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This study is part of the Barcelona Brand Project, created by Barcelona City Council with the aim of giving a new boost to the city’s identity and
reputation, and creating a new value proposal that addresses the many challenges it faces.
The re-edition of the “Barcelona in the Eyes of the World 2018” study has come about with the aim of monitoring the evolution of the perception
of the city on a global scale, especially in those countries that are most relevant due to the flow of visitors, tourists, and business people coming
from them.
To this end, as many of the analysis parameters as possible from the 2011 edition have been kept, and new elements have been introduced to
capture the current reality of the city and to analyse the various aspects that are key for Barcelona (tourism, business, and innovation and
research). At the same time, it has been expanded to include more audiences that we consider to be key, to offer a global vision of how the city is
perceived.
Accordingly, experts in City Branding from around the world have been included; they have helped to identify the traits that differentiate Barcelona
from cities in similar positions (Amsterdam, San Francisco, Tel Aviv). It has also been extended to the residents of the city, in order to ascertain the
extent to which the traits identified on an international level coincide with the perceptions and traits mentioned by its citizens. On the other hand,
visitors to the city travelling for business were surveyed throughout 2018, in order to detect differences in opinion depending on whether the
survey was carried out in the city of origin or the destination, and to monitor changes in perception upon visiting the city.
All this analysis must contribute, along with the rest of the actions within the city branding project carried out in collaboration with different key
stakeholders in the city, to identifying the unique position of Barcelona and defining the new narrative of the city, shared by all the player, that will
bolster Barcelona’s position in the world.
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Goals
Determine the general perception of Barcelona and the types of functional, emotional, symbolic attributes that define
its image.
Determine the meaning that the Barcelona brand confers to products and services linked to the city.
See the evolution of the meaning of the Barcelona brand from 2011 to now.
Additionally, to determine how much the general perception of Barcelona in the eyes of its own residents coincides with
the perceptions of residents from other countries, as well as to monitor the evolution of the perception in the origin
country in comparison with international residents and professional visitors who were in the city for business or attended
a major event (MWC, Alimentaria, Sonar+D, BICD) in 2018.
The areas of research included:
Audiences of interest:

General population
Business people
Opinion leaders
Experts in City Branding

Regions of interest:
Europe
North America
Asia
Barcelona residents

Areas of interest:
Tourist destination
Business Centre
Research and Innovation Centre
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Methodology: Fact sheet 2018
Field work carried out between December 2017 and February 2018
Online interviews: Sample of 1838 people between 18 and 65 years old that
have travelled abroad in the past 2 years or intend to within the next year.
18 interviews with Chinese, Japanese, American, French, German, and
English journalists (9 women and 9 men).
16 interviews with foreign business people (7 women and 9 men).
Panel with 20 international experts in City Branding.
Online interviews: Sample of 400 people between 18 and 65 years old
residing in the city of Barcelona for at least the past year.
In-person interviews: Sample of 875 people between 18 and 65 years old
during their professional or business trip to the city (between March and
December of 2018), and interviews with 157 attendees of the 2018
Barcelona International Community Day.
Qualitative analysis of 240,000 online conversations (Twitter)
about 4 cities: Barcelona, Amsterdam, Singapore, and Miami.

Field work carried out by: IPSOS and GAPS.
Report prepared by: Summa Branding.
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Results
1. A positive and richer image around the world.
2. A city to live and grow in.
3. A good place to invest in and do business.
4. The new emerging industry: technological, biomedical, and digital sectors.
5. A city associated with creativity and design.
6. Barcelona continues offering a vibrant experience.
7. Barcelona adequately deals with the challenges facing a big city.
8. Barcelona residents, proud of their city.

9. The city for City Slickers.
10. Barcelona meets expectations
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1. A positive and richer image around the world.
Barcelona has a positive overall image everywhere, and the mental map of the city is created based on its location (Spain,
Catalonia), football (FC Barcelona), iconic landmarks and monuments, as well as aspects like its climate and gastronomy. The
Olympics are also mentioned, more so in Asia, partly because the games in Japan are just around the corner.
Regarding the general perception in 2011, mentions emerged related to values, personality traits (nice, dynamic, warm, etc.), and
the experience lived, especially among those who visited the city.

