often through words instead of numbers, as opposed to quantitative research.
However, addressing qualitative research in terms of how it differs from quantitative research is
not particularly fruitful, as they are not mutually exclusive, and the absence of numbers is not
central to qualitative research (Bryman & Bell, 2011). Although quantitative research methods
allow for different phenomena to be measured more easily, and at times more accurately, they
typically cannot address more complex, cultural and societal issues that can be examined with

qualitative methods (Eriksson & Kovalainen, 2008).

Therefore, qualitative research methods are particularly suitable for studies that aim to
understand human perceptions or feelings, as well as the social constructions that emerge from
human interaction. In qualitative research, the relationship between theory and research is often
inductive, which means that theory is built on research results (Bryman & Bell, 2011). This is
particularly common in case studies, and according to Alvesson and Kéirreman (2011), it is both
a pro and a con, as it allows for more creativity in the research design but can be impacted by the
researcher’s bias. However, Alvesson and Kérreman (2011) also state that due to this high risk of
bias, the researcher is continuously challenged to evaluate their interpretations and the

subjectivity of them.

In this thesis, the focus of the study is on the perceptions of the global talents. Therefore, there is

a clear motivation for the use of qualitative research methods, as those seek to understand how
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people perceive and how they are affected by different kinds of societal phenomena, such as
brands. Moreover, earlier studies on the impacts of city brands have been conducted as
qualitative studies, and are often based on real life cases, which further solidifies the choice for a

qualitative approach and focusing on one example case (Lucarelli, 2012).

Although constructing a case study is not considered to be a research method in itself, but rather
has more to do with the research design, they have become very popular especially in business
research, according to Bryman and Bell (2011). Cases can either be built on a single organization
or a single location, and case studies can utilize several different research methods within them.
The approach is often inductive, as stated above, and therefore the study often benefits from
having a smaller sample of subjects (Saunders, Lewis & Thornhill, 2012). In this study, the city
of Turku is examined as a case location and not as an organization. The aim is to provide a very
detailed and in-depth explanation of the research problem in this particular location and to make

a general conclusion based on the findings (Bryman & Bell, 2011).

This thesis study is also exploratory in its nature, meaning that it explores the research problem
and aims to provide answers to the research questions, but does not, however, give a conclusive
solution to the problem (Saunders et al., 2012). This approach has been chosen since there are
not many existing studies on the topic. The results of this study will, therefore, help to set the
phenomenon in a certain type of context, which increases the knowledge on how this specific

phenomenon is currently dealt with in one example city.

3.2 Data collection

Qualitative research uses languaged data, which according to Polkinghorne (2005, p. 138), is
collected through an intensive exploration with a participant, for example through an interview.
Languaged data is far more complex than just words: it is sentences and full discourses that
cannot be turned into numbers for analysis purposes (Polkinghorne, 2005). Observational data is
often collected alongside languaged data, in order to complement the findings. This includes the

participants’ behavior, facial expressions and gestures, as well as other, non-verbal indications
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that can clarify or supplement what the participant actually says or means during the discussion

(Polkinghorne, 2005, p. 143).

In this study, the data is collected through a focus group discussion consisting of four global
talents and semi-structured interviews with the city’s marketing representatives for global talent
attraction. By discussing with both sides, the ideal and the actual state of the city’s brand and
what kind of benefits can be derived from it in the context of global talent attraction, can be

assessed.

3.2.1 Data collection from the focus group

This study utilizes focus groups in order to gain an understanding on how the target group,
global talents, perceive the city’s brand and how it might have impacted their behavior
previously. Focus groups are typically used in studies that benefit from a wider discussion, where
participants are prompted to reflect and share their own experiences through hearing similar
stories from their peers. This interactive characteristic of focus groups sets the method apart from
other qualitative methods and helps to quickly generate a wider range of data (Hennink,
2014).Therefore, using a focus group for this study is strongly motivated, because in comparison
to traditional one-on-one interviews, the group discussion can help the talents to realize different
aspects of their experience that they perhaps have not consciously thought about before

(Hennink, 2014).

According to Hennink (2014), focus groups can range anywhere from 5 to 10 participants, but
ideally, the group consists of 6 to 8 participants with similar backgrounds or similar experiences.
However, mini-focus groups with fewer participants are also used, especially in studies, where
the goal is to get an in-depth view of the matter through personal accounts (Morgan, 1997).
Typically, the discussion is centered around a specific topic, which is relevant to the study’s
purpose, and lasts around 60 - 90 minutes, so that there is sufficient time to discuss each question
in detail. The discussion is led by the moderator, who stimulates the conversation, but also

allows the participants to freely express their perspectives or experiences (Hennink, 2014). The
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idea is not to reach any type of consensus but rather to collect different views on the matter. The
participants may also help the researcher to uncover new aspects of their study by inventing and

asking their own questions during the discussion (Hennink, 2014).

As with all methods, using focus groups has its disadvantages and limitations. According to
Bryman and Bell (2011), some of the concerns surrounding the focus group method include the
fact that a lot of data is generated in a relatively short amount of time. Transcribing all this data
and analyzing it might be time-consuming and requires a strategic approach. Focus groups can
also be difficult to organize, and during the discussion, group effects might cause problems, in

case some participants talk too much and some too little (Bryman & Bell, 2011).

Building the focus group for this study began by contacting Talent Turku representatives, as they
had the best understanding of the phenomenon, as well as the needed connections to global

talents in the region. A promotional message together with a link to a contact form was posted to
a niche group on LinkedlIn, as well as on Facebook. The same message was also sent to a mailing

list, which consisted of foreigners living in Turku.

Due to the current circumstances caused by covid-19, the focus group discussion was held
online. Prior to the discussion, the participants filled out the aforementioned form, which
included their contact information, as well as questions about their background, such as their
nationality and educational level, current occupation or title, the length of their residency and the
reason behind their move to Turku. No questions related to their language proficiency were
deemed necessary, as the whole form was in English, as well as all the promotional activities
used in recruiting the participants. Their participation in the Talent Boost programme was also

asked, but this was regarded as secondary information.

Together, all these questions helped to ensure that the possible participants belonged to the
study’s target group. The participants were also asked to state their availability on certain dates
and a preferred starting time for the discussion. Additionally, the participants were informed that

they would stay anonymous throughout the study process, and that the researcher would be
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available for any types of questions or comments. The chosen participants for the focus group are

presented later on in chapter 3.3.

Two days prior to the discussion, the participants received a meeting invitation to their email,
along with some general guidelines on using their webcams and microphone and having a stable
internet connection, so that the discussion would not be interrupted by technical difficulties.
However, the general expectation was that the participants would already be familiar with online
meetings, since remote work had been the global norm for the last two years. They were also

notified and asked to express their consent to the meeting being recorded for research purposes.

On the day of the discussion, the interview guide for the discussion was checked together with
the supervisor, as well as with a 29-year-old male, whose second language is English, in order to
ensure that the questions were easy to understand and relevant in terms of the study’s purpose.
The interview guide for the focus groups (see Appendix 1) was created similarly to semi-

structured interviews described above.

The discussion was held online on Microsoft Teams on the 24th February and it lasted from
19:00 p.m. to roughly 20:05 p.m. The discussion began with a short introduction round on the
participants’ background and was followed by a short reasoning as to why each participant had
moved to Turku in the first place. None of the participants knew each other from before, so this
was done to establish a sense of comfort in the participants. The participants were also asked
what kind of thoughts or perceptions they had about Turku before they moved, in order to
understand how well they knew the city in advance, and how acquainted they were with the
city’s marketing materials. After this, the participants were asked to think about whether those
perceptions or thoughts have changed now that they have been living in the city for several
months. The participants were also asked if they knew what a global talent is and whether they
identify with the concept themselves. By asking this question, the participants were able to
discuss their background and the career-related opportunities they could have in Turku in more

detail.

The second part of the discussion focused more on the city’s brand and its attractiveness from the
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talents’ point of view. The participants were asked to describe the city’s characteristics, the
benefits that can be derived from those characteristics, as well as the values and the personality
of the city. Through these questions the talents’ understanding and interpretation of the city’s

brand could be measured.

Lastly, the talents were asked to evaluate the city’s marketing and communications, as well as
give recommendations for improvement. This helped to understand how the marketing reaches
global talents and what channels they deem important. To close the session, the participants were
asked whether they would recommend the city to other global talents, in order to measure their

overall experience of the city.

3.2.2 Data collection from the semi-structured interviews

In this study, semi-structured interviews are conducted, in order to understand how the city of
Turku has created their brand and how they use it in the context of global talent attraction.
Interviews are commonly used in qualitative research and they can vary anywhere from a
traditional interview to a completely unstructured interview, which borderlines the likes of a
regular conversation (Bryman & Bell, 2011). In a semi-structured interview, the researcher uses
an interview guide to steer the conversation, but the interviewees are allowed to express their
views quite freely, and to emphasize what they deem important (Bryman & Bell, 2011). This
particular method has been chosen for this study because it ensures that all relevant topics will be
covered during the interview but, at the same time, allows the experts to emphasize the topics

that are the most relevant in practice.

The interview guides, both for the focus group and the semi-structured interviews, are
formulated based on Kvale’s nine different kinds of questions, as suggested by Bryman and Bell
(2011). According to them, the interview should begin with introducing questions and then move
on to more specific questions about the topic (Bryman & Bell, 2011). The interviewees are asked
to specify their answers if needed, and the interviewer can also utilize indirect questions or

probing questions, in order to discover how the interviewees truly feel. At the end of the
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interview, more direct and even sensible questions can be asked, as well as more interpreting

questions, when a mutual sense of trust has been established.

However, according to Bryman and Bell (2011), the most important part of interviews is
listening to what the interviewees say, or do not say, and being very responsive during the
discussion. The interview should also include different types of questions and touch on different
phenomena, if possible within the study’s scope. Bryman and Bell (2011) also note that some
effort should be put on closing the interview and, therefore, the final question should prompt the

interviewee to express their overall personal opinion on a specific issue.

The disadvantages of semi-structured interviews include their labor-intense and time-consuming
nature. According to Adams (2015), they also require a certain level of sophistication from the
interviewer’s side, meaning that they have to be smart but sensitive, as well as have some
knowledge about the topics discussed. In some studies interviews are also inadequate, when it

comes to sample size, and can be considered as cost-ineffective (Adams, 2015).

The interview process for this study started by contacting the project specialist of Talent Turku,
in order to find out who would be the key persons. After exchanging emails and a brief meeting
on Microsoft Teams with the project specialist from Turku Science Park’s side and the liaison
manager of the city, it became clear that two interviews should be conducted to get the best
picture possible of talent attraction in the city of Turku. The chosen informants for the semi-

structured interviews are presented in more detail in chapter 3.3.

The first interview was held with Turku Science Park representatives and it was conducted in
Finnish. The interview was agreed upon a week prior to the discussion and the informants
received some of the questions beforehand, due to time-related constraints. A conscious decision
was made that this interview would focus more on the marketing activities in general and would
not go deeply into the city’s brand, as it was not deemed central by Turku Science Park
representatives. The interview guide (Appendix 2) was checked together with the supervisor
prior to the interview, to ensure that the questions were relevant considering the purpose of the

study.
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The interview took place on Microsoft Teams on the 17th of March and it lasted from 14.00 pm.
to 14.45. pm. In the beginning of the interview, the researcher presented themselves and briefly
explained what the study is about. The researcher also informed the informants that the interview
would be recorded for study-related purposes but would not, however, be seen by anybody else
other than the researcher. This was followed by a brief introduction of the informants and a quick

overview of all relevant marketing activities and campaigns that they are currently involved in.

