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Abstract 

The aim of this study is to develop a model measuring the performance of cities’ marketing 

efforts. The model and the benchmarking methodology presented can be used by local 

authorities to position their marketing efforts and achievements against other (competing) 

cities and to identify best practices that can assist place marketers in learning how to be more 

efficient obtaining desired place marketing results, e.g., improved city brand image, with the 

available resources/budgets. The major implication for practitioners is that place marketing 

should be managed as a process, taking into account both the resource flows and the outputs, 

as well as the efficiency of this process. 

 

Keywords: City brands, Performance of Place Marketing, Benchmarking, European Cities, 

Efficiency  
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Place Marketing Performance: Benchmarking European Cities as Business 

Destinations 

1. Introduction 
The concept of place marketing according to Ashworth and Voogd (1988) can be 

referred to as defining an area (a city) as a place product and subsequently developing and 

promoting it to meet the needs of the targeted customers by simultaneously maximizing the 

efficient social and economic functioning of the area concerned. In the last decade scientific 

interest in the topic has grown considerably and an increasing number of academic research 

on place marketing has been published (Cochrane & Jonas, 1999; Gibson & Davidson, 2004; 

Griffiths, 2006; Julier, 2005; Kotler & Gertner, 2002; Merrilees et al., 2009; Metaxas, 2010; 

Rantisi & Leslie, 2006). Place marketing has become increasingly popular as a means of local 

economic development (Gotham, 2002; Nel & Binns, 2002).   

Cities can strengthen the uniqueness of their images by place branding that can help to 

identify the place, to distinguish it from its competitors, and to prompt investors, tourists or 

other target groups in their decision-making (Bramwell & Rawding, 1996; Holloway & Plant, 

1992). While tourism is attracting a great deal of the efforts of place marketing researchers, a 

key finding appearing from the place marketing literature and practice is that countries and 

cities are increasingly competing to attract also businesses and investments. According to 

Ulaga et al. (2002), “European governments and regional authorities employ more than 3000 

people and spend 12 billion dollars each year to compete for jobs and corporate taxes 

generated by foreign business customers”. In a highly competitive environment and tough 

economic situation, the efficient deployment of such place marketing efforts becomes a major 

concern. Despite its importance for practitioners (e.g. local and regional authorities), however, 

the issue of achieving place marketing goals in an efficient manner has not received attention 

in the academic literature. Extant place marketing literature considers mainly the end-results 

of place marketing efforts, e.g., place image or city brand attitudes and in some cases 

antecedents of those attitudes (e.g., Merrilees et al., 2009), without examining how efficient 

city marketers are in achieving those results. Therefore, the aim of this study is to develop a 

place marketing performance model in which the process of using available resources to 

obtain desired outcomes is explicitly considered, i.e. the model zooms in simultaneously on 

the inputs and the outputs /results of the process, as well as the efficiency of the place 

marketing efforts. This model can be used as a guide for local authorities when planning 

and/or evaluating place marketing projects. In particular, the paper develops an efficiency 

measurement model for cities as business destinations.  

2. Towards a Model of Place Marketing Performance 
Extant literature in place marketing uses indistinctly place marketing and place 

branding. Place marketing has been used to refer to place identity (Gibson & Davidson, 

2004), place image (Smith, 2005), and place promotion and advertising (Gotham, 2002; 

Urban, 2002). Place branding has been employed to denote place image (Julier, 2005) and 

place identity (Rantisi & Leslie, 2006).  

Although it is difficult to exactly differentiate which the limits between place 

marketing and place branding are, this article refers to place marketing as a process that 

contains place branding. Place marketing involves a whole framework, while place branding 

implies a part of it (Ashworth & Voogd, 1990; Kotler et al., 1999; Rainisto, 2003). Planning, 

vision and strategic analysis are highly related to place marketing; while place identity and 

place image to place branding (Kavaratzis & Ashworth, 2007; Quilley, 1999). Kotler et al. 