2011

<5% mentions

5-10% mentions

2018

10-20% mentions

Sample: General population in origin countries.
Base knows Barcelona. Associations with the city
Source: Eyes of the World 2011 Report

<5% mentions

5-10% mentions

10-20% mentions

>20% mentions

Sample: General population in origin countries.
Base knows Barcelona. Associations with the city
Source: Quantitative study carried out by IPSOS.
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1. A positive and richer image in the world
Its high attractiveness as a tourist destination increases the overall appeal of the city.
In the 2011 edition, Barcelona already stood out as a city with global tourist attractiveness and, currently, its appeal as a tourist destination is 79% on
a global scale; this is the variable that contributes the most to the city's appeal. Consequently, Barcelona enjoys high attractiveness around the globe,
since the thing that most influences its overall attractiveness is being an attractive tourist destination.
By region, it is the Americans who currently rate Barcelona highest as a business and research centre, and Asia is the region that gives the lowest
ratings, due to the distance, even though 7 out of 10 Asians consider Barcelona an attractive city for tourism.

2011

Appeal of the city as a place to visit for
tourism

2018

Overall average TB2: 67.5%

Europe

14%

Overall
Attractiveness

Tourist
Destination

71%

79%

Overall
50%

Business
Centre

Innovation and
Research Centre

40%

34%

39%

30%

43%

40%

36%

29%

Place to live

47%

(N=1838)

France, Germany,
United Kingdom

USA

21%

75%

45%

82%

USA

South
America
Brazil, Mexico
Asia

Europe
24%

18%

49%

49%

Japan, China, India

Very Much

Quite a lot

France, Germany,
United Kingdom
(N=603)

75%

82%

North
America

52%

USA, Mexico
(N=786)

57%

Sample: General population in origin countries.
Attractiveness of the city as a place to visit for tourism.
Source: Eyes of the World 2011 Report

49%

Asia

70%
33%

Japan, China
(N=392)

Sample: General population in origin countries.
Base knows Barcelona: The city’s attractiveness across different aspects.
Data in % (TB2: very/quite attractive). Source: Quantitative study carried out by IPSOS.
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2. A city to live and grow in.
Perception of the city among influential audiences has evolved over the past few years, especially among international business
people. While in 2011 the general perception of the city focused on its tourist icons, now the city is perceived as a good place to
live and grow in. In the concept of quality of life, aspects such as modern, open-minded, cosmopolitan, and cultural have been
added to the previous qualities of sun and beach.
Associations with the city

Historical

Gastronomy

Cultural

Sunny

Passionate

Colourful

Romantic
Well
Located

Enthusiastic

Fun
Relaxed

Cosmopolitan

Beautiful

Friendly

Artistic
Pleasant

Elegant

Spectacular

Openminded

Sample: International journalists and business people. Associations with the city
Source: Qualitative study carried out by GAPS (2018).

Modern
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2. A city to live and grow in
One of the most attractive cities to live in.
The good climate, healthy and delicious gastronomy, the beauty of the city, its interesting heritage, the varied cultural and leisure offer and the good
transport network, all make Barcelona an attractive place to live for influential audiences. This was also the 2nd most influential aspect among the
general public in the overall attractiveness of the city, a point in which Barcelona also obtained a better ranking than other cities, significantly better
than Amsterdam or Tel Aviv. This also happened in the 2011 edition, in which it was preferred over Madrid, London, and Berlin.

2011

2018

Attractiveness as a place to live

The city’s attractiveness across different aspects

What the general population thinks, off the cuff

Overall
Attractivenes
s

Barcelona is perceived in all regions as the most attractive city to live in, surpassing
London, Berlin, and Madrid.

71%

In which of the following cities would you prefer to live?
Quite

bcd

64%
b

Latin
America

USA

regions

Madrid

Berlin

London

Barcelona

Madrid

Berlin

London

Barcelona

Madrid

Berlin

London

Barcelona

Madrid

Berlin

London

Barcelona

c

Europe

Business
Centre

d

d

bcd

Place to
live

d

34%
d

47%
bd

72%
d

68%

74%

bd

d

29%

Research
Centre

79%
40%

a
Very

Tourist
destination

38%

41%

36%

43%

d

d

d

55%

51%

45%

abd

abd

d

29%

29%

17%

Asia

Source: MEDIAPRO quantitative study

Sample: General population in origin countries.
In which of the following cities would you prefer to live?
Data in % (TB2: very/quite appealing)
Source: Eyes of the World 2011 Report.

Sample: General population in origin countries.
Base knows the city: The city’s attractiveness across different aspects.
Data in % (TB2: very/quite attractive). abcd shows significant differences between cities.