During the interview, the informants were also asked about which channels they use in their
marketing activities to global talents and why they have deemed those specific channels more
important than others. They were asked to elaborate, what kind of target groups they aim to reach
with their marketing activities and how those target groups are defined. Additionally, different
content types were discussed, as well as the concept of customer journey: how do the talents find
Talent Turku-content? The role of city branding was also discussed briefly, but due to it being of
less importance compared to the role of nation brand, it was not the focus point of the interview.
However, it was noted that the city brand and the city of Turku do have aspects that support
talent attraction to the region. On the contrary, aspects that hinder talent attraction to the region

were also discussed, in order to establish pain points and areas of improvement.

The second interview was held on Microsoft Teams on 29th of March from 8:15-9:00. Similarly
to the first interview, the researcher presented themselves and the study and asked for consent to
record the discussion. The informant presented themselves and their involvement in the Talent
Turku project but the focus of the second interview was more on the brand of the city, as the

informant was closely involved in the creation and implementation of it (see Appendix 3).

The informant was asked how the brand of the city can be seen and how it is utilized in the
context of marketing for global talents. They were also asked to name some campaigns, where
they have chosen to use the brand of the city instead of the Work in Finland-brand, which they
are typically obliged to use. It was also confirmed with informant I1 that the biggest overlap or
usage of the city brand happens in communications, as stated by Turku Science Oy

representatives. The brand was also discussed in terms of which parts of it are the most important
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ones in this context and how the city’s brand differentiates from other city brands, especially in
Finland. Additionally, the role of the city brand in this context was discussed, as well as its
purpose. Similarly to the interview with Turku Science Park Oy representatives, the most
important marketing channels were discussed and their opinion on how well Turku has
succeeded previously in global talent attraction was asked. The informant also shed light on the
city’s future goals in this context and explained how they collect feedback from global talents
and their stakeholders to improve talent attraction. Lastly, the strengths and weaknesses of Turku

in terms of global talent attraction were discussed in detail.

3.3 Informants

As stated above, the focus group informants were chosen based on their background and current
residency. All focus group informants had moved to Finland within the last five years and
currently resided in the city of Turku. To increase the trustworthiness of the study, the focus
group informants vary in terms of their age, gender, nationality and current occupation. The
focus group discussion was conducted in English, which is why the informants had to be fluent

in English.

Although the study explores the work-based relocation of global talents, the focus group
informants also had other reasons for their relocation that played a significant role in their
decision. However, most of them are currently employed and all of them hold either a Bachelor’s
or a Master’s degree. The focus group informants have been given an identification code to keep

them anonymous and therefore details about their age or gender will not be revealed.
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Table 1. Focus group informants

F1 | Colombian | Master’s student, fast food worker EN
F2 | Chinese Marketing & communications professional, gyrotonic trainer | EN
F3 | French Software developer EN
F4 | British Talent advisor EN

Other informants of the study represent the city of Turku, as well as Turku Science Park Oy and
they were chosen based on their involvement in the city’s marketing, especially in the context of
global talent attraction. Therefore, the liaison manager of the city, who is the city’s
representative for Talent Turku and has been involved in the creation of the city’s brand, was
chosen as the first informant. Additionally, it was important to get the most accurate
understanding possible of how the city’s brand is communicated to global talents, which is why
the international marketing manager of Turku Science Park Oy was chosen as the second
informant. The digital marketing planner of Turku Science Park Oy, who is responsible for the
Career in Turku and Southwest Finland-entity, as well as marketing Talent Turku on social
media, was chosen as the third informant, in order to get a better picture of how global talent
attraction marketing activities are currently executed. All of the interviews were conducted in

Finnish.

Table 2. Interviewees from the city of Turku and Turku Science Park Oy

I1 | Liaison manager at the city of Turku FI

12 | Marketing manager at Turku Science Park Oy FI

I3 | Digital marketing planner at Turku Science Park Oy | FI
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3.4 Data analysis

According to Bryman and Bell (2011), as well as many other authors, analyzing qualitative data
is not very straightforward. No clear rules on how it should be executed exist, nor is the data
itself particularly easy to handle, as it is often in the form of unstructured text (Bryman & Bell,
2011). Moreover, as mentioned above, qualitative research often generates a great volume of
data, making it even harder to establish a strategic approach for the analysis. However, some
general approaches can be utilized to ease the process. According to Bryman and Bell (2011), the
most common approaches in qualitative research are deductive and inductive approaches,
however, for this thesis an abductive approach has been chosen to best suit the nature of the

study.

In the abductive approach, theory is formed by encountering surprising findings in the empirical
data. This allows for creativity in the research process and often leads to innovative theory or
new descriptions and angles on existing theory. These surprising findings or anomalies in the
empirical data are then reflected back on existing theories on similar phenomena, in order to seek
a “situational fit” between observed facts and rules (Timmermans & Tavory, 2012, p. 171).
According to Janiszewski and van Osselaer (2022), the ultimate goal with the abductive
approach is to propose original theory, which is why the researcher takes note of existing
theories on an informative level but is not directly guided by them. Theory is developed through
a recursive process, which is why the original hypothesis is constantly refined throughout the
data collection stage. Moreover, Timmermans and Tavory (2012) also describe the process to be
iterative, meaning that the researcher constantly moves back and forth between theory and data

(Bryman & Bell, 2011).

Coding is the most common technique used to ease the data analysis process in qualitative
research. In coding, data is broken down into smaller parts that are then named or labeled in a
way that summarizes the content (Skjott Linneberg & Korsgaard, 2019). This whole coding
process should begin quite soon after data collection, because it gives an indication of the central
themes and patterns in the data. In this thesis study, the coding process is based on a flexible,

blended approach, meaning that it utilizes notions from both inductive and deductive coding and,
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therefore, helps to distinguish anomalies and surprises in the data (Skjott Linneberg &

Korsgaard, 2019).

Analyzing the data in this study began by reviewing the video recordings of all discussions. The
discussions were transcribed, meaning that they were brought to a text format, word by word.
This was executed almost immediately after the discussions were over, in order to ensure high
quality in the transcripts. In addition to paying attention to what the participants were saying,
their expressions, laughter and other body language indicators were also noted in the transcripts.
However, in order to ease the analysis process, some unnecessary filler words were removed
from the transcripts, as well as confusing grammatical errors. The latter concerned mainly the

focus group discussion, as English was not the first language for most of the participants.

The strategy for coding in this study is based on the suggestions by Skjott Linneberg and
Korsgaard (2019). According to them, coding should begin inductively, meaning that the data is
“given a voice” (p. 264). This pre-defined list of codes is then revised and given more structure
through deductive reasoning. The authors state that this ensures theoretical relevance yet enables
inductive exploration of data later on (Skjott Linneberg & Korsgaard, 2019). Combining both
strategies essentially means that the approach is abductive, which helps the researcher to
simultaneously emphasize the findings from the data and to also ensure that the theoretical focus

remains.

In this study, the focus group discussion was coded first, since the discussion took place several
weeks before the interviews. After the interviews with the city of Turku were conducted, they
were also transcribed and coded almost immediately to ensure highest possible quality. The
coding frames for all discussions were based on research questions, as well as aspects that were
deemed important in the theoretical framework. The coding process itself was executed in two

cycles, as suggested by Skjott Linneberg and Korsgaard (2019).
The initial codes for the focus group were positive brand association, positive experience,

positive cultural stereotype, optimism and hopefulness, lack of information, cultural issue or

negative cultural stereotype, negative experience or confusion/disappointment, career-related
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disappointment, negative brand association. Later on, the coding was adjusted to also note
suggestions for improvement and comparisons to another location, as these were repeatedly
noted by the focus group participants. Each code was given its own color and the whole
transcript was colored accordingly. In the second coding cycle, the codes were revised one more
time, as the coded segments of the transcript were transferred to another page in order to create
categories. In total, three categories were established: aspects that have a positive impact on
brand performance and improve talent attraction, aspects that cause brand dissonance and have a
negative impact on talent attraction, and other aspects that impact the brand experience and can

hinder talent attraction.

The coding process for the semi-structured interviews followed a similar path. However, the
main difference between the interviews and the focus group discussion was that the interviews
were conducted in Finnish, which is why they had to be translated to English after transcription
was completed. During the first cycle of coding, the following codes were created for the first
interview: helps with attraction, attraction activity, hinders attraction, city branding activity and
nation branding. For the second interview, one category called city branding purpose was added
to the list, in order to ensure that specific research questions would be answered. Based on these
codes, two main categories were established: aspects that support talent attraction and aspects

that hinder talent attraction.

F2: | can continue. Well, it's my major to answer questions about
this, like marketing and communications and branding part of the
city. Well, at least for me as an international talent living here.. well, | [BlllR: positive cultural
the language things | have to say, well, it's okay. You know, maybe stereotype

bil the public information is hard to adapt to international Ievel,“ Yellow: positive brand
SHURSERESIPEchESERGCISRaSPEaRERGSEl That | association

didn’t really make me feel inconvenient in terms of living here, the
language part. But in general | feel like the TE-office or like the kind
of organizations who are locking for and attracting international BB negative experience

talents, | don't feel like they are completing their path of delivering | o-
I o ot (east for me, [N confusion/disappointment
specific global talents Turku as a city is looking for. £-d | “eed to B negative brand

find, you know, myself, my own way for the spot where I'm actually association

Figure 4. Example of the coding for the focus group discussion
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3.5 Evaluation of the study

Eriksson and Kovalainen (2008) suggest that the three most important criteria for evaluating
business-related studies are the reliability, validity and generalizability of the study. Reliability
refers to the results of the study being repeatable or transferrable, which is of particular
importance in quantitative research but also relevant in qualitative research. Validity, however,
refers to the integrity of the conclusions made in a study and is, therefore, perhaps the most
important one out of the three (Bryman & Bell, 2011, p. 42). Eriksson and Kovalainen (2008) do
note, however, that not all researchers agree on the term “validity” in qualitative research, and
that it can have different meanings depending on the context. Lastly, generalizability refers to the
extent of which the results of the study can be utilized in other or wider contexts (Eriksson &
Kovalainen, 2008). However, in qualitative research and especially in case studies,
generalizability is measured by comparing the empirical results with previously developed

theory (Eriksson & Kovalainen, 2008).

As mentioned before, conducting a qualitative study requires reflexivity from the researcher, as
well as analytic induction. According to Eriksson and Kovalainen (2008), in addition to those
requirements, the researcher can use triangulation and/or member check, in order to establish
validity. In triangulation, multiple perspectives are utilized to refine the findings of the study. For
example, the researcher can utilize multiple empirical sources, as well as several theories to
interpret the results. In member check the results or findings of the study are checked together

with the participants (Eriksson & Kovalainen, 2008).

This thesis study is evaluated with the help of frameworks by Gorman and Clayton (2004), as
well as Guba and Lincoln (1985). The framework by Guba and Linconln (1985) consists mainly
of techniques that the researcher can use to ensure trustworthiness, which in turn consists of the
aforementioned credibility, as well as transferability, dependability and confirmability. Gorman
and Clayton’s (2004) framework is perhaps even more practical and can also be utilized as a
checklist, as the researcher is asked several questions regarding, for example, the purpose of the
study, the choice of method, as well as how the conclusions are presented. Presentation has a

particularly prominent role in this framework, as Gorman and Clayton (2004) note that clearly
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presented and well-written research is one of the main characteristics in qualitative research.

In terms of techniques, Guba and Lincoln (1985) agree with Eriksson and Kovalainen (2008) that
triangulation increases the reliability or credibility of the study, which is why this study utilizes it
in terms of sources, methods and theories. The data for this study have been collected from
multiple sources and from multiple participants in order to achieve an adequate level of
saturation in the answers. Both the focus group method, as well as semi-structured interview are
utilized. The researcher has also examined previous studies on the topic, which are presented and
discussed in the theoretical framework. However, due to the lack of similar studies on this exact

topic, no direct comparisons have been made.