(1999), when referring to place marketing, emphasize on the actors who participate in the 

planning group, the targets chosen in the strategic analysis of place marketing, and the factors 

of place branding to be considered as leverage of place identity and image. 
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Therefore the relevant elements of a model for measuring the performance of place 

marketing are the actors, the targets, and the factors. Actors play a strategic role in the success 

of place marketing (Kotler et al., 1999). The more relevant stakeholders participate in the 

development of the place marketing strategy, the higher the success of place marketing. The 

selection of target markets is a core task in place marketing (Kotler & Gertner, 2002). 

Identifying the target is a prerequisite of place marketing success because it is the base for 

setting the objectives to be achieved. Factors have an influential role in place branding, 

particularly, in the creation of place identity and image (Kotler et al., 1999). However, factors 

alone are not immediate solutions to achieving success of place marketing. Focused policies 

that integrate these three elements must be implemented and a long-term view and vision are 

vital (Rainisto, 2003). 

2.1. The role of actors in place marketing performance 
Actors in place marketing can vary according to the objective of the project. Kotler et 

al. (1999) suggest different stakeholders interested in collaborating in a place marketing 

project such as local, regional, national and even international actors. Literature of place 

marketing has mainly focused on the role of local actors. Local authority (also referred to as 

city authority or municipal authority), as a public stakeholder, plays a leading role in 

formulating and implementing place marketing initiatives. Local authority has been involved 

in projects of city image, place image reconstruction, transition to an entrepreneurial city, and 

town centre management (Avraham, 2000; Boyle & Hughes, 1994; Nel & Binns, 2002; Page 

& Hardyman, 1996; Quilley, 1999; Rantisi & Leslie, 2006). Other local public stakeholders 

act as supporting participants in activities of place marketing. For instance, the Tourism 

Bureau and the Community Development Committee participated in the construction of Still 

Bay’s -South Africa- tourism based image and in the building of Tamworth’s –Australia- 

music capital based image (Gibson & Davidson, 2004; Nel & Binns, 2002). 

The underlying objective that guides actors when formulating and implementing place 

marketing projects is to improve the economic and social development of the place. In doing 

so, actors identify the targets of the project, set the objectives, and manage and invest in 

resources necessary for the success of the project. Actors are the ones who integrate the whole 

process and intervene when it is necessary to modify the course of action of the project. 

2.2. Target markets as a base for setting objectives of place marketing performance 
It is widely known that defining market segments and targeting one or more of them is 

crucial for the success of strategic marketing. This is also relevant in place marketing 

(Ashworth & Voogd, 1990; Kotler et al., 1993; Rainisto, 2003). In the marketing of places, 

there are different market segments to focus on. For instance, if a place intends to attract 

visitors, it can concentrate either on business visitors (e.g. attending a business or convention) 

or on tourist and travellers, or even on both (Kotler et al., 1999). Places can also focus on 

attracting residents and employees such as wealthy individuals, investors, professionals and 

skilled employees. Places can also make efforts to attain new businesses or entrepreneurs, and 

to strengthen the image of the place on the export markets (Kotler et al., 1999). 

A large part of the authors studied place marketing projects focused on attracting 

tourists to cities in the United Kingdom, Australia, and U.S. (Boyle & Hughes, 1994; Bradley 

et al., 2002; Bramwell & Rawding, 1994, 1996; Gibson & Davidson, 2004; Gotham, 2002; 

Smith, 2005). Other authors studied place marketing initiatives centred on attracting new 

residents and employees into cities such as Shangai, Manchester, Still-Bay, and some 

Swedish municipalities (Nel & Binns, 2002; Niedomysl, 2004, 2007; Wu, 2000; Young et al., 

2006).  A small number of place marketing studies have concentrated on projects involved in 

attracting new businesses to different places (e.g., Quilley, 1999; Ulaga et al., 2002; Wu, 