Source: Quantitative study carried out by IPSOS.
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3. A good place to invest in and do business.
International business people consider Barcelona a good place to invest. The strength of the economy in the region, the
infrastructures, the universities and business schools, the improvement of the general level of English, and its dynamism are
highlighted. This dynamism is a product, on the one hand, of it being a leader in organising events and congresses, and on the
other, of the growing presence of start-ups and research and innovation centres. However, they acknowledge that fiscal incentives
and the bureaucracy must be improved, and its growth and consolidation must be fostered.
Open, solid, and interesting
economy in the region

Ecosystem of new businesses,
research, and laboratories

Efficient infrastructures

Presence of many tech
start-ups

Good connections with
Europe and North Africa

Cheap city within the context
of Europe

“Barcelona, a good place to invest”

Dynamism and networking

Few fiscal incentives, high taxes,
and tedious bureaucracy

Powerful university centres and
business schools / ease in finding
talent

English is generally spoken
Sample: International business people
Source: Prepared based on a qualitative study
carried out by GAPS.

Numerous events and
congresses

Quality of life

Attractive for
capturing talent
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3. A good place to invest in and do business.
Among the general public, its appeal for business has increased in relation to 2011.
Among the general population from around the world, the tourism aspect still carries a lot of weight in the associations with, and attractiveness of
the city as a business centre. Nonetheless, in this edition we see mentions associated with innovation, background and values such as dynamism,
strength, modernness, and growth, enriching the perception of the city and its appeal.
Focusing on those who have been in Barcelona for business, dynamism, innovation, and industry are highlighted, and mentions of Catalonia are up.

2011

<5% mentions

5-10% mentions

2018

10-20% mentions

Sample: General population in origin countries.
From an economic and business point of view, what would you
associate with Barcelona?
Source: Eyes of the World 2011 Report

<1% mentions

1-2% mentions

2018

2-4% mentions

>4% mentions

Sample: General population in origin countries.
Base knows Barcelona: Associations with the city as a
business centre.
Source: Quantitative study carried out by IPSOS.

<1% mentions

1-2% mentions

2-4% mentions

>4% mentions

Sample: General population in origin countries.
Base has been in Barcelona for business Associations with
the city as a business centre.
Source: Quantitative study carried out by IPSOS.
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4. The new emerging industry: technological, biomedical, and digital sectors.
Apart from tourism and exports, Barcelona is renowned for being a city where numerous events and congresses are organised.
Now, in addition, the variety of sectors associated with the city has increased: the journalist and international business
communities highlight the technological, biotechnology, and digital sectors, while the general public highlights leadership in the
creative and cultural industries. Thus, an evolution and enhancement of the perception of the city as a business and innovation
centre is observed when compared to 2011.
Economic sectors associated with Barcelona

USA

EUROPE

ASIA

Congresses
Industry
Tourism
Services
Exports

Tourism
Exports
Biomedical Research
Pharmaceutical Industry
Automobile Industry
Chemical Industry
Technological Industry
Digital Industry

Exports
Tourism
Technological Industry

Sample: Journalists and international business people
Source: Qualitative study carried out by GAPS.
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4. The new emerging industry: technological, biomedical, and digital sectors.
Technological innovation, Start-ups and Universities, aspects highlighted by professional visitors.
Those who were in Barcelona in 2018 for professional matters or business also included Technological innovation, Entrepreneurship and new business
models as one of the three main sectors associated with the city. They associate the city with technology, innovation, and the universities, from an
innovation and research perspective. The industry in the region and the ecosystem of start-ups are especially referenced, and appear across all
segments, as well as the association with creativity, the leisure and tourism offer, the MWC, and the opportunities for development.
For its part, the international community residing in the city also highlights the dynamism, the internationality, and the drive of the city in this aspect,
and associates Barcelona more with activity sectors related to New business models, Mobility and Sustainability, and Health and Bioscience.

For foreigners who visited the city for professional matters or business during 2018, Barcelona as an innovation
and research centre is...

AIRPORT

<2% mentions

2-5% mentions

5-10% mentions

BICD

EVENTS

>10% mentions

Base: Professionals travelling for business to
Barcelona, interviewed at the airport
(departures terminal)

Sample: International population in destination.
Associations as an innovation and research centre
Source: Quantitative study carried out by IPSOS.