To ensure validity, every step of the study has been documented and no data have been left out,
including answers that do not necessarily support the researcher’s primary assumptions (Gorman
& Clayton, 2004). This also has to do with establishing a degree of neutrality, or confirmability,
as mentioned in the framework by Guba and Lincoln (1984). Each part of the process has been
explained in detail, so that future research on the topic can be conducted. Lastly, the quality of
the study has been externally audited through attending thesis seminars, in which the study was
discussed together with peers. Feedback received from the seminars aided in identifying and

evaluating how the trustworthiness of the study could be improved.
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4. Results

This chapter presents the results of this thesis study by discussing the empirical data. The
findings are presented and discussed through key themes that were identified in the data analysis.
These themes are essentially a combination of the previously categories that were established
after coding was complete. Moreover, in this chapter, segments and direct citations from both the
focus group discussion, as well as the semi-structured interviews, are provided to give context to

the presentation.

4.1 The role and the purpose of city branding in global talent attraction

This first section presents the findings related to the role, as well as the purpose of city branding
in global talent attraction. This theme was mainly discussed during both semi-structured
interviews, however the purpose of city branding was only discussed with 11, as they were
deemed to have the best understanding of the city’s brand in this context, due to their position in

the organization.

When asked about their view on the city brand’s role, I1 prefaced their answer by stating that
their view on the matter is not the only one, nor the most correct one. To them, the city brand and
its purpose is something that everyone experiences and sees in their own way. They explained
that as an organization, the city of Turku has tried to identify what is meaningful and important
to their residents, as well as to the businesses and other institutions located in the city. To put it
simply, 11 said that the brand is based on all the aspects the residents themselves resonate with
and find the most joy in. Therefore, I1 argues that the purpose of the city brand is, not only in
global talent attraction but also in general, the fact that someone has thoroughly thought out what

and who Turku essentially is.

As it has already been established, Turku is a relatively small city that lacks international
recognition, meaning that the attraction work for the city often starts by presenting the country
and describing its key characteristics. When there is no existing knowledge or general

assumptions about the city, creating that baseline for the city’s image requires consistency.
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Therefore, it is utterly important that the city can be introduced and explained in a coherent
manner, in which the brand has an important role. The brand helps to make sense of the city in a
unified manner and, therefore, makes the description of the city less dependent on one person’s

interpretation of the city.

I1 also stated that, as they have seen several cities’ marketing and communications online, Turku
as a city is quite well-developed compared to other Finnish cities. This was also noted by the
focus group participants, who favorably compared Turku to other Finnish cities. I1 stated that the
image part of the city brand, which Lucarelli (2012) names as one of the most important impacts
of the city brand, of course impacts heavily on how credible and attractive the city is seen by
global talents, as well as other target groups. According to I1, a good image and a strong brand
promise inspires trust and awakens interest, which naturally can lead to the city gaining new

residents or investments, for example.

To summarize their view on the city brand’s role, I1 said that to them, the brand is first and
foremost a way of thinking, which is accompanied by different visual tools that one can utilize in
their own work. However, they did note that due to the fact that cities are so-called “mega
products”, as stated by Zenker and Martin (2011), it is impossible to control the brand at all
times. Similarly to Kavaratzis and Hatch (2013), they also noted that it would be mindless to
even try to do so, and that they acknowledge that the brand is under a constant change - as is the

city itself.

I see it so that it is good that we have this visual image. We have organizations that want to
organize events - essentially to make the brand real, what Turku is, as I see it. So it is good that
we can give them that “use these colors and use our logo like this, and when you tell people about
Turku, say it like this”. These kinds of actors usually do not have time to think about these things,
so we can help them with those and unify these acts into coherent entities. And of course it is nice
when I look at other cities’ website and their communication online, I do it a lot, and... well, I
think we are in a good situation compared to many others. Of course the image, what all the
visuals, colors and main messages feel like, impact whether or not this is a credible and attractive
city. It increases trust and of course interest...-

-...But I think that you cannot force people, not the city’s employees or the residents, we cannot
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force them into a mold. It is more a way of thinking and then there are the visual tools and images

that you can utilize in your own work. (I1)

4.2 City branding and global talent attraction in practice

This section explains how city branding can currently be seen in the city of Turku’s global talent
attraction work and how the city brand is communicated to global talents. Therefore, as the focus
is on how this type of marketing is conducted in practice, this theme mainly concerned the semi-

structured interviews.

Due to the division of responsibilities, the informants had slightly differing views on how the
city brand is used in their marketing. Turku Science Park Oy, who are mainly responsible for the
attraction part only, stated that the city brand does not in fact play a large part in their marketing.
According to 13, it is stated in the project’s agreement that all marketing activities in Talent
Turku must use the Work in Finland-brand and visuals, due to the aforementioned fact that
Finland lacks international recognition. This was confirmed by I1, who also stated that they
always use the Work in Finland-brand if possible. Utilizing the nation brand in projects like the
Talent Boost helps to maintain and to improve the country’s reputation in general, which is why
all Talent-projects in Finland utilize it instead of their own brands. In practice, 12 and 13
explained that in Turku this is done by marketing Turku as a working location under the name

“Career in Southwest Finland”.

However, 13 noted that the city’s brand is utilized in some of their campaigns, whenever it is
deemed fitting. For example, in 2021 they launched a “Happy Pro”-campaign, in which the city
of Turku had a prominent role. The city had its own subsection on the website, and on that
website, the typical slogans and other brand content of the city were used. According to 13, this
showcases how the nation brand and the city brand can sometimes naturally overlap in their
marketing, but simultaneously emphasized that it is rather an exception and not the general rule.
I1 also mentioned the International House Turku website, which utilizes the city’s brand in a
slightly modified version, and also stated that whenever they have events for global talents, they

usually give out gifts, such as tote bags and mugs that are branded with the city brand.
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Interestingly, 12 did note however that communications-wise they do prefer to use the city of
Turku’s style and in most cases utilize the city’s talking points, as well as its tone of voice. This
was confirmed by I1, who thought that it is, in fact, in communications where the brand becomes
real. They said that how the city and its people are, what their events are like and how they talk
about the city, is what truly embodies and realizes the brand and the brand promises it entails.
Therefore, it is essentially the tone of voice where the city brand can mostly be seen in. I1
thought that aggressively and even forcefully marketing the brand rarely works but it is rather
how well the brand can be seen in the city’s actions that defines its success. In that sense, the city
brand of Turku has succeeded since most of the focus group participants were able to identify the
most important brand elements and understood the city’s brand in a very similar way that it is

described in the brand manual.

So, I have been involved in several strategy, image and branding projects that companies have
and seen how those have been implemented. I think that the brand becomes real in our words and
the way we ourselves embody it, what we want to embody in some strategy or brand promise. It
is our everyday actions that matter, but that is usually the hardest part, where people typically go
wrong. -... | think it is outdated if we just shout everywhere that we are this international and
interesting city at the Baltic Sea, notice us! It is more about our own actions, understanding our
own background, which we can lean on, and what Turku wants to be: the oldest city in Finland
but, at the same time, boldly renewing and international city, close to the archipelago. A
competitive, growing and cultural city. This is what our people are and how we act with our
stakeholders. I think that this is the tone of voice that is meaningful and makes the promises and

other fine words real. (I1)
4.3 Building an attractive city brand
In order to understand how other Finnish cities similar to Turku can create brands that attract
global talents, understanding how well the talents understand the brand and whether they

perceive it as attractive is of the essence. Therefore, this section explores the talents’

interpretations of the city’s current brand, as well as the advantages and disadvantages that the
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city of Turku as an organization has identified in their city brand. The idea is to evaluate how
well the actual state of the brand matches the ideal state that the city of Turku is aiming for in

their global talent attraction work.

4.3.1 Positive brand associations or advantages that improve talent attraction

All participants in the focus group discussion expressed several positive associations and
experiences regarding the brand of the city, as well as the quality of life as a foreigner living in
Turku. Although most of them had done fairly little research before moving to the city, all of
them felt like the city had in many ways exceeded their expectations. Some associations were
directly tied to Turku, whilst others had to do with positive stereotypes about Finland and

Finnish people in general.

Prior to their move, most participants said that they were fairly optimistic about coming to
Finland and to Turku specifically, and that they felt that it would be a convenient location for
them. To them, it appeared that foreigners with a good background, e.g. fluency in English and a
high level of education, could manage well in the city, in comparison to their country of origin,
where not speaking the local language would be a remarkable problem. Some of them had
already visited Finland previously and, therefore, had several positive associations about the
country in general. Others were convinced that the city would be a good fit for them based on the

recommendations they received from people close to them, such as friends or their partner.

In terms of their perception and their interpretation of the city’s brand, the answers of the
participants were fairly well in line with the city’s description about the brand. Several key brand
elements, as presented in the framework by Lucarelli (2012) (see Figure 2.), could be identified
from their answers. They included examples on concrete landmarks, buildings and institutions,
as well as more intangible ones, like the city’s history and the symbols used for marketing for

example.

Regarding the tangible aspects of the brand, many participants, such as F4 and F2, expressed

being particularly fond of the riverside area and the surroundings of the old town, including the

53



Tuomiokirkko-church. The archipelago, a well-known trait of Finnish coastal cities, was also
mentioned as a unique and favorable element by F3. They also expressed great fondness for the
nature in the region in general, whereas F2 in turn had a more specific favorite. They highly
enjoyed locations like Ruissalo, where they could see man and nature coexist in a particularly
harmonious way. Other areas that the participants highlighted during the discussion were Kakola
and Port Arthur, which were both seen as very distinguishable residential areas that embodied

the intangible aspects of the brand well, and that were still in close proximity to the city center.

I’d say for me, the... it’s kinda the riverside, the river Aura, you get straight from the harbor and
you just keep walking past the center, cathedral, university... you kind of get quite far by

following the riverside. (F4)

For me, it’s. everything is so close. Everything is a 20-minute walk so for me it’s... I enjoy it
because I come from a big city, where it’s normal to have a car and everyone’s driving. Here I

love it that I can go to the city walking, it’s a 20-minute walk and it’s something that I like. (F1)

This type of peacefulness and convenience that Turku has to offer for foreigners was also
expressed by F1 and F3, as they were originally from large cities, where big crowds were
inevitable and distances between different places are generally long, which was something that
they considered to be problematic. All participants agreed that being able to walk or cycle
anywhere in less than 20 minutes is one of the biggest assets of the city. They also had positive
experiences of the public transport in the area and were impressed by the connections available
from Turku to other cities or even countries. In fact, F1 even described the city as “small but

resourceful”.

I would say like, convenient, for me that would be the word for marketing. Because you can do
everything by bike, everything is close, so it’s very nice. You don’t need a car, you can just take
the bus and you have the bus map on your phone. Everything is connected so it’s convenient for

me. (F3)
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Safety and a sense of constant development were also mentioned as important factors for many
participants. Although the city is relatively small, it has all the important facilities, such as the
Turku University Hospital, which according to F2, gives them a sense of security. The number of
institutions for higher education was also deemed as something that inspired trust among the
participants. They felt like these institutions could draw experts not only from other parts of
Finland but also from abroad. This association likely impacted their view of the local labor
market, setting their expectations high on the number of career opportunities they could have.
Interestingly, the number of construction sites was also something that they noted as a sign of

progression and created this association of a city that is growing and expanding.

The participants agreed that other people living in the city were, at least in general, very friendly
and accommodating towards foreigners, despite some participants having had unfortunate
encounters in the past. They also had an association that most people in Turku are highly
educated and capable of speaking English. The kindness of people towards their surroundings
was mentioned as well during the discussion. All participants also agreed that since there are not
that many residents, the city has a quiet feeling to it, which was deemed both as a positive, as

well as a negative aspect, depending on the participant.