2000).  
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2.3. Factors in a place marketing performance model 
Places are constantly looking for factors that create place competitive advantage and 

in turn attract the specified target and improve place development (Rainisto, 2003). Those 

factors can be split into hard and soft factors (Kotler et al., 1999). Hard factors are tangible 

characteristics of a place. Examples of hard factors are economic stability, communication, 

infrastructure, and strategic location. In contrast, soft factors are intangible characteristics of a 

place. Quality of life, culture, flexibility and dynamism, networking, and feel of 

entrepreneurialism are examples of soft factors. Hard factors are no longer enough to build 

place competitive advantage, since soft factors are becoming ever more valued and help build 

an intangible association of a place (Rainisto, 2003). Research has emphasized on soft factors 

such as culture, values, design, cosmopolitanism, entrepreneurialism, and pro-development of 

government (Gibson & Davidson, 2004; Griffith, 2006; Julier, 2005; Quilley, 1999; Rantisi & 

Leslie, 2006; Wu, 2000; Young et al., 2006). 

In order to attract the identified target, places need to exploit and/or invest in factors 

that are relevant in the creation of sustained competitive advantages. Factors act as key 

resources to achieve the place marketing objectives and in the end to enhance local economic 

and social development. 

2.4. Integrating actors, targets, and factors into a place marketing performance model 
The place marketing actors select relevant factors and identify pertinent targets based 

on the place marketing strategic goals set. Among all factors, actors can decide to exploit 

and/or develop certain hard and soft factors. As discussed earlier, the objectives of a place 

marketing project are associated with the identified target in terms of attracting tourists, new 

residents, or new businesses.  

In developing a performance model, it is relevant to know which the resources are and 

what the expected outcomes of the use of those resources are. For measuring the performance 

of a place marketing project, the resources to be considered are the factors that places already 

possess and/or the factors that places will develop (in which places need to invest). The 

expected outcome of such a project can be expressed in quantitative terms such as in-flow of 

tourists, employees, residents, and new businesses; or in qualitative terms such as image of 

the city or awareness of the possibilities offered by the city. These resources (which we will 

refer to as inputs) and outcomes (referred to as outputs) will allow actors to measure the 

efficiency with which a given place is performing its place marketing (see Appendix 1). 

As the interest of the current paper is on the place marketing performance of cities 

focused on attracting new businesses, the model presented here will focus on inputs that have 

been defined in the literature as important for a place to attract new businesses, such as easy 

access to markets, qualified labour, quality of telecommunication and transportation (Ulaga et 

al., 2002) as well as the climate the local government creates for businesses (Wu, 2000). From 

a place branding perspective, relevant outputs can be the image of the city as a good place to 

locate a business, and the familiarity (awareness) with cities in terms of what they can offer as 

a business location. 

Figure 1. Measurement model - Place Marketing Performance of Cities as Business Destinations 

Factors (Inputs in the process of 

Place Marketing) 
Easy access to markets 

Qualified labour 

Quality of telecommunication and 

transportation 

Climate the local government creates  

Objectives (Desired outputs/results) 
Image of the city (as a good place to 

locate a business) 

Familiarity (awareness) with cities in 

terms of what they can offer as a 

business location 

Efficiency of converting place marketing inputs into outputs 
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3. An Application of the Place Marketing Performance Model  

3.1. Research approach: data envelopment analysis 
The method used for measuring the place marketing performance of cities as business 

destinations is Data Envelopment Analysis (DEA) (Farrell, 1957; Charnes et al., 1978; 

Banker et al., 1984). In the DEA literature the term “decision making unit” (DMU) is used to 

refer to a productive entity which can be a firm, a business unit within the firm, a non-profit 

organization, a region, or even a country; in short all entities that use inputs to produce certain 

outputs. DEA is a non-parametric, linear programming based technique designed to measure 

the relative performance of organizations (DMUs), where the presence of multiple inputs and 

outputs poses difficulties for comparisons. This is usually the case for local authorities that 

have to control different factors (inputs) related to place marketing, as indicated in the 

literature review, in order to achieve one or more desired outputs, such as improved city 

image and awareness among investors about the business possibilities offered by a city. DEA 

uses the ratio of weighted inputs and outputs to produce a single measure of productivity 

called relative efficiency. See appendix 2 for a detailed explanation of the method. 