<2% mentions

2-5% mentions

5-10% mentions

>10% mentions

Base: Professionals travelling for business to
Barcelona, interviewed at events (MWC,
Alimentaria, Sonar+D)

<2% mentions

2-5% mentions

5-10% mentions

>10% mentions

Base: BICD 2018 Attendees
(Barcelona International Community Day)

Business visitors
2018

International
Community

Data in % T2B (very or quite associated)

Airport + Trade
Shows

Commerce and tourism

82%

75%

Culture and creative industries

48%

31%

Organisation of large events

46%

37%

Technological innovation

18%

23%

Entrepreneurship and new
business models

16%

32% ↑

Economic dynamism

12%

13%

Mobility and sustainability

11%

24% ↑

Knowledge generation

10%

13%

Social and Solidarity Economy

8%

9%

Health and bioscience

6%

13% ↑

Sample: General population in destination.
Three main sectors of activity associated with the city.
Source: Quantitative study carried out by IPSOS.

BICD
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5. A city associated with creativity and design.
In line with the association with creative industries perceived around the world, Barcelona is associated with brands with a
strong lifestyle component, related to the world of creativity and talent. These are qualities that are part of the city's spirit,
and that are recognised and reflected in social media conversations, where design is one of the most dominant themes.

Brands associated with Barcelona around the world.

Presence of terms related with design in social media conversations

fashion and clothing

football

food and drink

beer

places of interest

wine and cava

Barcelona
Sample: General population in origin countries.
Base knows Barcelona: commercial brands associated with the city.
Source: Quantitative study carried out by IPSOS.

Singapore

Miami

Amsterdam

Analysis of terms present in social media conversations (Twitter)
Source: Social listening carried out by GAPS.
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6. Barcelona continues offering a vibrant experience.
Fun, beautiful, and friendly are associations with Barcelona that have consolidated over time. Since the Eyes of the World 2011
edition, the perception of the city as vibrant, where interesting things happen has been preserved, while mentions of concepts
such as interesting, lively, and cultural have increased. Additionally, these attributes are reaffirmed and strengthened after having
been in the city, associated with warm, good/excellent, exciting, or happy, and with the ideas of dynamism and a
fresh/spontaneous character.

2011

<5% mentions

5-10% mentions

2018

10-20% mentions

Sample: General population in origin countries.
Adjectives that describe the city if it were a person.
Source: Eyes of the World 2011 Report

<2% mentions

2-5% mentions

5-10% mentions

>10% mentions

Sample: General population in origin countries.
Base knows Barcelona: Adjectives that describe the city if it
were a person.
Source: Quantitative study carried out by IPSOS.
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7. Barcelona adequately deals with the challenges facing a big city.
The main problematic aspects of large cities and tourist destinations revolve around 2 major issues: high prices and the insecurity
associated with petty crime.
Barcelona, as a highly attractive tourist destination, shares these problems with other cities such as Amsterdam and San Francisco;
these issues were already made apparent in 2011.

Negative aspects associated with Barcelona
No negative aspects highlighted

45%

Petty crimes and insecurity

13%

Tourism and overcrowding

8%

Political situation

8%

Price

7%

Culture and way of thinking

6%

Terrorism

5%

Climate

As in the 2011 edition, negative associations are not determinant
in the case of Barcelona, since they only come up when the
survey takers are asked directly about them. Even so, 45% of
those surveyed do not mention any negative aspect associated
with the city.

2%

Distance

1%

Other

1%
0,

Sample: General population in origin countries.
Base knows Barcelona: Negative aspects associated with the city.
Source: Quantitative study carried out by IPSOS

12,5

25,

37,5

50,
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8. Barcelona residents, proud of their city.
Barcelona residents love their city, they rate it positively in all aspects, and they highlight modernity and its friendly, welcoming, and
open character.
It’s been confirmed that the city has a coherent image around the world, as citizens and foreigners agree when identifying the
principal icons and the description of the general spirit of Barcelona as friendly, fun, cultural, beautiful, etc. Barcelona residents add
its cosmopolitan and Mediterranean character to these attributes, coinciding with the opinions of the resident international
community, who agree on its cosmopolitanism, and also highlight its multiculturalism and international renown.
General associations

The city's attractiveness
Overall
Attractiveness

Tourist
destination

91%

90%

Business
centre
83%

Innovation and
research centre
81%

Personality traits

Place to live

83%

Barcelona
residents

Sample: Barcelona residents.
The city’s attractiveness across different aspects.
Data in % T2B (very/quite attractive)
Source: Quantitative study carried out by IPSOS.

<2%
mentions
<2% mentions

2-5%
mentions
2-5% mentions

5-10%
mentions
5-10% mentions

>10%
mentions
>10% mentions

Sample: Barcelona residents.
Associations with Barcelona
Source: Qualitative study carried out by IPSOS.