Maybe because it’s so quiet and so empty, I could enjoy this great view in this city. Butit’s a
little bit hard in China of course. Their pollution and lots of population... and in Paris, was a little
bit busy, especially the metro. But in Finland it’s okay, I usually go everywhere by car or you can
just walk or bike, I kind of feel like people are living really friendly, to the environment, and
trying to keep it balanced. Little bit like that feeling. I feel that people care a little bit more about
nature and respect it and that’s why I feel it’s really nice, when human life is trying to balance

itself with nature and its development. (F2)

The participants also described the city's brand impact in a favorable manner and this was
particularly true regarding the city’s image. According to some of the participants, their
interpretation of the brand was quite romantic compared to other Finnish towns. F2 even said
that they also feel like Turku has a more “ritualistic feeling” to it compared to other towns,
referring to the rich history of the city. However, despite the visible culture and the old

infrastructure, participants like F3 also felt that the city has a very modern side to it. F1 in
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particular highlighted how lively the business life in the region appears to be, and how the city
can be seen as a “hub” for innovation. This “physically old, but with a young mind’’-association

was shared by most of the participants.

It feels like a hub. I feel like a hub is the center of business, that’s the meaning [’'m trying to
approach. - ... this city is building right now. It’s like under construction, not literally like the city
center, but they’re building it like a company, they’re trying to focus -... you have all types of
things here, a lot of startups, yes, but you also have the schools, you have good universities, you
have the resources you need, like the transport is here. So, for me, that’s Turku right now: a

growing city, with a lot of innovation and technology and businesses that are growing. (F1)

To the participants, how the city communicates itself comes across as very confident. They feel
as if the city does not seek approval from others but rather does everything in its own way. The
boldness can be seen in things like the “Kiss my Turku”-slogan, which both F2 and F4
mentioned several times during the discussion. This indicates that the bold approach for
marketing often evokes a positive response in the target group and that the marketing messages
are easier to remember, when they are presented in this way. F4 in particular expressed being
impressed by how the city is honest in its communications and does not try to “sanitize” the
image, despite some people having a negative picture of the city and interpreting this type of

communication as arrogance.

F4 also saw Turku as the food capital of Finland, however, most of the participants have moved
to Turku during the pandemic, which is why they did not mention any big events or important
festivities that they associate with the city. They also had very little to say about the city’s
governance aside from the unemployment office. Despite this, some of them already identified
themselves as “turkulainen”, or as a resident of Turku, which can be seen as a positive indicator
about their overall experience of living in the city. In general, the participants felt that Turku has
a particularly good image for being a great place to live in for families and it was in fact the

number one reason why they would recommend the city to their peers abroad.

When the strengths and advantages that the city of Turku has was asked from the city’s point of

view, all of the informants for the semi-structured interviews started by mentioning certain
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common themes or aspects. These common themes, such as safety, cleanliness, nature, high
quality of life and strong work-life balance are not particularly tied to Turku only, but are
regardless emphasized in the city’s marketing to global talents, and are something that the talents
themselves are very much interested in. This is supported by the fact that these same themes
were mentioned during the focus group discussion and were among the things that the

participants liked the most about the city of Turku as well.

Other things more specifically tied to Turku that all informants mentioned were the convenience
the city has to offer and how ideal it is for families with children especially. According to I1 the
latter is of course something that other Finnish cities utilize as well, but compared to the capital
region for example, Turku has certain benefits that they do not. One main aspect I1 highlighted
was that for a middle-income family, it is possible to buy a house from the center of Turku
without being buried in debt. In the capital region, and especially in Helsinki that is not possible.
This is something Turku strongly takes advantage of and highlights in their brand, according to
I1. I1 also thought that the general location of the city, especially when considering the Baltic

Sea and other coastal cities in the region, is quite unique and highly beneficial.

In general, I1 thought that it is a great advantage from a global talent attraction point of view that
people in Turku genuinely enjoy living there. According to them, it is easy to market and brand a
city, which oneself truly loves and is excited about because it does not feel false. 11 also thought
that Turku also had very strong brand promises and liked how the city brand exploits the
prejudices and preconceptions, which F4 had noted and wanted to discuss during the focus group
discussion. Similarly to the focus group, I1 thought that the unique and bold style Turku uses in
their brand communication is something in which the city can differentiate itself from other cities
and that often generates a positive response in the target group. This was supported by the focus

group participants, as F2 in particular expressed being very fond of this approach.

Due to their role, 12 and 13 highlighted especially the city’s expertise in certain industries, such
as in the technological sector, as well as in the maritime and health technology industry. 12 even
described the tech sector as the “cash cow” of the whole region, emphasizing its importance to

the whole economy in the region. According to them, a major share of the global talents is
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targeted with these sectors in mind, and that they are also what talents themselves are mostly
interested in. I1 also brought up the prominent role of higher educational institutions, of which
there are four in the city. Two of those institutions are Swedish-speaking, which is unique
compared to other Finnish cities. The high volume of students, and especially the number of
international students, can be seen as beneficial from the global talent attraction point of view, as
it increases the chances for positive word-of-mouth abroad. This had happened to one of the
focus group participants, F1, who came to the country to study because their friend had spoken

highly of Turku as a city for international students.

The fact that this region or Turku has strengths in certain industries, for example, maritime
industry is strong here because we have the shipyards and everything and health sector is really
strong, too. Health tech. So, we have taken advantage of these in our marketing, these certain
strengths in the region, certain industry-related strengths. Those have been good. And also, the
general image, for example in Happy Pro we talk about Turku as a place where work is close,
family is close and city and nature are close, and that you can combine good work-life balance
and also future-oriented career. These things are easy to come up with and they can be found

easily. (I13)

Lastly, I1 saw it as an advantage that the cooperation on the global talent attraction work of the
city is very strong in Turku and that the city has allocated enough resources to execute it, not
only but also in the future. According to I1, the close cooperation of the quadruple helix, which
consists of higher educational institutions in the region, the development company Turku
Science Park Oy, the third sector and the city itself, can only be described as exceptional, as it is
far more open than in many other Finnish cities. Regarding the resources, 11 stated that the city
of Turku will only be adding their funding and personnel on this project. This is due to the fact
that the city has recognized that it is through global talents that the city can derive future growth
from. Currently, the city has a team of 10 people, who actively work to improve talent attraction

in the city, and the city receives funding from the state to run the project, according to I1.

Couple years back I was in a situation where we had no staff and 0 euros. In that situation it is
very hard to try to improve websites, let alone big processes. Now that I look four years back and

compare it to this situation where we have a team of 10 persons and good resources, good
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communication, we have so much good to build upon, so it is nice to be here. Nice to be in this

situation. It is the money and the people that are crucial part of this attraction and retention work.

oy

4.3.2 Negative brand associations or disadvantages that hinder talent attraction

As stated above, most participants expressed that they did not do much research about the city
prior to their move. Some of it was explained by the fact that there was not a lot of information
about the city available or that they simply trusted their partner or friend enough not to look too
deeply into what the city has to offer. However, after their arrival, all of them have faced
different types of difficulties, which ultimately have had a detrimental effect on their view of the
city’s brand. The fact that most of their difficulties have concentrated on their struggles to
navigate in the local labor market is of particular importance, when considering the aspects that

hinder talent attraction to the region.

Although the participants expressed a generally positive attitude towards the city’s old
infrastructure, some parts of it were unpleasant to certain participants. For example, one
participant mentioned that they had several negative experiences of older toilets in public spaces.
F1 also had problems with the lack of English signs, especially in the international student
village, where it would be understandable to have such signs. Many participants agreed with
them, however, most of them noted that not all spaces need to have signs in English and that they

are used to interpreting local languages in other countries as well.

I have something as simple as Foli. I don’t know but you don’t find information like in the buses,
like it’s in English. I have seen even in Arabic or these other languages that [ don’t recognize, I
could say Arabic but yeah, you have Finnish, Swedish and something Arabic but not English.
(F1)

For me, considering Paris, if you visit Paris, there’s no translation to English here. So, if you
come here (to Paris), you’re a foreigner and don’t speak French, you have to survive. In my point

of view, Turku might do the same thing for attractive sites. I mean your castle, your river, your
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university... so these kinds of advantages, you have to underline this and not necessarily have to

translate. But it has to be, like I said, very made for foreigners to know what it is. (F3)

According to the participants, Turku is relatively accommodating towards foreigners, but some
instances and encounters have made their integration to the country a bit more difficult than they
expected. Some instances were more singular accidents, whereas the most disappointing
encounters have been about deeper, cultural issues that are prevalent not only in Turku but also
in the whole country. Despite their expertise and background in a certain field, most participants
have noticed that companies are not that willing to hire people who do not speak perfect Finnish.
In fact, F3 used to work for a Finnish company but could not stay there, as the company did not
include them in all meetings and, therefore, alienated them from the work community. F2 on the
other hand has studied Finnish and knows the basics of the language, yet they still struggle to
find a suitable position. This perhaps indicates that although global talents are wanted and
needed, there are not enough resources currently allocated to their integration in most Finnish

companies.

In addition to the language issue, the participants noted that networks appear to be crucial in
Finland and perhaps even more so in Turku. For example, in the country of origin of F1,
LinkedIn is not used at all. They have now created an account for themselves and attended
several events and fairs to make these important connections. F3 in particular emphasized that in
their field, knowing the right people is crucial in acquiring a position. In their opinion, it is even

more important in Turku than in other cities, such as Tampere.

Despite the fact that all the participants expressed being very proactive, building these types of
networks takes time, and is hindered by many obstacles, such as the language, as well as the on-
going pandemic. For some participants, such as F3 and F2, it has also become evident that there
are not that many vacancies in their field of expertise in Turku. Unfortunately, this is something
that they were not aware of prior to their move to Turku, because they did not come across such
information. The fact that Turku is interpreted as a hub of innovation, and at the same time, there
are not that many vacancies in several key fields, causes brand dissonance and ultimately

impacts on how accurate and trustworthy global talents perceive the city brand to be.
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And I’ve tried to work in Finland, I had a small job in Tampere, fully remote so it was quite easy.
But, in computer science we have a different way of working and it didn’t work well with this
small company, it was a small start-up, because I didn’t integrate well. I mean, they had a kind of
meeting in English for me and a meeting in Finnish for them, so I didn’t feel integrated in that

company and I quit. (F3)

As mentioned above, most of the participants did not do intensive research prior to their move.
However, they have done plenty of research after arriving in the city, yet it has still proven to be
very difficult for them to find the correct information, especially in career-related matters. This
was something that they were not used to, although most of them had previously worked in other
countries and, therefore, strongly identified with the term “global talent”. The participants felt
like Turku does not do that much marketing for global talents or that it is executed in wrong
channels that do not reach them and their peers. This is perhaps contradicting with the fact that
Turku tries to have a global brand image and tries to profile itself through certain fields of
expertise, such as the maritime and the health industry. However, most participants did not know
what the current labor needs in the region are and what kind of talent is needed in Turku.
Therefore, it has been difficult for them to identify which events or organizations they should
interact with, in order to find a suitable position for themselves. However, this was brought up by
F4 who eventually did find a position for themselves, after attending several events and
networking intensely. In addition to the failure in marketing, the only contact points they have
had have also failed to inform them about any suitable possibilities. This was particularly
prominent in the answers of F2, who was extremely disappointed how ineffective the local
unemployment office has been so far, and how little help and support they have received in their

situation.