3.2. Data  
Data for this study has been gathered from the European Cities Monitor (ECM) 2010 

developed by the company Cushman &Wakefield (2010). The list of cities for 2010 contains 

36 European cities considered to have the strongest business representation. For the purposes 

of this study the scores of the following variables from the ECM 2010 report have been used. 

(1) Easy access to markets, qualified staff, external transport links, quality of 

telecommunications, and the climate the local government creates have been chosen as input 

variables for the DEA model
i
. The choice is based on the importance that these factors have 

received in the extant literature as drivers of developing a city image of a good place to locate 

a business (Ulaga et al., 2002; Wu, 2000), as well as the importance given to this factors by 

the managers that participated in the ECM survey. (2)The scores for “best city to locate a 

business” (i.e. image of the city as a business location) and “familiarity with cities as a 

business location” (awareness) were used as output variables. City image has long been 

considered an important desired outcome of place marketing initiatives (Bramwell & 

Rawding, 1996; Selby & Morgan, 1996). Familiarity with the city (brand) and what it offers is 

a necessary first step for entering into the consideration set of the target market.  

4. Results and Discussion 
Appendix 3 outlines the efficiency results for the 36 cities under analysis, ranked by 

their place marketing efficiency. In particular, appendix 3 summarizes the results of the 

application of DEA, bootstrap DEA and a rank comparison between bootstrap DEA scores 

and Cushman & Wakefield (2010) ECM report. Basic DEA scores indicate that 18 of the 

cities analyzed are efficient (score equal to 1). However, basic DEA scores contain potential 

estimation bias. The results of bias-corrected DEA provide robust efficiency estimations. 

Some cities considered place marketing efficient based on basic DEA scores are now 

inefficient based on bootstrap DEA estimation. For example, the efficiency scores of 

Barcelona and London are equal to 1 according to the basic DEA scores but these go up to 

1.20 for Barcelona and 1.25 for London according to the bias-corrected DEA estimation. The 

latter is the robust efficiency score of these cities. The scores suggest that the place marketing 

actors of Barcelona and London could increase their outputs (in terms of image and awareness 

among businesses) in 20% and 25% respectively, under the same level of inputs employed. 

                                                
i Although the scores of the ECM do not reflect the actual resources employed by city administrators in activities 

related to improving the quality of market access, transportation, among the others, the scores are used here as a 

proxy of the efforts of each city in building a city image as an attractive business location. 
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Comparatively speaking, other cities such as Brussels and Milan have been more efficient 

than Barcelona and London in leveraging image and awareness with the level of inputs used.  

The results also show that studying the efficiency of cities by using different variables 

(multiple inputs and outputs) and integrating them in one model provides new insights about 

the rank of the best cities as business destinations. Ranking cities by the use of only one 

variable e.g., “best city to locate a business” as Cushman&Wakefield (2010) does, provides 

insightful information for city administrators. However, this information reflects only the 

effectiveness of these cities (i.e. the achievement of outputs), but not the efficiency in the use 

of resources with which cities have achieved their goals. The raking of cities differs to that of 

Cushman &Wakefield when the ranking is based on the efficiency of the use of multiple 

resources to obtain certain objectives. Analyzing the deployment of resources such as easy 

access to markets, qualified staff, external transport links, among others to achieve strong 

place image and awareness, the best city, i.e. the most efficient city, is Brussels followed by 

Milan. While DEA can be very helpful in benchmarking place marketing efforts among cities, 