Sample: Barcelona residents.
Adjectives that describe the city if it were a
person.
Source: Qualitative study carried out by IPSOS.
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8. Barcelona residents, proud of their city
Beach, culture, opportunities, and technology are those most often highlighted by
foreign residents.
The resident international community in Barcelona that was interviewed highlighted the city for its beach, having a cultural
and tourism-related point of view, and having a cosmopolitan, multicultural, and international atmosphere. Mentions of
beauty, the quality of life, the good weather, the lifestyle, and the diversity are also frequent, even though the opportunities
Barcelona offers are what is especially esteemed.
This group also rates the city very positively in all aspects. They especially highlight it as an innovation centre, and much more
frequently than visitors during 2018, as a place to live and innovation and research centre.
The city's attractiveness

Barcelona as a business
centre is...

Barcelona is…

97%

International
community
residing in the
city
BICD

<

Barcelona as an innovation
and research centre is...

Overall
attractiveness
98%

Tourist
destination
76%

Business centre
80%

Innovation
centre

<5% mentions

93%

Place to live

5-10% mentions

10-20% mentions

Associations with the city.

>20% mentions

<2% mentions

2-5% mentions

5-10% mentions

Associations as a business centre

>10% mentions

<2% mentions

2-5% mentions

5-10% mentions

>10% mentions

Associations as an innovation and research centre

Sample: International population in destination
Base: BICD 2018 Attendees. Source: Quantitative study carried out by IPSOS.
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9. The city for City Slickers.
Barcelona is a city that generates interest from a wide range of the world’s population, since it is able to meet many different
needs: leisure, business, cultural, etc. However, it stands out due to its special connection with a specific segment: city slickers.
These are young people between 18 and 49 years of age who travel often, both for pleasure and for business.
The city's attractiveness
by segment

Overall
Attractiveness

Tourist
destination

71%

79%

Overall

They like museums and are
interested in advances in
biotechnology; they believe that NY
is a good place to live.

88%
a

bcd

90%
bc

Business
centre

Innovation and
Research Centre

40%

34%

69%
bcd

59%
bcd

Place to live

WHAT ARE CITY
SLICKERS LIKE?

47%

69%
bcd

40%

Attitudes

Women
41%

Men
59%

✓ Advances in biotechnology fascinate
me.

22%

38%

CITY SLICKERS
They want to have as much fun as
possible and believe that a good
climate influences people's mood.

FUN & CALM

TRADITION

They like living in calm environments
and they believe that today's society
lacks
FUN
&authority.
CALM

They like cities where the beauty is
palpable in the streets and the
gastronomy is a form of culture. They
believe the climate is important to be
happy, even though having fun is not
a pivotal element in their lives.

They have an adventurous spirit
and like to make the most out of
life. They don't believe that what
today's society needs is authority,
and they like to live in cities such as
NY.

49%

18-34 years old

60%

50-65 years old

52%
21%

b

35-49 years old

18%

Has travelled in past 2 years

85

15

73 77
72%
c

b

76%
d

b

81%
b

41 39
30%

25%

b

b

39%

33%
33%

b

b

42%
b

LEISURE

18 21

BUSINESS

EDUCATION AND
TRAINING

Past 2 years

Next year

39 38

FAMILY

86%
bc

FREE SPIRIT

Sample: General population in origin countries.
Base knows Barcelona: Evaluating the city across different aspects.
Overall vs. different segments identified on the basis of life attitudes.
Source: Quantitative study carried out by IPSOS.

50%
b

✓ I don't understand how some people
don't like museums.
✓ In today's world, the only way to
achieve things is by being an
innovator.
✓ Thanks to technology, life will be
much better in the future.

Base Segment 1 City Slicker (n=483)
X / X Significant differences greater than / less than vs. total sample

Profile information on the City Slickers segment
Source: Quantitative study carried out by IPSOS.
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10. Barcelona meets expectations
People who visit Barcelona and experience it rate the city more positively, whatever the reason for their visit. Those who have
visited it for tourism highlight more the places of interest and the exciting and noteworthy character, and those who come on
business focus more on the dynamism and it being good. Those who visited for professional reasons during 2018 rate the city even
more positively and they highlight it as a good place to do business and mention associations with technological innovation,
opportunities, and food.
Ultimately, it is a city that generates very positive sensations and emotions, as can be seen in social media conversations, where
the word associated most often with Barcelona is great.
Barcelona as a tourist destination,
for those who visited it for this reason, is...

