PRESS RELEASE

EMBARGO 04.00 (GMT) and
12.00 China Standard Time (CST)

11 November 2016

Prestigious Award for Cork from Chinese Government

Cork City received a major prestigious award from the Chinese Government today at the
China International Friendship Cities Conference 2016 in Chongging, China. The Lord Mayor
of Cork, ClIr. Des Cabhill, travelled to Chongqing to participate in the Conference at the
invitation of the Shanghai Municipal People’s Government and he also received the
Friendship City Award for Exchanges and Cooperation with China, from Mr. Qing Boming,
Secretary General of China International Friendship Cities Association on behalf of the
people of Cork.

The Lord Mayor said:

“This prestigious honour is particularly satisfying as Cork was one of only three cities
from the Shanghai’s 85 Sister Cities to be nominated for an award. Coming after the
very successful 10" Anniversary celebration of the Sister City relationship in 2015, it
has strengthened the bonds between Cork and one of the great World Cities,

Shanghai.”

The Lord Mayor was accompanied by Mr. John Hayes from the Corporate and External
Affairs Directorate of Cork City Council and Ms. Aoife Fleming, Second Secretary, Embassy
of Ireland, Beijing. The Cork delegation was also joined by Mr. Yu Qiang and Ms. Shao Yihe

of the European and African Division of Shanghai’'s Municipal Foreign Affairs Office.
The Lord Mayor further noted:

“It is wonderful to be in Chongging to receive this award, which recognises the
partnership between Shanghai and its Sister City, Cork, over the past 14 years. This is
testament to the many organisations and individuals that have made this relationship
work for the benefit of the citizens in both cities. | have been told that Shanghai
nominated Cork for this major Cork because Shanghai and Cork City is the first pairing
of Sister Cities between China and Ireland and, since the conclusion of the Agreement
between the two cities, there have been more and more bilateral visits, deepening the

understanding between each other and leading to valuable exchanges in the areas of



economy and trade, education, culture, local government and training, which, in turn,

has contributed remarkably to the social and economic development of both cities.”

The Lord Mayor also delivered an address to the conference on City Cultural Branding in the
context of China’s continuing “Opening up”. The speech was very well received by the
conference delegates. While in Chongging, the Lord Mayor also met delegations from the
cities of Hangzhou and Shenzhen, both of whom have concluded Memoranda of
Understanding regarding cooperation with Cork.

The Lord Mayor returns home on Saturday, 11 November 2016.

Ends

For further information please contact:

Pat Ledwidge, Cork City Council tel (086) 8033519; email: pat_ledwidge@corkcity.ie
Note for Editors:

Cork City Council has been developing ties with China since 2002. In 2005, it signed
a Sister City Agreement with the Shanghai Municipal People’s Government and, in
2011, it signed further Memoranda of Understanding with the Hangzhou Municipal
People’s Government and the Wuxi Municipal People’s Government. In 2013, Cork
concluded a Memorandum of Understanding with the Shenzhen Municipal People’

Government. There are five Chinese companies currently located in Cork.

The “China International Friendship Cities Conference”, is one of the most influential
platforms for China’s local governments to carry out international exchanges. It has
convened every two years, since 2008, and has been successfully held previously in
Beijing, Shanghai, Chengdu and Guangzhou. Since its inception, the conference
has been working to formulate strategies for future development and deepen
practical co-operation, thus winning extensive recognition from local governments in

China and in the rest of the world.

The 2016 Conference, themed as “Innovation for Development and Co-operation for
Sharing”, aims to promote the sustainable development of the friendship cities’ work
and to encourage different countries and cities to achieve win-win outcomes.

The cities nominated for the “Friendship City Award for Exchanges and Co-operation
with China” are:

e Adelaide/Australia


mailto:pat_ledwidge@corkcity.ie

Aktall/Kazakhstan
Antwerp/Belgium
Aquitaine/France
Ashikaga/Japan

Auckland/New Zealand
Berdsk/Russia

Berlin/Germany

Boulder/United States
Brasov/Romania

Canton of Solothurn/Switzerland
Chiang Mai/Thailand
Chita/Russia
Chongju/Korea(R.O)
Choybalsan/Mongolia
Chungchong — Bukdo/Korea(R.O)
Cincinnati/United States
Cork/Ireland

Darwin/Australia



Address by the Lord Mayor of Cork, Cllr. Des Cahill
to the
2016 International Conference on Chinese Friendship Cities
hosted by

The Chinese People’s Association for Friendship with Foreign Countries

and
Chongqing Municipal People’s Government
in
Chongqing, November 2016

“Building City Brand under the Opening up Policy”

10 November 2016

I would like to thank The Chinese People’s Association for Friendship with
Foreign Countries and the Chongqing Municipal People’s Government for
organising this wonderful conference. Of course, Cork would not have the
opportunity to attend this marvellous event if it had not received a nomination
for the Friendship City Award for Exchanges and Co-operation with China
Award, from our Sister City, Shanghai, through the Shanghai Municipal
People’s Government. Again, I would like to thank Shanghai for this
nomination.