DEA has been criticised as being sensitive to the inclusion of outliers in the sample. The 

robustness of the efficiency estimations has been tested analyzing the sensibility of the 

bootstrap DEA scores obtained excluding London and Paris from the estimation, as those 

cities are potential outliers
ii
. Spearman’s rank correlation level between the bootstrap DEA 

scores with London and without it is 0.96 (p-value ≤= 0.001). The Spearman’s rank 

correlation level between the bootstrap DEA scores with London and Paris and without them 

is 0.92 (p-value ≤= 0.001). Thus, it can be argued that the estimation of city efficiencies is not 

sensitive to the inclusion of London or Paris and therefore our estimations are robust. 

5. Conclusions, Limitations and Future Research Lines 

Our benchmarking model allows cities to be compared among them in terms of the 

deployment of different resources (such as access to markets, qualified staff, transportation, 

telecommunication, and government climate) to obtain certain objectives of place marketing, 

such as image and awareness. The major implication for practitioners is that place marketing 

should be managed as a process, taking into account both the resource flows and the outputs, 

as well as the efficiency of this process. If practitioners only pay attention to place marketing 

objectives (such as image and awareness), they could spend vast amounts of resources, thus 

being inefficient in their place marketing efforts; conversely, if practitioners are only 

interested in the use of minimum resources, they will obtain low levels of place image and 

awareness. 

This study has several limitations that provide worthwhile opportunities for further 

research. First, this article studied place marketing resources measured by perceptions scores. 

The use of place marketing resources in monetary terms would provide more practical 

implications because practitioners could know the level of investment needed to place their 

cities on the efficiency frontier. This is so because DEA gives the possibility to perform slack 

analysis that provides information about the input and output slacks needed to be a best 

performing peer on the efficiency frontier that can serve as an example for employing 

efficiently resources to achieve the same level of output. Second, this study focused on a 

cross-sectional analysis of European cities. The introduction of a range of years would 

generate a longitudinal analysis and in turn provide more insightful conclusions. Third, this 

research is a descriptive study of benchmarking of European cities. Further research can 

include DEA efficiency scores in an explanatory model (e.g., including the GDP of cities as a 

dependent variable), and thus provide conclusions about the effect of the efficiency of place 

marketing on the growth of cities. 

                                                
ii
 For example, while London has 82% score for “familiarity with cities as a business location”, the other cities 

studied have an average of 35.6%. 
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Appendix 1. Identifying Inputs and Outputs for Measuring the Performance of 

Place Marketing Efforts 

 

 

Actors 
Local Authority 

Tourism Bureaus 

Community Development Committees 

Business Community  

Media 

Public-Private Partnership 

 

Targets 
Tourism 

Inward Investments- New Businesses 

(New) Residents  

Employees 

 

Factors (Inputs in the process of 

Place Marketing) 

Hard and Soft Factors  

(Strategic Location, Culture, Design, 

Cosmopolitanism, Entrepreneurialism) 

Service and High-Tech Industries 

Knowledge Intensity/Qualified Labour 

 

Objectives (Desired outputs/results) 

Image of the city 

Awareness of the possibilities offered 

by the city 

In-flow of visitors /tourists, 

employees, residents 

 

Efficiency of converting place marketing inputs into outputs 
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Appendix 2. Estimation method used: bootstrap DEA 
 

In designing DEA it is essential to chose appropriate orientation of the model. 