Talent is kind of, it’s meant to be inclusive, it’s meant to kind of take into account different levels
of education and experience, but I guess from the outside it doesn’t always give off that
impression. I certainly wasn’t sure which events were for me and which events were more for

business-oriented people or for more science-oriented people. (F4)
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So, there are a lot of things that you need to work out in order to find what are the suitable talents
for Turku. That information I haven’t received, at least not clearly and it’s been more than a year.
And no one actually gave me or guided me. -... I received some kind of help from the TE-office,
who gave me the Maahanmuuttaja, the kind of integration programme, learning the culture and

the language. But it doesn’t really help me to get a suitable position for me. (F2)

The disadvantages that the city of Turku has in global talent attraction were also discussed
during the semi-structured interviews. The personal role and the background of each informant
had a significant impact on their answers, which is why each of them emphasized different
aspects. The representatives of Turku Science Park Oy stated that the main disadvantage is that
Turku, and Finland in general, is very small. Therefore, there is not that much room in marketing
messages to highlight Turku itself, because the country needs to become well-known first.
According to I3, the marketing messages they use often start with “Why Finland?” and only after
that can they explain “Why Turku?”. They thought that it is not perhaps an obstacle, however, it
does hinder the work. This could also be seen in the answers of the focus group: not many of

them had a lot of information about the country prior to their move.

Another slightly surprising fact that hinders the marketing of Turku as an ideal working location
for global talents is that the geographical location of the country is often seen as problematic.
According to 13, this matter has come up several times in the past, when they have visited
international conferences, and estimated that it will probably become a more substantial problem
in the future, due to the current political conflict in Ukraine. I1 agreed that the current situation
in the world makes global talent attraction very challenging. Moreover, they mentioned that the
fluctuations these uncertain times cause also impact talent attraction, and that this was something
that they had recognized years ago. In order to attract certain global talents, there needs to be
vacancies for those exact talents, which is of course something that the state of economy usually

defines.

This... this marketing for international audiences, particularly the further one goes, it becomes
such that you have to always emphasize the Finland-angle. It takes up the space that you could

use to tell about Turku in your marketing message. But on the other hand, by doing so, you have
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to keep your balance, in terms of how you can contextualize where Turku is located and why it is
an important place, and a fine place. And sometimes you have to answer basic questions about
Finland: many of our messages begin with “Why Finland?”” and after that “Why Turku?”. That is

one, it is maybe a hindrance, not an obstacle. (13)

According to the Turku Science Park Oy representatives, one aspect hindering their work is also
the strong competition on talent in the Nordics. Many global talents do not see a significant
difference between these places in the quality of life, for example, which is why they often
choose better known countries, such as Sweden, over Finland. According to 12 this is something
they are trying to improve in and, in addition to marketing Finland and Turku to the talents’
country of origin, they also aim to attract people from other Nordic countries. I1 shared a similar
view on the topic, as they said that this competition on talent is very much global and that many
other places have much more resources to use in it but was positive that this is something that is
recognized and understood in Finland. Finnish cities, regardless of their size, all have similar
things to offer, and that is completely fine. According to I1, there is not that much competition
on global talents inside the nation but that it is rather considered as an achievement, if Finland is

even mentioned in the same discussions on Nordic countries by global talents.

In order for the attraction of global talents to lead to something useful or meaningful, the
retention side of the equation has to succeed as well. This is something that Turku Science Park
Oy representatives struggle with at times, although they technically do not bear the responsibility
for it. However, it does impact their work as well, as they work in close contact with local
companies, to whom talents are essentially attracted for. According to 12 and I3, not many of
these companies are actually ready for foreign employees, although a lot of improvement has
been made over the past years. This is something that 12, who is originally from Slovenia, has
also personal experience in. They admitted that getting hired in Finland is still to this day very
difficult, although they have been living in the country for 20 years and speak the language. The
main problem according to 12 is that there is not enough infrastructure in place to support talent
attraction in Turku. Therefore, they find it quite disappointing to attract talents to Turku, who in

reality cannot get hired and, thus, have to leave soon after their arrival. In 12’s experience, the
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higher education one has, the less of a chance they appear to have to acquire a position,
especially if the industry is wrong. This experience appears to be very much in line with the
experiences of the focus group participants, who have also struggled to find their place in the

local labor market despite their expertise, attitude and language skills.

I have been thinking about it, what we do here, from my own perspective, as I am a global talent.
I can be on both sides and look at this from both perspectives. We execute the attraction, yes, but
we should also have the infrastructure and companies should be ready to hire these people whom
we attract. I find that difficult and it is the area that we should work on. It is disappointing, if we
attract people here and they cannot get a job. I know that those who are already here... I of course
have a lot of international friends, all of them are highly educated and all of them have had
difficulties and still do. The higher education one has, the more difficult it is. You have the
technical ones, like I said, technical engineer vacancies and coding vacancies but if you are a
doctor of geology, what are you doing here? Like one of my friends. And also, if... if the industry

is not right, you will have big problems here. (12)

Another disadvantage that was brought up during the discussion with the Turku Science Park Oy
representatives was the fact that talent attraction in Turku is conducted under several different
names: the city of Turku, Turku Science Park and Turku Business Region. According to 12, it is
merely a political issue, however, it has a detrimental impact on the reach of their marketing. For
example, this arrangement seemed very confusing to the focus group participants and it made
finding the right information more complicated for them than perhaps would be necessary. The
representatives from Turku Science Park Oy agreed on this and admitted that this should be
improved, although currently they are not planning on any concrete changes but rather try to deal
with the matter as it is. According to 12, the International House Turku, which was opened
recently but has not been actively marketed yet, is a significant improvement to services for
global talents in Turku and hopefully it will help the global talents to integrate in a more efficient

and better manner.

This lack of infrastructure was also brought up in the discussion with I1, who similarly thought

that the International House Turku will bring a significant improvement to their situation. Prior

64



to its establishment, there has been no place to direct the global talents, and websites like “Career
in Turku” have not been found by these talents, unless someone has guided them there,
according to I1. They also agreed that the communication of the city in general is very shattered,
due to these different names of the organization, and said that it is difficult for even Finnish
speakers to find any concrete information on the city’s website: if anyone even visits it. To
summarize, I1 thought that the distance between the city and a global talent has been too far and
too complicated a path, but at the same time, they admitted that they have not had the time to fix

it, as they have been busy building the infrastructure and setting up services in English.

Lastly, legislation is perhaps one obvious hindrance that the whole country, and therefore also
Turku, has in global talent attraction. According to 11, there are many challenges related to
residence permit matters in Finland and compared to other countries, the process is very long and
requires significant effort from the applicant. They noted that the government is currently
working hard to fix these hindrances but mentioned that due to the nature of Finnish legislation,

changing the process takes time.

4.4 Summary of the results

This chapter presented the results of this thesis study by discussing the findings made in the
empirical data. Firstly, it was established that the role of a city’s brand in attracting global talents
to the city is mainly to provide a common framework for all the different stakeholders that
execute the city’s marketing to these talents. The city brand crystallizes what is important and
meaningful to its current residents and summarizes the city’s unique offering in a clear and
concise way. Therefore, the brand is not some idealistic fabrication from the city’s governance
but rather an embodiment of the everyday life of people and businesses active in the region. To
put it shortly, as informant I1 stated, the city brand is a way of thinking that is accompanied by

different visual tools, such as logos.
The second section explored how the city brand can be seen in the city of Turku’s global talent

attraction work and how the brand is currently communicated to the global talents in practice.

According to Turku Science Park Oy representatives, the city brand does not have a prominent
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role in their global talent attraction work. This is due to the fact that in the Talent Boost project,
all Finnish cities have agreed to use the Work in Finland-brand, in order to increase the exposure
of the nation brand. Therefore, the city brand has a secondary role compared to the nation brand
and can only be used in contexts, where the target group is assumed to already be familiar with
the nation brand. These instances are not common, yet the informants were able to mention some
quite recent examples. However, the city brand is actively used in the communications that
targets global talents, where the brand can be seen for example in the talking points and tone of
voice. According to the city’s liaison manager, this can be considered to be even more important

than visuals, for example, since it is through communications where the brand is truly realized.

Lastly, the third section explored how the global talents understand the brand of the case city, as
well as how the city itself understands the disadvantages and advantages their city brand has in
the global talent attraction context. Regarding the focus group discussion, their interpretations

and perceptions were divided into positive brand associations and negative brand associations.

The positive associations and the advantages included some common aspects for all Finnish
cities, such as safety, cleanliness, abundant nature, high quality of life, and good work-life
balance. More specifically, the focus group participants, as well as the city of Turku’s
representatives expressed that they favor the location of the city, its size and the convenience it
has to offer in terms of services and institutions. Certain industries, such as the maritime and the
health tech industry, were also highlighted as strengths, although for the focus group participants,
this was not something that they could personally relate to. On the contrary, this was something

they had a negative brand association with.

However, the focus group had no trouble highlighting the unique factors the city of Turku has
and they had a very positive attitude towards the city’s bold communications style. This was
something that the city’s representatives also saw as an advantage, as well as the fact that they
themselves enjoy living in Turku, which makes marketing the city as a joyful place to live easy.
It can be argued that Turku clearly succeeds in creating this sense of belongingness with their
marketing, as it was also present in the answers from the focus group, where some of them

mentioned considering themselves as a resident of Turku or in Finnish, as “turkulainen”. Lastly,
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the city’s representatives saw it as a significant advantage that they have plenty of resources,
both human and financial, to conduct the attraction work with and that those resources will only
continue to expand in the future, as the city recognizes global talents as an important source of

growth.

A significant disadvantage Turku has in this context is the lack of international recognition
Finland as a country has. Large share of the brand marketing for global talents is dedicated for
nation branding, which leaves little to no room for marketing the city brand. According to the
city’s representatives, the current state of the world, both politically as well as economically, also
makes marketing Turku and Finland with it, extremely difficult. Competition in the Nordics also
poses a challenge to branding Turku, as countries, such as Sweden, have a better position on the

market.

However, the main disadvantage Turku has in global talent attraction, as identified by both the
global talents, as well as the city representatives, is the lack of infrastructure for global talents.
During the focus group discussion, the global talents mentioned that researching the city was
difficult and that they have suffered from lack of information even after their move to the city.
According to the city of Turku, most of the crucial information is nowadays available in English,
however, they admitted that it is in a shattered form, due to the many stakeholders who all have
different names. This type of bureaucracy does not only concern the city of Turku but is also
present in the country’s residence permit matters, which are significantly more time consuming

compared to other countries.

Additionally, there are also deep, cultural issues, such as language requirements and instances of
xenophobia that make creation of local networks and integration to the region’s labor market
difficult. This was recognized by the city’s representatives as well, as they admitted that no clear
infrastructure for guidance has been in place thus far. However, they noted that the recently
launched International House Turku will offer a partial solution to this problem, as the talents

will have a concrete place to turn to, whenever they need to.
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5. Analysis

This chapter presents the analysis of the results presented in the previous chapter and further
discusses them in view of the theories and existing studies presented in the theoretical
framework. The aim is to highlight the patterns and themes that have emerged from the empirical

data, in order to provide context for the conclusions to be made in the final chapter of the thesis.

5.1 The relationship between city branding and global talent attraction

In this section, the possible relationship between city branding and global talent attraction is
analyzed further based on the results of this study, as well as the results from previous studies on
city branding. In the theoretical framework, previous studies on city branding by Rainisto (2003),
Trueman et al. (2004) and Hankinson (2001) were discussed. All of these studies noted that,
firstly, cities can be branded similarly to consumer goods and that secondly, an honest and a
realistic city brand can help the city to attract “customers”. Therefore, it can be argued that a
strong brand also helps the city to attract global talent more easily, in comparison to cities that do

not have a clear brand and thus lack brand familiarity (Rainisto, 2003).

