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Within five years Russian cities will be engaged in severe competition, both foreign and Russian experts believe. Cities will have to compete for investments, information flows, talented teachers, doctors, managers, and tourists. In the context of population decrease of  700,000-800,000 persons annually  for most locations the success in this competitive struggle will mean survival, as products, capital, labour power are getting more mobile. Internet penetrates into the most distant regions and equalizes citizens’ access to information resources. Favourable geographic positions or wealth of mineral resources do not guarantee the economic success of the location any more. How can Russian cities find their economic and cultural niche under such circumstances? I believe the best way is urgent development of marketing technologies. Why is urgent? Because the winner is not the one who has been running fast but the one who has started running earliest of all. 

Though municipal marketing is a modern concept, it is not clear for everyone. Generally it means promotion of the city interests. We are living in the days of lobbying and there is nothing shameful that the most active municipalities have been trying to obtain subventions from Moscow officials through advertising of their projects and programs, and woo investors. But without system marketing they do it randomly and consequently often the result is zero. 
They could learn a lot from European and American cities which are extremely enthusiastic about their promotion. Actually American cities have always led such existence: they started competing with their neighbours from the very moment the city appeared on the map. Now cities are ready to sell even their names in exchange for investments in urban infrastructure. For example citizens of Clark town, Texas, renamed it as Dish in honour of Dish Net satellite network. Halfway town, Oregon, turned into Half.com already six years ago. The owners of the internet shop with the same name spent on it nothing more than $145,000. 
European cities felt the need for marketing later, in the early eightieth of the last century, under the economic competitiveness of “Asian tigers”.  And a lot of cities, especially industrial ones, actually had to develop a new marketing strategy to survive and keep workplaces. And what do we have now?  Now we have a real boom of thematic cities in Europe. There are cities of Mozart and Shakespeare, Van Gogh and Andersen. There are theatre, ski, trading, book, botanic, wine, cheese, coffee, musical, game cities and others. IUE found out 36 types of municipal marketing strategy worldwide, including crossroads cities, for example American Saint Louis which is near the US geographic centre, innovations factories, such as Bangalore, an Indian centre of computer industry, “tasty” cities like Turkish Kemer with a tomato as a symbol. I’d like to emphasize that these types of cities have been formed deliberately, not historically. 
The textbook example of one more, exotic, city type, is a village on the side of Scottish lake  Loch Ness. Its marketing strategy is very simple, as any genius idea: some good photos with the Loch Ness monster and a correct choice of channels for the photos distribution. And now settlements on the sides of this ever-cold lake are crowded with tourists and take leading positions in Scotland on municipal treasury income per a citizen. The only thing to do is to remind of the monster in an unobtrusive way once in five years, and municipal economy will have no problems. 

Some pioneer cities using marketing have appeared in Russia. Everyone in Russia knows about little town Myshkin on the Volga with the unique Museum of the Mouse. The project is so popular that now Myshkin administration is trying to put the town in Golden Ring of Russia. Veliky Ustyug has become the native land of Father Frost and annually investment flow generated by season tourists from all Russia is multiplied. 
What is a recipe for success? Successful marketing should be targeted. Possible consumer groups for the city to work with are investors, tourists, outer stakeholders, and potential citizens. Worldwide the stake is generally placed on the first and the second categories. I suppose outer (external) stakeholders and potential citizens can become the key categories for many Russian cities.  Who are external stakeholders? These are people who formally have no relation to the city and do not even visit it but still make decisions influencing the city life. For example regional and federal officials or journalists forming and influencing the city image. Potential citizens are those who can be attracted as permanent residents. Even nowadays lots of neighbouring cities have started enticing various specialists, and such practice will undoubtedly spread. 
What tools shall be used to attract the target audience? First of all municipal authorities will have to work with information space. Lots of municipalities actually are not engaged in information policy, consequently even most of the city population know nothing about municipal authority activities. It significantly weakens rating of local leaders and their reforms are deprived of support. Let alone positioning of the city beyond it: official websites of most cities are extremely boring and formal. 
The second and, perhaps, the most essential marketing activity is creation of the city image. The city should create a bright and well-remembered story about itself and distribute it often and in a proper way. A set of action should be taken: rethinking and popularization of the city symbols, activization of local community to generate image ideas, cooperation with local advertising and design companies to promote city cultural brands, etc.
Russian cities today have a unique chance to show their renovated image. In spite of illimitable and various spaces our cities live and look in a surprisingly similar way. It’s some sort of a miracle when you arrive in Petropavlovsk-Kamchatsky from Moscow, look out of the hotel window and see the same standard houses, the same ads, the same clothes bypassers are wearing, as if you had not flown all night through nine time zones. The city should find and develop some specific feature distinguishing it from other cities. And Russian cities can have more such unique peculiarities than in any other country. Moreover image niches are still free in Russia.  The situation is the opposite in Europe where all celebrities, sights, historical events, traditions, natural landscapes have been already “privatized” by the most enterprising locations. 
The fact that municipal authorities, in the course of federal reforms, have less and less chances to realize their leader ambitions should not be omitted. Successful marketing strategy could be the platform for self-assertion of creative and ambitious city leaders, making faded and trivial election slogans more various, consolidating of citizens to solve local problems. 

Just don’t forget to run out first. 

Relevant materials 

Business invests money not only in millionaires orientation. 
German Gref start developing Far East. 

IUE books are included in the book fair exposition (IUE editions are included in the book fair exposition) 

IUR contributed to experience exchange between Vologda and Tomsk oblast. 
Local Government Information Network (LOGIN). Policy brief (Literature catalogue). 