An input oriented model will look for efficiency by proportionately reducing inputs, 

while an output oriented model will focus on increasing outputs given a certain level of 

inputs. Efficient DMUs are those for which no other DMU generates as much or more 

of every output (with a given level of inputs) or uses as little or less of each input (with 

a given level of outputs). The efficient DMUs have an efficiency score of one (or 

100%), while the inefficient ones, in an input oriented DEA model, have efficiency 

score less than one but greater that zero, and more than one (or more than 100%) in an 

output oriented model. The efficiency of each unit, therefore, is measured in comparison 

to all other units. An important feature of DEA is that it is focused on frontier rather 

than central tendencies (Cooper et al., 2004). Therefore instead of trying to fit a 

regression plane through the centre of the data, DEA provides an efficiency frontier 

pointing to the best performers. For example, for a particular unit, DEA method, in 

contrast to regression analysis, searches for the linear combination of other units that 

consume the same mix of inputs and which maximizes outputs in all dimensions. DEA 

fits an envelope around outlying efficient firms, and inefficient firms lie strictly within 

this envelope (Smith, 1990).  

The DEA model employed in this study is output-oriented and with variable 

returns to scale in order to control for possible different economies of scale at which 

DMUs (city authorities) operate. The model is presented below.  

1
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      [1] 

Where βt is the efficiency coefficient for the unit under analysis in period t (βt = 

1 indicates that the DMU under analysis is efficient, and βt > 1 that this DMU is 

inefficient. βt - 1 determines the output growth rate required to reach the frontier), o

it
y  is 

the observed outputs vector of the DMU under analysis in period t, 
o

jtx  is the observed 

inputs vector of the DMU under analysis in period t, 
ikt

y and jktx  refer to outputs and 

inputs vectors for the k (k=1, …, K) DMUs forming the total sample, and λ stands for 

the activity vector.  

Recent research (Simar & Wilson, 1998, 2007) demonstrates that DEA 

efficiency coefficients are biased estimations of the true, unknown, efficiency levels, 

and this bias is potentially amplified when the number of units included in the sample 

under analysis is relatively small. As this may well be the case in our sample, 

bootstrapping techniques to correct the observed bias in the DEA efficiency estimates 

are applied in this study. The “smoothed” bootstrap approach of Simar and Wilson 

(1998) is used. The key assumption behind this approach is that the known bootstrap 
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distribution will mimic the original unknown distribution if the known data generating 

process (DGP) is a consistent estimator of the unknown DGP. The bootstrap process 

will, therefore, generate values that mimic the distributions which would be generated 

from the unobserved and unknown DGP (Simar & Wilson, 1998; 2000a, 2000b). 

Because DEA estimates a production frontier boundary, generating bootstrap samples is 

not straightforward. The “smoothed” bootstrap is based on the DEA estimators 

themselves by drawing with replacement from the original estimates of beta, and applies 

the reflection method proposed by Silverman (1986). 
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Appendix 3. Efficiency Results for 36 European Cities 

City 

Basic  

DEA 

score 

Bootstrap 

DEA 

 (bias-

corrected) 

Rank 

bootstrap 

DEA 

Rank “best 

city to locate 

a business” 

Cushman 

&Wakefield 

(2010) 

Score “best 

city to 

locate a 

business” 

Cushman 

&Wakefield 

(2010) 

Bootstrap 

DEA 

(bias-

corrected) 

without 

London 

Bootstrap 

DEA 

(bias-

corrected) 