<5% mentions

5-10% mentions

10-20% mentions

>20% mentions

Sample: General population in origin countries.
Base has been in Barcelona for tourism: Associations with the
city as a tourist destination.
Source: Quantitative study carried out by IPSOS.

Barcelona as a business centre,
for those who visited it for this reason, is...

<1% mentions

1-2% mentions

2-4% mentions

BARCELONA

>4% mentions

Sample: General population in origin countries.
Base has been in Barcelona for business: Associations with the
city as a business centre.
Source: Quantitative study carried out by IPSOS.

Source: Social listening carried out by GAPS.
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10. Barcelona meets expectations
A very positive and complete perspective from those who visited on business in 2018
Business visitors during 2018 rated the city very favourably overall; these evaluations improved significantly in comparison with
evaluations carried out in the origin countries regarding a business centre and place to live. They even rated some aspects higher
than Barcelona residents themselves, in overall aspects and as a tourist destination.
They consider the city vibrant, where something interesting is always going on, diversified, aware of trends, and competitive. In
alignment with the results obtained in origin countries, they highlight its unique monuments, organisation of large events, and
cultural offer, and they tend to rate Barcelona better on good infrastructure and as a good place for entrepreneurs, in addition to
perceiving it as a good place to live and made to meet people's needs.
Data in % T2B (very or quite associated)

The city’s attractiveness among business visitors during 2018
Evaluations done
in destination

Overall
attractiveness

Tourist
destination

Business
Centre

Research
Centre

Place to
live

Very/quite attractive
Very attractive

96%

95%

75%

55%

74%

Airport
33%

21%

95%

94%
70%

Events
MWC, Alimentaria,
and Sonar+D

43%

29%

17%

45%

36%

56%
31%

Sample: General public in destination. Interviewed at the Airport vs. at Events
The city’s attractiveness across different aspects. Data in % T2B (very/quite attractive)
Source: Quantitative study carried out in destination by IPSOS.

36%

74%
37%

Vibrant, a place where there is always something interesting going on
Diversified, active in multiple, diverse sectors of activity
It is a city that thinks about its tourists
It has unique places/monuments which can’t be found anywhere else in the world
It is a good destination for trade shows, congresses, and events for companies
(international connections, transportation network, accommodation, etc.)
It has a good cultural offer (museums, theatres, etc.)
Receptive, aware of changes and trends
Competitive
Avant-garde
A good place to live
Self-made, with the attitude of self-made people
Has good infrastructures (transportation, hotels, etc.)
It is a city designed for people, to meet their needs
Leader in creative industries (publishers, audiovisual design, fashion, etc.)
A good destination for new businesses/entrepreneurs
Solidarity
An innovative city, where new ideas are generated
It has a good training/educational offer
It offers good opportunities for highly specialised professionals
Its digital and technological companies stand out
Pioneer in health and biotechnology