Based on the results of this study, the main role of the city brand and the key benefit that a solid
city brand can bring is that it makes the communications of the city coherent, also in terms of
communication that is directed towards global talents. As mentioned above, the main struggle
with city branding in general is that cities are essentially mega products. Therefore, the image of
the city is very difficult to control at all fronts, at all times and thus, the main role of the city
brand is to serve as a framework or a starting point for the whole marketing of the city, not only
in the global talent attraction context, as noted in the theoretical framework by Kavaratzis

(2004), as well as Kotler et al. (1999).

In a more practical sense, the city brand manual sets general guidelines for the multiple

stakeholders that in reality execute the communication, thus making the brand come to life, as
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expressed by the city of Turku’s liaison manager, I1. By strengthening and unifying the city’s
image, coherent communication also helps the city to avoid brand dissonance and other
inconsistencies, which can lead to different types of negative effects on the city’s reputation,
such as wasted resources and cynicism, according to Botha et al. (2011).

Reputation in turn is crucial in the global talent attraction context, as the reputation of a city
plays an important role in the migration decision of high-skilled professionals, according to a
study by Nadeau and Olafsen (2015). Although the global talent informants of this study did not
do a significant amount of research prior to their move, the brand dissonances they have
experienced since then can be seen in their discouraged views and mixed feelings on their own
future employment in the city, despite the fact that in general, they enjoy living in the city and

have a positive attitude towards the city’s brand.

This positive attitude and positive associations related to the city in general are the other benefits
city branding can bring. A distinct brand highlights the city’s unique identity in a way that
resonates with the people who interact with the city, thus making them more content with their
residence or more disposed to relocate to that city. Based on the theoretical framework, the
image side is arguably the most important part of city branding, as it helps to grow the city’s
brand equity, which in turn reflects the value of the city. In a city context Lucarelli (2012) states
that brand equity consists of name awareness, brand association and image, as well as brand
loyalty. Especially building name awareness is strongly linked to global talent attraction work
where gaining international recognition in the form of name awareness is the main purpose.
Name awareness however is achieved and strengthened by a positive and interesting image,
which global talent attraction tries to promote. Brand loyalty is not directly a part of global talent
attraction, but rather is a crucial element in the retention side of the work, where these positive

brand associations are to be enforced in order to achieve a sense of loyalty.

All of these aspects suggest that the relationship between city branding and global talent
attraction is complementary, similarly to the relationship between city branding and employer
branding, as Robinet (2019) suggests in their paper. The global talents help to alleviate labor
shortages, which in turn supports the economic development of the region that ultimately is

reflected also on the attractiveness of the city brand. The city brand highlights the unique,
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competitive edge the city has over others which assists the global talents in selecting which city
they personally resonate the most with since according to Ashworth and Kavaratzis (2009), city
brands fulfill more self-expression needs compared to nation brands. Moreover, the role of the
city brand is further emphasized in those cases, where the talents do not have much prior
knowledge about the city or the whole country in general. This idea is further supported by the
experiences of the focus group participants, who expressed a strong sense of belonging to Turku

specifically, despite having very little knowledge about Finland prior to their move.

5.2 The practical role of city branding in global talent attraction work

The case study on the city of Turku conducted for this thesis indicates that in practice, city
branding has a secondary role or a complementary role in global talent attraction. Based on the
discussions with the city of Turku’s representatives, this is particularly true to smaller countries,
such as Finland, where the nation brand is not fully developed or lacks international recognition.
Therefore, the city brand might be less visible to the global talents considering their migration to
Finland, but is very much visible to those, who have already moved to the country and especially
to the city. Thus, city branding bears a greater importance in talent retention, however it can be

utilized in the attraction side as well, under certain conditions.

In practice, it can be argued that city branding is used as a supporting tool in global talent
attraction work. For example, in the city of Turku, the city brand can be seen in the talking points
and the tone of voice of Talent Boost content, despite the overall visuals and branding that are
taken from the Work in Finland-brand. This way, the city has a better chance at differentiating
from other cities under the same brand and with very similar offerings, as noted by the liaison
manager of the city, I1. This notion highlights the main purpose of city branding in regular city
marketing, as noted previously, however, in a global talent attraction context its utilization is
more limited. For example, in the city of Turku’s case, the city brand can only be seen in the
talking points and tone of voice in regular global talent attraction campaigns or in campaigns that
do not cross borders and are thus more intended for foreigners already living in the country. To
summarize, it can be noted that city branding is only used in global talent attraction when there is

room for it in the marketing, as I3 mentioned during their interview. However, no space is
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primarily allocated for it, as the nation brand must come first in most cases.

Despite its secondary role, the practical results of this study do suggest that the city of Turku has
indeed managed to communicate its brand fairly well to global talents and that in general, the
city brand has had a positive impact on them, which adds to the city’s brand equity. This is
supported by the fact that the focus group participants expressed a genuinely positive attitude
towards the brand and were able to name its key characteristics without assistance. Therefore, it
can be argued that the city has had some success with city branding in this context, despite the
negative experiences and the strong brand dissonance related to opportunities on the labor

market, as mentioned above.

Lastly, many of the focus group participants also had suggestions for improvements that could
help the city to minimize the negative experiences global talents might face in the future.
However, these suggestions will not reach the city’s representatives in the current state, as they
admitted to not having any systematic feedback collection in place. This, among other factors,
supports a comment made by I1, in which they stated that in practice, the gap between a singular
global talent and the city is still a problem that they have to solve, and in which the city brand

could also be of assistance.

5.3 Challenges with building an attractive city brand

The findings of this study indicate that an attractive city brand is true and honest, meaning that it
reflects the perceptions and the attitudes of the residents in a realistic manner. It emphasizes what
is special about the city, however, it is not merely a highlight reel. The brand has to also provide
relevant information for the global talents, such as what opportunities and services the city can
offer.

As Nadeau and Olafsen (2015) state, global talents do not only seek to improve their economic
situation but look for improvements on all fronts, as illustrated in Figure 3. In addition to the
position that they relocate for, most of them have a strong sense of self-development, for which

the city must provide opportunities. These opportunities are not only related to the talents’
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careers, but also include recreational activities and events that the city organizes. All of these are
also connected to work-life balance, which at an optimal state, positively impacts on the talents’
perception of the city and how well it is managed by the governance and other stakeholders.
Ultimately, a well-functioning city branding in a talent attraction context contributes to economic
growth in the region, as talents are drawn to the city by its positive image and stay for the

opportunities and balance it can offer.

The importance of well-rounded services was especially highlighted in this study, where the lack
of infrastructure for global talents was considered as one of the main problems in the city of
Turku’s global talent attraction. Despite the fruitful attraction work the city has executed in the
previous years, the retention side has suffered, meaning that the city has not been able to achieve
the maximal benefits that global talents can bring. This indicates that as Robinet (2019) suggests
in their paper, city branding shares some common touchpoints with employer branding, in which
talent attraction is also a relevant issue, as Reis et al. (2021) indicate. Similarly to employers, a
city must be able to convince a talent that they can meet the talent’s needs and, therefore, are

able to motivate them to relocate.

However, as Botha et al. (2011) suggest, the city branding needs to perform consistently on all
levels in order to be successful. As Glen (2007) notes in their paper on talent management, any
organization or location can attract talent with great promises, but it is the overall experience that
defines whether the talent stays and enables the organization or location to reap the benefits.
After all, according to I1 it is ultimately the economic impact global talents bring in the form of
new taxpayers that serves as the main motivation as to why global talents are attracted in the first

place.

To conclude, in order to create and sustain an attractive brand that benefits the city, brand
dissonances must be avoided at all cost. This is perhaps one of the greatest challenges cities face
with city branding, as city brands are very complex by nature, which makes it relatively difficult
to control the overall brand performance (Kavaratzis & Hatch, 2013). Additionally, ensuring
optimal brand performance is further complicated by the synergistic nature of the relationship

between city branding and talent attraction, as explained with the help of Figure 3.
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All of these aspects are something that cities need to consider already in the brand building stage
and, therefore, the findings of this study support Robinet’s (2019) argument on the crucial role of
integrated stakeholder engagement in city branding. If the needs and capabilities of relevant
stakeholders, i.e. companies in the region, are not noted when the brand is built, brand
dissonances are more likely to emerge. This has, at least to some degree, occured in the branding
of the city of Turku, where the region has been presented to global talents as a hub of innovation,
when in fact, local companies have not had the resources or the ability to hire foreigners and the
adequate infrastructure for global talents has not been in place. This in turn has had a negative
effect on the city’s global talent attraction work since the retention side has, in some instances,

failed.
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6. Conclusions

In this final chapter, the conclusions are presented by providing answers to the research
questions. Moreover, the theoretical and practical implications of this study are also discussed, as
well as the limitations of the study. At the end of this chapter, suggestions for future research are

provided.

6.1 Conclusions

This thesis has aimed to create an understanding of the possible role of city branding in a global
talent attraction context. To explore the phenomenon, a case study has been conducted in the city
of Turku, a mid-size Finnish city located in the South-Western coast that has actively executed
global talent attraction work since 2017 together with the Finnish Government, in a project
called Talent Boost. Moreover, the study has also examined how the city brand is currently being
communicated to the global talents in practice, as well as how a city can build a brand that
attracts talent from abroad. The scope of the study has considered mainly other Finnish cities

outside the capital region that, similarly to Turku, lack international recognition.

The study is qualitative in its nature and both the focus group method, as well as the semi-
structured interview method have been utilized to gather the empirical data. For the focus group,
four highly educated global talents from different countries of origin were chosen to discuss the
city of Turku’s brand and how it has impacted their behavior. For the interviews, three people
that are considered to be the key personnel in the city’s global talent attraction were interviewed
in two separate sessions, in order to gain an understanding of how the global talent attraction

work is conducted in the city, and how the city’s brand relates to that.

In the beginning of this thesis, the following three research questions were established:
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What is the role of a city’s brand in attracting new global talents to the city?
How is the city’s brand communicated to global talents?

How can cities build brands that help them to attract global talents?

The findings of this study indicate that the city brand has a complementary role in global talent
attraction, as it supports the communications side of the marketing by creating a common
framework for the multiple stakeholders of the city. The results support the general assumption
that in countries like Finland, it is more relevant to utilize the nation brand in global talent
attraction, in order to increase the location’s international recognition. Therefore, in practice

there is not much room allocated for the city brand in the marketing that targets global talents.

However, based on the results of this study, it can be argued that after a certain baseline has been
established, the city brand can help the cities to differentiate from one another. Utilizing the city
brand similarly to the city of Turku, where the city brand is seen in the tone of voice and talking
points of the marketing for global talents, the brand can be brought to life through
communication. These softer communications techniques allow for a more personal touch in the
marketing, thus making it easier for the global talents to identify, which city they personally

resonate the most with.

Additionally, the findings of this study also suggest that the city brand has a more prominent role
in the retention side of global talent management. Therefore, cities need to ensure that the needed
infrastructure and integration programmes are in place to also retain the talents. In the case of
Turku, it was evident that although the city branding had been successful, the talents still had a
negative perception of the city as a place to work. This supports the findings from previous
studies on branding that aspecs that cause brand dissonances must be avoided at all costs since
they can weaken the brand. Thus, it is fundamental that the image the city communicates to the

global talents actually matches with the reality that the talents will face upon their arrival.

75



6.2 Theoretical and practical implications

This study produced new knowledge on the topic of city branding, especially in the global talent
attraction context. It suggested that the city brand enables coherent communication of the brand,
despite the multiple stakeholders involved in the marketing process, and the fact that cities are
complex “mega products” to market. The study also indicated that despite its secondary role
compared to nation branding, city brands can help cities to differentiate themselves from one
another, regardless if their offerings are relatively same to the target group. Additionally, the
study shed light on how city branding for global talents is currently being conducted in a mid-
size Finnish city that allocates a moderate amount for resources to global talent attraction work,

as well as to city branding.