without 

London nor 

Paris 

Brussels 1.00 1.08 1 4 0.29 1.08 1.09 

Milan 1.00 1.10 2 11 0.13 1.10 1.11 

Munich 1.06 1.15 3 9 0.22 1.07 1.10 

Frankfurt 1.07 1.15 4 3 0.36 1.16 1.19 

Lyon 1.00 1.15 5 19 0.09 1.16 1.15 

Budapest 1.00 1.17 6 30 0.04 1.16 1.16 

Paris 1.00 1.18 7 2 0.55 1.22 - 

Barcelona 1.00 1.20 8 5 0.27 1.19 1.19 

Vienna 1.12 1.22 9 22 0.06 1.22 1.21 

Warsaw 1.11 1.22 10 24 0.06 1.22 1.21 

Dublin 1.00 1.23 11 20 0.08 1.24 1.22 

Madrid 1.17 1.24 12 8 0.22 1.25 1.23 

Berlin 1.14 1.25 13 7 0.24 1.24 1.22 

London 1.00 1.25 14 1 0.85 - - 

Helsinki 1.00 1.27 15 31 0.04 1.29 1.29 

Stockholm 1.19 1.28 16 16 0.11 1.28 1.27 

Athens 1.00 1.28 17 36 0.02 1.31 1.28 

Moscow 1.00 1.29 18 33 0.03 1.29 1.27 

Bratislava 1.00 1.29 19 32 0.03 1.30 1.30 

Düsseldorf 1.20 1.29 20 10 0.14 1.29 1.27 

Istanbul 1.00 1.29 21 26 0.05 1.30 1.30 

Hamburg 1.19 1.29 22 15 0.11 1.29 1.28 

Rome 1.00 1.30 23 28 0.04 1.29 1.29 

Oslo 1.00 1.30 24 34 0.03 1.27 1.26 

Bucharest 1.00 1.30 25 35 0.02 1.31 1.31 

Prague 1.00 1.30 26 21 0.07 1.32 1.27 

Edinburgh 1.00 1.30 27 27 0.05 1.32 1.28 

Lisbon 1.00 1.33 28 17 0.1 1.30 1.29 

Geneva 1.24 1.35 29 14 0.12 1.34 1.34 

Zurich 1.29 1.39 30 13 0.12 1.39 1.38 

Amsterdam 1.37 1.47 31 6 0.25 1.48 1.29 

Copenhagen 1.48 1.62 32 25 0.06 1.57 1.56 

Glasgow 1.84 2.01 33 29 0.04 2.01 1.99 

Manchester 1.89 2.01 34 12 0.12 2.01 2.00 

Birmingham 2.17 2.34 35 18 0.09 2.34 2.32 

Leeds 2.39 2.58 36 23 0.06 2.57 2.56 

 



 
 
Edicions / Issues: 
 
95/1 Productividad del trabajo, eficiencia e hipótesis de convergencia en la industria 

textil-confección europea 
Jordi López Sintas 

  
95/2 El tamaño de la empresa y la remuneración de los máximos directivos 

Pedro Ortín Ángel 
  
95/3 Multiple-Sourcing and Specific Investments 

Miguel A. García-Cestona 
  
96/1 La estructura interna de puestos y salarios en la jerarquía empresarial 

Pedro Ortín Ángel 
  
96/2 Efficient Privatization Under Incomplete Contracts 

Miguel A. García-Cestona 
Vicente Salas-Fumás 

  
96/3 Institutional Imprinting, Global Cultural Models, and Patterns of 

OrganizationalLearning: Evidence from Firms in the Middle-Range Countries 
Mauro F. Guillén (The Wharton School, University of Pennsylvania) 

  
96/4 The relationship between firm size and innovation activity: a double decision 

approach 
Ester Martínez-Ros (Universitat Autònoma de Barcelona) 
José M. Labeaga (UNED & Universitat Pompeu Fabra) 

  
96/5 An Approach to Asset-Liability Risk Control Through Asset-Liability Securities 

Joan Montllor i Serrats 
María-Antonia Tarrazón Rodón 

  
97/1 Protección de los administradores ante el mercado de capitales: evidencia empírica 

en España 
Rafael Crespí i Cladera  

  
97/2 Determinants of Ownership Structure: A Panel Data Approach to the Spanish Case 

Rafael Crespí i Cladera 
  
97/3 The Spanish Law of Suspension of Payments: An Economic Analysis From  

Empirical Evidence 
Esteban van Hemmen Almazor 

  
98/1 Board Turnover and Firm Performance in Spanish Companies 

Carles Gispert i Pellicer 
  
98/2 Libre competencia frente a regulación en la distribución de medicamentos: 

teoría y evidencia empírica para el caso español 
Eva Jansson 

  
98/3 Firm’s Current Performance and Innovative Behavior Are the Main Determinants of 