Airport

Events

90%
77%
76%
74%

91%
77%
72%
74%

72%

73%

71%
71%
70%
67%
66%
65%
63%
59%
55%
54%
53%
47%
43%
39%
38%
29%

69%
77%
70%
70%
66%
63%
59%
53%
49%
54%
56%
43%
37%
33%
33%
25%

Sample: General public in destination. Interviewed at the Airport vs. at Events
Qualities associated with Barcelona (% T2B). Source: IPSOS study in destination.
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Conclusions and
Evolution (2011-2018)
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Conclusions
1. Barcelona enjoys a positive image around the world. Its gastronomy, architecture and iconic monuments such as the Sagrada Família, and the
beach make up the city's imagery, which is consistent and cross-cutting around the world and it boasts high attractiveness as a tourist
destination, and high appeal in general. This image has been enriched, incorporating new meanings associated with Barcelona as a rich and
interesting experience. In addition, the presence of clichés and stereotypes related to Spain, such as bullfighting and fiesta, has diminished
among visitors.
2. A city to live and grow in. The attractiveness of Barcelona as a place to live is very high among international audiences, especially among
entrepreneurs, journalists, and people who travel for business. Beyond the quality of life, associated with the climate and atmosphere of the
city, values such as modern, open-minded, cosmopolitan, and cultural have been added. An increase in the perception of good personal and
professional opportunities, linked to the dynamic economic activity of the city and its area of influence, Catalonia, has also been observed.
3. A good place to invest in and do business. Experts, journalists, and foreign entrepreneurs highlight the strength of the business community in
the region, the infrastructure, the university centres and business schools, the improvement in the overall level of English, and the dynamism
coming from the increased presence of start-ups and research and innovation centres. Even though they seek improvements and incentives,
they consider Barcelona to be a good place to establish themselves and to recruit qualified talent. This point of view was confirmed among
professionals who visited the city in 2018 for business or to attend trade shows and events.
4. The new emerging industry is perceived as technological, biomedical, and digital. Apart from its strength in Commerce, Tourism, and
Organisation of events and congresses, the spectrum of sectors associated with the city has increased, with a special emphasis on those related
to new business models, technological innovation, and biomedical research. In comparison with 2011, the city is clearly more strongly perceived
as a business and innovation hub, even among Barcelona residents; the Mobile World Congress is a clear driver of this perception.
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Conclusions
5. A city associated with creativity and design. Barcelona is recognised as a leader in creative and cultural industries among the general public
around the world, and is strongly associated with brands with a substantial lifestyle, talent, and creativity component. FC Barcelona, Zara,
Desigual, SEAT, and Damm are the most often mentioned on a global scale, and in social media conversations, references to design, a
dominant term, also gain influence.
6. Barcelona continues offering a vibrant experience. The perception of Barcelona as a fun, friendly, and lively city is consolidated. It is
considered a vibrant place where interesting things are always happening, even more so than cities like Amsterdam and San Francisco, and
the experience of those who have been in the city is ranked as good/excellent, exciting, and happy.
7. Barcelona adequately deals with the challenges facing a big city. High prices and petty crime are the main problems shared by all big cities
and landmark tourist destinations, even though mass tourism is becoming an emerging challenge in the city. Terrorism and references to
the independence movement are mentioned, but there is no observed impact on the image or positive perception of the city.
8. Barcelona residents, proud of their city. The citizens of Barcelona rate the city very positively in all aspects, especially as a place to live. The
mental map of Barcelona residents coincides quite nicely with the imagery identified around the world; they highlight its modernity, and its
cosmopolitan, welcoming, and solidarity-focused character.
9. The city for City Slickers. Young, passionate about culture and advances in biotechnology, who travel often, both for business and pleasure.
This is the profile of the visitor most attracted to Barcelona.
10. Barcelona meets expectations. It is a city that generates very positive sensations and emotions, and those who visit it rate it even more
positively; this was significantly higher among business visitors in 2018.
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Comparative evolution (2011-2018)
Conclusions Eyes of the World 2011 Report

Evolution observed Eyes of the World 2018 Report

There is not one unique image of Barcelona in the world.

Barcelona has an established collective image. Even though there are slight differences between regions, it has
shared meanings around the world and the spirit associated with the city is very similar.

Barcelona is a tourist destination.

Barcelona is still a landmark tourist destination, but now perception of it in the areas of business and research is
also growing. Overcrowding appears as a critical aspect in the city.

Barcelona is a good place to live.

Barcelona is still considered a good place to live, but also to grow. It is a place with efficient infrastructures, full of
talent and invigorating energy.

Barcelona is a vibrant experience.

Barcelona continues to be a vibrant experience, surpassing cities such as Amsterdam, San Francisco, and Tel Aviv
in this perception.

Barcelona is a city associated with creativity.

Barcelona is still a city associated with creativity, and it is recognised by the general public as a leader in creative
industries. In addition, it is associated with lifestyle brands and design.

Barcelona is slightly associated with a differentiated cultural and linguistic identity.

The image of Barcelona is partly fuelled by the image of Spain and Europe. However, the typical folklore clichés
associated with Spain, like bullfighting, are losing power and Catalonia is becoming more visible in all regions,
especially in the business world.

Barcelona is not perceived as a city to do business in.

Barcelona is on business travellers’ radar. Business people consider it a good place to invest and an asset to attract
international talent. Additionally, Barcelona meets the expectations of those who travel for business.

Barcelona has a budding potential as an innovation hub.

Results of the boost in the innovation and research sector are beginning to be seen. Business audiences recognise
its potential in the technological, biomedical, and digital sectors, as well as the growing presence of start-ups.

Barcelona boasts an educational offer with potential.

Business people recognise Barcelona for its universities and business schools; they consider it an asset for
recruiting both local and international talent.
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Diagnostics and Evolution (2011-2018)
In comparison with the diagnostic study carried out in 2011, Barcelona has improved in every aspect. Its Requirements and
Potential are what have increased most, and Place the least.