In practice, the results of this study can be reviewed by cities that share similar characteristics to
the city of Turku but perhaps do not actively conduct global attraction work yet. The experiences
and both the successes and failures of the city of Turku can assist city officials or other key
personnel, to identify how the city brand can be utilized in this context, to which direct it should
be developed and what other requirements need to be fulfilled in order to avoid brand dissonance

and other negative brand effects.

This thesis study has also offered valuable feedback to the city of Turku. During the interviews
with the city’s representatives, the author explained the main viewpoints that were mentioned
during the focus group discussion, in order to give insight on how the target group currently
experiences the city’s marketing. The group’s recommendations on how the city could improve
their marketing in this context were also presented and possible solutions were discussed

together with the representatives.

6.3 Limitations of the study

This thesis adds to the knowledge on city branding and proposes an explanation to its relation to

global talent attraction. However, it does not provide a general conclusion on the topic, and the
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findings of this study cannot be directly transferred to other cities. This is due to the fact that the
study only included one case city, in one specific country. Although it allowed for a deeper
exploration of the phenomenon, and, therefore, the study was highly descriptive, the results

might not be applicable in other contexts.

The study has also been limited by the fact that no previous studies on this exact topic have been
found, which is why the study is largely based on an assumption about the possible role of city
branding in a global talent attraction context. The studies that were used to build the theoretical
framework provided different views on the phenomenon of city branding with varying contexts

but could not be used to compare the results of this study directly.

Other possible limitations of this study include the fact that a relatively small number of
informants was chosen. However, this was a conscious decision that was made based on the fact
that a smaller number would allow for each participant to express their view on the topic in an
adequate manner. However, this can also be seen as a limiting factor, especially for the data
considering the focus group. Originally, six focus group participants were chosen, however, two
of them did not participate in the actual discussion. Another session was not arranged, because it
was deemed difficult to find additional four, willing informants to participate in the study.

Arranging the second focus group was also partially discarded due to time-related constraints.

Moreover, the initial criteria for focus group participants had to be changed, as most of them
expressed other reasons than work as the reason behind their move. Ideally, the study would
have considered only the kind of talents, who have moved to Finland solely for work-related
reasons. However, the participants of this study did have experience in working in the country
after their arrival and all of them were highly educated, which was deemed sufficient for the

study’s purpose.

6.4 Suggestions for future research

As mentioned above, both city branding and global talent attraction are rather understudied

topics. Therefore, future research is needed in order to further clarify the true nature of their
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relationship. This thesis study provided one possible explanation, however, similar case studies
should be repeated before drawing general conclusions. Moreover, cities with different levels of
brand familiarity or brand equity should be included, in order to truly be able to assess the
brand’s impact on global talent attraction. This could be achieved by conducting a comparative
case study with a larger, more influential city that has better international recognition compared

to the city of Turku.

Successful city branding, especially in the context of global talent attraction, is highly relative.
During the discussions with Turku Science Park Oy it became evident that there are currently no
metrics in place for cities in Finland to measure, whether their branding has aided in attracting
talents to the country. Should some kind of common key performance indicators be created, it is
suggested that those are utilized in future research, to help to identify what makes certain cities

more successful in global talent attraction than others.

However, in case a study in this same exact context were to be repeated, a bigger sample size is
suggested. As mentioned in the limitations of this study, the number of focus group participants
could be increased to ensure better validity of the results. The study could also be conducted in a
survey format, which would simultaneously make it less labor-intensive for the researcher and
enable better saturation of data. The criteria for informants should also be reviewed, as the focus

group participants of this study did not fully match the initial criteria for the participants.

Lastly, based on the results of this study, it is suggested that a more detailed study is conducted
in order to assess the role of city branding in global talent retention. Compared to talent
attraction, the results of this study indicate that in certain contexts, city brands have a more
prominent role in the talent retention side of global talent attraction work. This is due to the fact
that in smaller countries like Finland, the attraction side is executed on a national level, whereas

cities bear more responsibility on the retention side.
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Swedish summary - Svensk sammanfattning

Vilken roll har byggandet av ett stadsvarumdirke for global talangattraktion? — Abo stad som
fallstudie

Inledning

I denna avhandling undersoks relationen mellan stadsvarumérkesbyggande och global
talangattraktion. Over hilften av virldens population lever i stider, och enligt Forenta nationerna
(United Nations, 2018) forvéntas denna siffra att 6ka till 75 procent fore ar 2030. Dessutom
ansvarar stider for Over 80 procent av virldens BNP, vilket betyder att deras inverkan stracker
sig langt 6ver den geografiska grinser. P4 grund av globalisering och decentralisering blir lokala
regeringar allt mer ansvariga for den sociala och ekonomiska utvecklingen i stider i framtiden.
Detta tillsammans med de utmaningar som urbanisering och klimatférédndring medfor sig tvingar

stdderna att konkurrera med varandra om olika resurser, sdésom humankapital.

Studier har visat att den finldndska arbetsmarknaden kommer att ha brist pa experter bade inom
den privata och den offentliga sektorn redan i en nira framtid pa grund av starka demografiska
fordndringar. Minskningen av den arbetsfora befolkningen kan orsaka flera olika slags problem
men en losning till dem skulle kunna vara globala talanger som redan har de kunskaper och det
nétverk som krévs. Darfor har Finlands regering utfort ett nationellt atgérdsprogram, Talent
Boost, som sedan 2017 har syftat till att stoda attraktionsarbetet i finldindska stider genom att
erbjuda en gemensam strategi och ett gemensamt Work in Finland-varumirke for alla stader.
Malet med Talent Boost &r att 6ka Finlands attraktionskraft och position pa den globala
marknaden och att forbéttra landets vélfdard och konkurrenskraft pa 14ng sikt, till exempel genom
okad innovation (Talent Boost Programme, Ministry of Economic Affairs and Employment in

Finland, 2020).

Béde stadsvarumirkesbyggande och talangattraktion pd en global niva har véxande roller 1
modern stadsforvaltning och darfor syftar denna avhandling till att ta reda pa vilken relation

dessa tvd fenomen har och hurdan roll stads varumirkesbyggande har i den globala
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talangattraktionens kontext. Dessutom granskas det hur andra stéder i Finland som dr mindre
internationellt erkénda kan bygga ett varumirke som hjélper dem att locka globala talanger.
Detta kommer att undersdkas med hjélp av en litteraturgranskning inom bada fragorna och

genom en fallstudie med Abo stad som studieobjekt.

Syfte och forskningsfragor

Syftet med avhandlingen é&r att battre forsta vilken roll stadsvarumérkesbyggande har da det
giller att locka globala talanger till staden. Tidigare forskning tyder pé att
stadsvarumérkesbyggande dr mojligt samt lonsamt och att stadens rykte och image har inverkan
pa hur villiga globala talanger dr att flytta till staden. Det finns dock inga existerande studier om
vilken roll stadsvarumérkesbyggande har dé det géller att locka explicit globala talanger. I den
hir avhandlingen undersdks fenomenet genom att dverviiga hur Abo stad har lyckats med att
locka talanger till staden tidigare och vilken inverkan det har haft pa stadens varumarke.

Avhandlingen ska ddrmed besvara foljande tre forskningsfragor:

Vilken roll har stadens varumdrke for att locka nya globala talanger till staden?

Hur kommuniceras stadens varumdrke till globala talanger?

Hur kan stider bygga varumdrken som hjdlper dem att locka globala talanger?

Metoden och datainsamlingen

Eftersom det i avhandlingen undersoks hur globala talanger upplever fallstadens varumérke och
hur det har paverkat deras beteende dr det motiverat att anvinda kvalitativa forskningsmetoder
som syftar till att forstd kulturella och samhélleliga fenomen (Bryman & Bell, 2011). Dessutom
har tidigare studier av stadsvarumérkesbyggande gjorts som fallstudier eftersom denna metod
mojliggdr en djupare beskrivning av fenomenet i en viss kontext (Lucarelli, 2012). Detta ar

ddrmed denna avhandling ar bade en kvalitativ fallstudie som utnyttjar bade fokusgruppmetod
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och semistrukturerade intervjuer for att samla in det empiriska materialet.

Datainsamlingen for studien gjordes genom att arrangera en fokusgruppdiskussion med fyra
globala talanger bosatta i Abo samt tva skilda semistrukturerade intervjuer med representanter
for Abo stad. Rekryteringen av deltagare for fokusgruppen utférdes online, frimst p& Facebook
och LinkedIn, och alla utvalda deltagare uppfyllde foljande krav: de var hdgutbildade, fran olika

lander och var antingen anstillda eller studerande i Finland.

For stadens del borjade processen med att kontakta kontaktpersonen for Talent Boost i Abo och
utifran hens forslag valdes foljande representanter. Den forsta semistrukturerade intervjun var
med Turku Science Park Oy:s representanter eftersom de ansvarar for stadens marknadsforing
till globala talanger. Den andra intervjun var med stadens kontaktchef som intervjuades pa grund
av att hen har varit aktivt involverad i utférandet av Talent Boost-programmet i Abo samt i

utvecklandet av stadens varumérke.

Alla diskussioner genomfordes online pd Microsoft Teams under februari-mars 2022 pd grund av
coronapandemin, och varje diskussion hade sin egen intervjuguide som skapades med hjélp av
Kvales anvisningar (Bryman & Bell, 2011). De inspelade diskussionerna transkriberades och alla
data fargkodades och kategoriserades i enlighet med Skjott Linneberg och Korsgaards (2019)
anvisningar for att analysera resultaten. Dessutom Oversattes intervjuerna fran finska till engelska
efter transkriberingen. Asikter och berittelser fran alla diskussioner jimfordes och analyserades

for att kunna identifiera gemensamma teman samt dverraskande detaljer.

Redogorelse for undersokningen

Data frin fokusgruppdiskussionen delades upp i tva olika teman: positiva associationer till
varuméirket och upplevelser som stoder global talangattraktion samt negativa associationer till
varumirket och upplevelser som forhindrar global talangattraktion. Allmént kan man pasta att
deltagarna i studiens fokusgrupp har en positiv attityd till Abo stads varumirke och att de ir
ndjda med sitt liv i staden. Deras uppfattning och tolkning av stadens varumirke ligger i linje

med stadens varumarkesmanual och de kunde identifiera flera nyckelvaruméarkeselement som

81



ndmns 1 Lucarellis (2012) ramverk.

Speciellt den konkreta sidan av varumaérket var ndgot som deltagarna var mycket ndjda med. Dar
ingick till exempel Aura an och stadens historiska centrum. Dessutom tyckte de ocksd att
bostadsomrdden som Port Arthur och Kakola uttryckte varumarkets mera abstrakta aspekter pa
ett fint sétt. Gillande den abstrakta sidan gillade alla i fokusgruppen stadens lugna atmosfar samt
dess trygghet och uppskattade hur behéndigt det &r att leva i en stad dir avstanden ar korta.
Dessutom uppskattade deltagarna stadens rika historia som enligt dem syns och kénns speciellt i

centrumet.

Samtidigt tyckte deltagarna att staden ocksa har en modern sida och att staden kan anses vara en
“hub” eller knutpunkt for innovation eftersom det finns flera hgskolor i omradet. De ndmnde
ocksa att staden verkar vara under stor forédndring och att det kdnns som staden expanderar och
utvecklas konstant. Alla dessa aspekter véckte en association hos deltagarna att naringslivet i
omradet dr aktivt och att det skulle vara latt for dem som globala talanger att hitta ett lampligt

jobb.