I have been asked to address the topic “Building City Brand under the

Opening up Policy” and I will do so in the context of Cork experiences. To
put things in context, Ireland experienced its own “opening up” period between
1958 and 1973, culminating in joining the then European Economic Community
(EEC), now the European Union. Since 1973, the Irish economy has become
one of the most open economies in the world, which places Ireland and the
cities in it, at the sharp end of competition.

We know that competition for investment, talented people and visitors across
Europe and the world’s city regions is intensifying. We in Cork City Council,
together with our partners in Cork County Council and other local stakeholders,
understand that if Cork is to compete effectively it needs to be both joined up
and coherent in its domestic and, especially, its international marketing. We
also understood that while there was national organization engaged in these



activities for Ireland as a whole, it was necessary for local organizations to take
responsibility for managing the Cork brand.

Our aim is:
e To raise awareness of Cork nationally and internationally

e To ensure Cork is seen as a credible second tier European city region — a
complement to Dublin that adds depth to Ireland’s offer

e To think and act more strategically in terms of branding and marketing
e To assist economic recovery after a severe economic recession

We sought to do this by establishing a core set of messages about Cork — to
deliver with greater consistency, coherence and strength in the messaging by the
many organisations that promote Cork. The overall aim was to enable Cork to
attract and retain:

e Inward investors - foreign direct investment (FDI) and Irish
e Entrepreneurs plus small and medium sized businesses
e Talented people
e Students
e Business and leisure visitors
The key partners are:

Local government - Cork City Council and Cork County Council

Higher education providers (University College Cork and the Cork
Institute of Technology);

International transport infrastructure operators - Cork Airport and the
Port of Cork;

The private sector (Cork Chamber)

Ireland’s tourism promotion body (Failte Ireland).
The four key pillars of the brand are:
1. economic development
2. quality of life (talented people)
3. education and
4. visitors
and the identification of key messages in all four sectors.
In developing the Cork brand, we were very conscious that:
e The Cork brand has to be honest and authentic



e The need to provide “proof points” — these can be statistics, key
infrastructure, case studies or testimonials — which verify every claim we
make about the Cork proposition

e The need to regularly review and update the brand so that it responds to
changes in the proposition, reflecting new developments

Consultation and engagement with stakeholders was a key part of the process,
as was market testing the Brand Proposition.

CORK BRAND BOOK

The outcome of this process was a “proofed” brand proposition for Cork.
The essence of the proposition is that Cork has the right mix of offers for
people and business to make a success of their careers and their firm’s
development, based on four brand pillars — an extensive economic support
menu, a great quality of life, a great learning environment and a significant
cultural, heritage, leisure and entertainment offer.

The first version of the Cork Brand Book was finalised in late 2014 and sought
to explain the Cork proposition to those who would be individually and
collectively responsible for marketing and promoting Cork. A copy can be
downloaded at www.corkbrand.ie

The Brand Book clarified the Cork experience, offer and desired reputation — its
strategic place brand. It describes the four pillars of the Cork Brand (Economic,
Quality Of Life, Education and Visitor) and sets out their value propositions,
key messages, proof points and target audiences.

Three briefing sessions were organised for marketing practitioners across a
range of public and private sector bodies. These workshops focused on practical
ways in which the Cork messages can support marketing activities.

WHAT DOES THE BRAND SAY ABOUT CORK
The core brand values that characterise the Cork brand are:
Local and Global - Cork values and delivers local and global business success

Welcoming - Cork people and organisations give new arrivals and visitors a
strong welcome.

Easy - Cork makes it easy for you to succeed. It is an easy place to deal with, an
easy place to get your head around in terms of its size & its offer; an easy place
to do business.

Innovation - Cork supports and practices innovation.

Connectivity - Cork connects people, is well connected in the region, nationally
and locally and has significant global reach.


http://www.corkbrand.ie/

Networking - Cork has strong networks in business that work at local, regional
and international scales.

Collaboration - Cork supports and values partnering between businesses and
organisations.

Spirit - Cork has energy and vibrancy established over many years that has
created a unique Cork spirit — an independent spirit of mind.

Conserving - Cork values its heritage, its culture, its environment and the
quality of life to be had in the region.

FURTHER DEVELOPMENT

This is just the first version of the Cork Brand Book. It will be developed as an
online resource and should adapt over time to reflect user feedback and new
developments. The first update of the site will be completed shortly and will
incorporate videos, testimonials and interactive access to data concerning the
proof points.

In 2016 a new Cork Brand Management Steering Group was established. The
role of this group is to oversee the further development, implementation and
management of an overarching Cork Brand. In particular, the tasks will involve:

e Development of a brand communications architecture and supporting
material for Cork as a Place Brand which clearly communicates the
unique offering of the Cork brand across the four workstreams:
Investment, Visitor, Education and Living; and

e Development of a place marketing strategy to promote Cork as a location
for investment.

Thank you, now | am happy to take some questions.
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