2011

2018

Presence
(Familiarity /
Renown)

Potential

Place
(Aesthetics / Mental
images)

(Relevance)

Presence
(Familiarity /
Renown)

Potential
CITY
CITY BRAND
BRAND
HEXAGON
HEXAGON

People

(Experience /
Vibrant City)

(People /
Atmosphere)

Requirements
(Quality of life /
Infrastructures)

(Aesthetics / Mental
images)

(Relevance)

CITY
CITY BRAND
BRAND
HEXAGON
HEXAGON
Polls

Place

Polls

People

(Experience /
Vibrant City)

(People /
Atmosphere)

Requirements
(Quality of life /
Infrastructures)
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Evolution in detail (2011 - 2018)
2011 : Good worldwide presence. Well-known city associated with characteristic, unique traits

= 2018 : Good worldwide presence. Appealing city with characteristic, unique traits that are wellknown globally.

Presence

2011: High as a tourist destination. Low as a city for business.

continues to be an important pillar in the
↑2018 : Tourism
city, but the image of Barcelona as a business and

2011: Barcelona has strong physical characteristics.
Potential

research and innovation hub is growing and
gathering strength.

2011 : It is perceived as a vibrant city that favours creativity,
entrepreneurship, and innovation (except in Asia).

= 2018 : Barcelona has a very positive image, associated with an
experience that continues to be recognised as vibrant, in
an avant-garde atmosphere.

Place

= 2018 : Barcelona continues to have strong physical characteristics.

CITY BRAND
HEXAGON

Polls

People

Requirements

2011 : Friendly and welcoming but closed. Not very open to
today's globalised world. Low level of English.
citizens are perceived as friendly, welcoming,
↑ 2018 : Barcelona’s
and open-minded. It is recognised that more people speak
English.

2011 : Lacking entrepreneurial muscle. Lacking infrastructures.

↑2018 : It is perceived as a good city to live in, due its “unbeatable” quality of life, and the experts
=

Same in comparison with 2011
↑Improved in comparison with 2011

also consider it a good place to invest, even though a streamlining of the bureaucracy
and more efficient processes are requested.
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Summary of Conclusions
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Conclusions “Barcelona in the Eyes of the World 2018”
1. Barcelona enjoys a positive image around the world.
•

Its attractiveness as a tourist destination increases its overall appeal.

•

The gastronomy, the Sagrada Família and the beach are the main tourist icons of
the city.

•

An ever richer tourist experience.

2. A city to live and grow in.
•

One of the most attractive cities to live in.

•

The perception as a city of opportunities gains strength.

3. A good place to invest in and do business.
•

Its attractiveness as a business hub improves and is enhanced in comparison
with 2011.

•

Barcelona, on the radar of business travellers.

4. The new emerging industry: technological, biomedical, and digital
sectors.
•

Barcelona's background as an innovative city is recognised.

•

Recognised leadership in creative industries and emerging leadership in health
and bioscience.

•

Technological innovation, Start-ups, and Universities, aspects highlighted by
professional visitors.

6. Barcelona continues offering a vibrant experience.
•

Barcelona and Amsterdam, the most modern and vibrant cities.

7. Barcelona adequately deals with the challenges facing a big city.
•

The international audience is aware of the terrorist attack and political situation.

•

Overcrowding, an emerging challenge.

8. Barcelona residents, proud of their city.
•

Solidarity is a value that Barcelona residents clearly attribute to Barcelona.

•

The MWC, health, and bioscience are the main focus of innovation perceived in
the city.

•

Beach, culture, opportunities, and technology are those most often highlighted
by foreign residents.

9. The city for City Slickers.
•

Young, passionate about culture and biotechnology, who travel often for
business. This is the profile of the visitor most attracted to Barcelona.

10. Barcelona meets expectations
•

The imagery is consolidated and enhanced with a visit, making the link to
Catalonia stronger.

•

Attending events improves the city's image and confirms it as a good place to do
business and eat well.

5. A city associated with creativity and design.
•

The brands associated with Barcelona are in the fashion industry, as well as FC
Barcelona.

•

Creativity and technology, trending topics in social media conversations.
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Conclusions “Barcelona in the Eyes of the World 2018”
In the 2018 edition, a positive development is observed in Barcelona’s image since 2011.
The perceptions and meanings associated with the city have improved in all aspects, even though work should continue
to be carried out to reinforce and maintain the positive assets perceived and those that are emerging.
The global environment is very demanding for cities, and new and increasingly complex challenges are continually
appearing; all cities are actively working to boost their position. Barcelona must continue working bravely and in a
coordinated manner between the public and private sectors, to improve and consolidate this perception.
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