Fokusgruppen visade ocksa en positiv instillning till stadens kommunikation. De beskrev
kommunikationen som modig och intressant och gillade sérskilt mycket hur staden végar
marknadsfora sig pa ett personligt sitt. De ansig ocksé att Abo ir drlig i sin kommunikation och

uppskattade det att staden inte forsoker vara for steril sisom manga andra stader.

Trots att deltagarna i fokusgruppen nimnde flera positiva associationer till Abos varumirke,
uttryckte de ocksé flera negativa associationer som har paverkat deras tankar pé ett ogynnsamt
sétt. De storsta problemen hittills har haft att gora med den lokala kulturen och spraket. Under
sin tid i Abo hade flera av deltagarna mirkte att lokala foretag inte vill anstilla utlindska
experter om de inte kan perfekt finska. Dessutom har nagra av dem haft svarigheter med
integrationen pé grund av att de inte har fatt det stod och den information som de skulle ha
behovt. I Finland och speciellt i Abo &r det extremt viktigt att ha bra nitverk pa arbetsmarknaden

nédr man letar efter expert positioner men att kunna skapa saddana nétverk tar tid.
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Brist pa information var dessutom en aterkommande anledning till att fokusgruppens deltagare
har haft utmaningar med att komma in pa den lokala arbetsmarknaden. Ingen av dem visste
mycket om Abo innan de flyttade till staden vilket har lett till olika slags dverraskningar. Trots
att de verkade gilla Abos kommunikationsstil, kiinde de samtidigt att det inte finns mycket
innehall som é&r riktad till dem eller att detta innehall inte finns i rétt kanaler. Dessutom
kommunicerar staden under flera namn, sisom Abo stad, Turku Business Region och Turku
Science Park, vilket har gjort det svért for deltagarna att hitta rétta evenemang och organisationer
for dem. Detta har orsakat dissonans vilket 1 sin tur har lett till negativa effekter pd varumirkets

trovardighet.

Samma teman fortsattes togs upp i de semistrukturerade intervjuerna dir Abo stadens styrkor och
svagheter da det géller att locka globala talanger diskuterades pd djupet. Dessutom diskuterades
anvindningen av varumérket pé ett mera praktiskt sitt for att fa en bild av hur attraktionsarbetet
skdts och hur stadens varumaérke syns dér. Gillande stadens fordelar ndamnde alla respondenter
liknande saker: trygghet, korta avstand och ett aktivt néringsliv, speciellt inom vissa branscher
sésom hilsoteknik. Dessutom tyckte stadens representanter att Abos hdgskolor hjélper till att
skapa en mera internationell atmosfar i staden vilket kan leda till att &nnu flera studerande och
forskare vill flytta till staden i framtiden. Aven stadens representanter ansag det ocksa litt att

marknadsfora staden eftersom de sjdlva gillar att bo dér.

Den storsta styrkan var dock att staden allokerar mycket resurser till attraktionsarbetet, och
samarbetet mellan staden, det regionala utvecklingsbolaget Turku Science Park Oy, hogskolor i
omradet samt den tredje sektornen ansags fungerar vil. Dessutom far projektet finansiering fran

staten vilket kommer att underlitta attraktionsarbetet for Abo ocksé i fortsittningen.

Gillande svagheter ér Abos storsta problem stadens och hela landets storlek. I intervjun med
Turku Science Park Oy kom det fram att en stor del av deras marknadsforingsmeddelanden
borjar med “varfor Finland” istillet for “varfor Abo”. Dessutom tyckte de att landets geografiska
lage ar for tillfallet véaldigt problematiskt och att konjunkturen har en betydande paverkan pa hur
bra attraktionsarbetet kan utforas. Turku Science Park Oy:s representanter ocksa tyckte att

konkurrensen i Norden ar hard for talanger och att 1dnder med béttre resurser sdsom Sverige

83



oftast vinner. Ett annat problem &r att attraktionsarbete dr meningslost ifall talanger inte kan
stanna i Finland p4 lang sikt. Dirfor var Abo stads representanter av samma &sikt som
fokusgruppens deltagare om att tillrdcklig infrastruktur for globala talanger saknas dnnu.
Byrékratin, lagstiftningen och méngden olika intressenter kom ocksa upp bland de nackdelar

som forhindrar attraktionsarbetet i Abo.

Enligt diskussionerna med Abo stads representanter spelar stadens varumérke i praktiken en
mindre roll i den marknadsforing som riktas till globala talanger. Som redan ndmnt har detta att
gora med nationsvarumérkets betydelsefulla roll och att alla stdder som &r med 1 Talent Boost
maéste prioritera det. Enligt Abo stads representanter syns stadens varumirke mest i
kommunikationen i form av liknande samtalspunkter och tonfall. Dessutom anvénds stadens
varumirke 1 mindre kampanjer nér det &r mojligt. Trots att varumirkets betydelse da det géller
att attrahera talanger inte #r stor ansig Abo stads representanter att det ind4 ér viktigt eftersom
det erbjuder ett gemensamt ramverk for de olika intressenter som &r involverade och pé detta sétt

ar kommunikationen enhetlig.

Resultat

Studiens resultat tyder pa att stadsvaruméarkesbyggande 1onar sig eftersom ett starkt varumérke
hjélper till att locka globala talanger till staden. Resultaten bekréftar dirmed i1akttagelser fran
tidigare studier om dmnet av Robinet (2019), Rainisto (2003), Trueman et al. (2004) och
Hankinson (2001). Dessutom visar resultaten att i praktiken har stads varumirkesbyggande en
stodjande och komplementerande roll d& det géller global talangattraktion eftersom varumairket
forenar stadens kommunikation och gor den enhetlig. En stark kommunikation som lyfter fram
varumérkets och dirmed stadens unika egenskaper hjélper talangerna till att vélja vilken stad de
ar I dialog med mest, speciellt i sddana fall dér talangen inte har mycket information om staden

eller landet i fraga.
I praktiken ar stads varumirkesbyggande alltsé ett stodjande kommunikationsverktyg som syns

till exempel 1 de tonfall och samtalspunkter som staden anvinder. Kommunikationens roll ar

ytterst viktig ndr det handlar om varumirkesbyggande eftersom det d4r genom kommunikation
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som varumérket pa riktigt forverkligas. Den storsta utmaningen med att marknadsfora stider ar
att stdder kan anses vara “megaprodukter” sd som Zenker och Martin (2011) podngterar, vilket
betyder att de kan vara svara att ha kontroll 6ver. Om man inte kommunicerar stadens varumarke
pa ett enhetligt sdtt pa alla kanaler och till alla malgrupper kan dissonans och inkonsekvenser

uppsté vilket enligt Botha et al. (2011) kan leda till negativa effekter for stadens rykte och image.

Resultaten av denna fallstudie tyder pé att stads varumarkesbyggande har en mera betydelsefull
roll pé retentionssidan av global talangattraktionsarbete. For att f maximal nytta av
stadsvarumérkesbyggande maste verkligheten motsvara den image som varumarket formedlar,
annars stannar talangerna inte i staden. Abo stad har tydligen lyckats med att skapa ett starkt och
lockande varumérke som de kommunicerar effektivt till globala talanger och som globala
talanger har latt att forstd. Trots det har globala talanger stott pd flera besvikelsen under sin tid 1
staden vilket har haft en negativ paverkan pa talangerna och lett till att de inte skulle
rekommendera staden till andra talanger innan problemen med till exempel infrastrukturen har

atgérdats.
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Appendices

Appendix 1. Interviewguide for the focus group discussion

Focus group discussion on city branding and global talent attraction in the city of Turku, Finland
24.2.2022

1. Introductions:

- name, nationality and profession/occupation

- how long have you been living in Turku and why did you move here?

2. What kind of perceptions or thoughts in general did you have about Turku prior to moving
here? Did you do any research, and if so, where did you find information about living here?

3. Have your thoughts about Turku changed in some way after living here?
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4. What do you think a “’global talent” is and do you consider yourself to be one? Did your skills
or occupation somehow impact your willingness to move to Turku?

5. How would you describe Turku: name at least 2 to 3 words or things that come to your mind
regarding:

-> characteristics (i.e. physical attributes such as places, artifacts etc.)

-> advantages or benefits (that come from these characteristics)

-> values

-> personality

6. Is there something that Turku could improve in terms of their marketing/communications to
global talents?

7. Lastly, would you recommend Turku to other non-Finnish professionals?

Appendix 2. Interviewguide for the first semi-structured interview

Semi-structured interview 1, 17.3.2022

1. Esittdytymiset
Engl. introductions

2. Miten Turkua markkinoidaan tilld hetkelld kansainvélisille osaajille? (ajankohtaiset
aktiviteetit’/kampanjat jne.)

Eng. How is the city of Turku currently being marketed for global talents? (current
activities/campaigns etc.)

3. Mité kanavia hyddynnétte markkinoinnissanne? Minka perusteella olette valinneet ne?
Eng. What channels are utilized for marketing? Why did you chose them?

4. Miten kaupungin bréndi nékyy teiddn markkinoinnissa/viestinnassa?
Eng. How can the brand of the city be seen in your marketing activities/communications?

4. Miten Turku on mielestdnne onnistunut kansainvilisten osaajien houkuttelussa aikaisemmin?
Miti tavoitteita teilld on tulevaisuudessa?

Eng. How do you think Turku has succeeded in attracting talent previously? What future goals
do you have?

5. Keraitteko palautetta kansainvilisiltd osaajilta ja hyodynnatteko sitd esim. markkinoinnin
kehittdmisessd? Jos kylld, niin millaista palautetta olette saaneet?

Eng. Do you collect feedback from global talents and use it to i.e. develop your marketing? If
yes, what kind of feedback have you received?
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6. 2-3 asiaa, jotka edistdvit tai helpottavat kansainvélisten osaajien houkuttelua Turun seudulle?
2-3, jotka hidastavat tai tekevit siitd haastavaa?
Eng. Name 2-3 things that support talent attraction to this region? 2-3 that hinder it?

Appendix 3. Interviewguide for the second semi-structured interview

Semi-structured interview 2, 29.3.2022

1. Esittdytymiset
Engl. introductions

2. Miten kaupungin brindid hyddynnetidén markkinoinnissa kansainvilisille osaajille? Missi se
nékyy?
Eng. How is the brand of the city utilized in marketing for global talents? Where can it be seen?

3. Mitka osat/asiat briandissa ovat tairkeimpid, kun puhutaan Turun markkinoinnista
kansainvilisille osaajille? Miten Turku ja Turun bréndi mielestési erottautuu muista
suomalaisista kaupungeista?

Eng. Which parts of the city’s brand are most important when marketing for global talents? How
does Turku’s brand compare to other Finnish cities?

4. Millainen rooli kaupunkibrandilld on sinun mielestisi tidssd kontekstissa?
Eng. What do you think the city brand’s role is in this context?

5. Mitka ovat kaupungin tdrkeimmét markkinointikanavat kansainviélisille osaajille?
Eng. What are the city’s most important marketing channels when marketing for global talents?

6. Miten Turku on mielestinne onnistunut kansainvélisten osaajien houkuttelussa aikaisemmin?
Mitd tavoitteita teilld on tulevaisuudessa?

Eng. How do you think Turku has succeeded in attracting talent previously? What future goals
do you have?

7. Kerditteko palautetta kansainvilisiltd osaajilta ja hyodynnatteko sitd esim. markkinoinnin
kehittamisessd? Jos kylld, niin millaista palautetta olette saaneet?

Eng. Do you collect feedback from global talents and use it to i.e. develop your marketing? If
yes, what kind of feedback have you received?

8. 2-3 asiaa, jotka edistdvit tai helpottavat kansainvilisten osaajien houkuttelua Turun seudulle?

2-3, jotka hidastavat tai tekevit siitd haastavaa?
Eng. Name 2-3 things that support talent attraction to this region? 2-3 that hinder it?
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