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Where digital visibility leads,
investment fol lows
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ING Media’s research into Europe’s
most talked about cities, now in its
fifth year, provides vital insight into
the impact of digital messaging on
regions and cities as brands, how this
affects investment, where talent
concentrates and their reputation as
destinations.

ING has identified and ranked the top
60 European cities according to their
share of online conversations. While
the ranking of Europe’s most visible
cities has remained largely unchanged,
the overall number of mentions has
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increased 13%, driven by a return to
events and attractions which were
stymied by Covid-19 lockdowns.

This year we have extended the
research. With the return of coercive
hard power in Eastern Europe, the
value of cities’ persuasive soft power
needs re-emphasising. Hard power is
visible and destructive. Measuring soft
power is a challenge, as it is an often-
undefinable construct. In response to
this we have created a unique set of
indicators to investigate how top
European cities compare, measuring
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the influence of culture, travel,
education, diversity and environmental
credentials. Those cities that benefit
from soft power can expect to draw
higher levels of foreign direct
investment. Allied to this we compare
city investment and development
prospects against the cities’ digital
visibility data; both important elements
of a city’s branding.

We show how effective
communications is the main driver of
these pillars — and what this means for
future growth prospects.

I N B D B S S S S - . e—
0 O O oF N Mg I O N O O O
5SS S Vo T (o N o N To B Vo B To B Vo B (2 TN Vo B To BN 7o)
Q9 ®@ 0 D c VW X © 0O ® € © O
o ®»Yo 5 c 25 2 & 0 CcoF
5k 2z a=c83 28 3 8o
@ c 8=z 2 29 237
N o F > = % © T 5 0

< o & O c =

+  m -

o [i]

(]



- ING Cities Ranking
T he‘re.:al impact
of digital visibility ([ E— Crowned Jewel

. 1st - LONDON
ING Media has selected a number of C ; . . .

. . London tops our digital visibility ranking for a fifth consecutive year. Also leading our soft
European cities as case studies to

o e T power ranking, the city outperforms all its rivals by cultural measurements and number of
show how digital visibility influences visitors. It also comes top of FDI and City Prospect rankings. London’s ability to communicate
soft power, foreign direct investment its strengths effectively means it is well positioned to retain its position in the future.
and overall city prospects. We have

also highlighted the best city-specific
stories for each.

MADRID Food to Finance

® A city’s prospects are not
determined by one single element
— but improving digital visibility can
lead to improved performance.

@® Brand building and a positive
communications campaign
elevates visibility, activating a city’s AMSTERDAM
soft power.

3rd - MADRID

860% .

increase in Kyiv’s online Cash o
mentions since the
outbreak of war

O The Spanish capital’s soft power ranking is strengthened by UNESCO heritage sites (second

5 O /O only to Rome and Paris) and an established food scene, which means Madrid’s continued
urbanisation ranks highly for City Prospects. Madrid consolidates its third place in our digital

Lisbon is the biggest i visibility rankings despite being 4% less active than in 2021.

upward mover |

climbing five places ‘

since last year

Hotels and Doughnuts

® An elevated soft power profile can 7th - AMSTERDAM

improve FDI, as investors seek to
deploy capital into cultural assets Qothenburg’places 25th
to exercise their own soft power in ING Media’s soft power
and ESG compliance rankings, yet its digital

output suggests it could .
@ Future city prospects are rise further in future years .*
dependent on a variety of social
and economic indicators, yet
scoring highly in digital visibility
and soft power, directly influences PRAGUE
future investor intent.

@ The global energy crisis illuminated
conversations around the most
energy-resilient Nordic cities,

An economy grounded in tourism continues to encourage high levels of FDI. Future
sentiment is driven by a commitment to ‘doughnut economics’, an ambition to ensure
everyone has access to a good quality of life, without putting more pressure on the planet.
As a result the city has increased its digital visibility by 26%, elevating its city brand.

28%

of companies in
Antwerp that
expanded or opened
new businesses
operate in the
advanced
manufacturing sector

8 : Luxembourg slips three
places to 20th, as the
EU is looking to curb its
tax-haven status

15%

of companies in Krakow
are considered to be part

Stockholm jumps
eighteen places in our
digital visibility rankings,
placing 6th in our soft

with Stockholm (+20), ) wer index . o of the knowledge-based
- Looking backwards to look forward po Despite a reduction in econom 3
Copenhagen (+3), Helsinki (+3) i Y KnOWled e is Power
and Oslo (+2) all ranking higher ING began monitoring the digital - (éfﬁ:gg:gtkzuﬁ{gh|y g
than in 2021. visibility of cities in 2019. Since then, % 35th - PRAGUE

. for “soft conversations”
we have produced regular research % Prague excels as a European city with one of the largest numbers of international students.
on the most talked about cities in In FDI terms', the.c'lty is ranked hlg'hly in Hun'!an C.a'pltal and !_lfestyle caifegorles owing to its
excellent universities. Prague has increased its digital visibility by 21% since 2021. With over
30,000 businesses in the knowledge economy, a concerted effort to communicate that

.
‘ lty success would improve its future city prospects.

@ Glasgow’s digital output returned

to a more familiar ranking position £ d qloball ting th
after its boost from COP26 — urop€ and giobally, presenting the

cvelng e v poner o e e Digital Soft Foreign Direct
@ Citics can outperform capitals. a(I)(;"tH%%ﬁii;izigng:;iém/aers;rgiz?ttél Vi Sibi]ity Power Inve Stment Prospects Scan here for a digital copy of the report, additional

Istanbul continues to outperform visibility and its implications for cities city rankings and future research on digital visibility, soft

e

Ankara, and Porto beats Lisbon. . Measuring a city’s online Ranking cities by the strength of their soft Sorting cities by total Scoring cities by Urban Land Institute and . . . 1;
in the years ahead. mentions power assets including cultural, travel, international investment PricewaterhouseCoopers Emerging Trends in power, FDI and Clty PFOSPeCtS- Or go to lng'medla-com
education, diversity and environmental Real Estate survey of future investor sentiment

credentials



ing.

We are the leading communications agency
for the BUILT ENVIRONMENT.

We are the only agency that can navigate the
complex worlds of property, investment, architecture,
regeneration and culture to help brands, organisations

and cities thrive ina CONNECTED WORLD.
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