Salaries in Small-Medium Enterprises 



Jordi López Sintas y Ester Martínez Ros 
  
98/4 On The Determinants of Export Internalization: An Empirical 

Comparison Between Catalan and Spanish (Non-Catalan) Exporting Firms 
Alex Rialp i Criado 

  
98/5 Modelo de previsión y análisis del equilibrio financiero en la empresa 

Antonio Amorós Mestres 
  
99/1 Avaluació dinàmica de la productivitat dels hospitals i la seva descomposició  en 

canvi tecnològic i canvi en eficiència tècnica  
Magda Solà 

  
99/2 Block Transfers: Implications for the Governance of Spanish Corporations 

Rafael Crespí, and Carles Gispert 
  
99/3 The Asymmetry of IBEX-35 Returns With TAR  Models 

M.ª Dolores Márquez, César Villazón 
  
99/4 Sources and Implications of Asymmetric Competition: An Empirical Study 

Pilar López Belbeze 
  
99/5 El  aprendizaje en los acuerdos de colaboración interempresarial 

Josep Rialp i Criado 
  
00/1 The Cost of Ownership in the Governance of Interfirm Collaborations 

Josep Rialp i Criado, i Vicente Salas Fumás 
  
00/2 Reasignación de recursos y resolución de contratos en el sistema concursal español 

Stefan van Hemmen Alamazor 
  
00/3 A Dynamic Analysis of Intrafirm Diffusion: The ATMs 

Lucio Fuentelsaz, Jaime Gómez, Yolanda Polo 
  
00/4 La Elección de los Socios: Razones para Cooperar con Centros de Investigación y 

con Proveedores y Clientes 
Cristina Bayona, Teresa García, Emilio Huerta 

  
00/5 Inefficient Banks or Inefficient Assets? 

Emili Tortosa-Ausina 
  
01/1 Collaboration Strategies and Technological Innovation: A Contractual Perspective 

of the Relationship Between Firms and Technological Centers 
Alex Rialp, Josep Rialp, Lluís Santamaria 

  
01/2 Modelo para la Identificación de Grupos Estratégicos Basado en el Análisis 

Envolvente de Datos: Aplicación al Sector Bancario Español 
Diego Prior, Jordi Surroca 

  
01/3 Seniority-Based Pay: Is It Used As a Motivation Device? 

Alberto Bayo-Moriones 
  
01/4 Calidad de Servicio en la Enseñanza Universitaria: Desarrollo y Validación de una 

Escala de Medida. 



Joan-Lluís Capelleras,  José M.ª Veciana 
  
01/5 Enfoque estructural vs.  recursos y capacidades: un estudio empírico de los 

factores clave de éxito de las agencias de viajes en España. 
Fabiola López-Marín,  José M.ª Veciana 

  
01/6 Opción de Responsabilidad Limitada y Opción de Abandonar: Una Integración para 

el Análisis del Coste de Capita.  
Neus Orgaz 

  
01/7 Un Modelo de Predicción de la Insolvencia Empresarial Aplicado al Sector Textil y 

Confección de Barcelona (1994-1997).  
Antonio Somoza López 

  
01/8 La Gestión del Conocimiento en Pequeñas Empresas de Tecnología de la 

Información: Una Investigación Exploratoria.  
Laura E. Zapata Cantú 

  
01/9 Marco Institucional Formal de Creación de Empresas en Catalunya: Oferta y 

Demanda de Servicios de Apoyo 
David Urbano y José María Veciana. 

  
02/1 Access as a Motivational Device: Implications for Human Resource Management.  

Pablo Arocena, Mikel Villanueva 
  
02/2 Efficiency and Quality in Local Government. The Case of Spanish Local Authorities 

M.T. Balaguer, D. Prior, J.M. Vela 
  
02/3 Single Period Markowitz Portfolio Selection, Performance Gauging and Duality: A 

variation on Luenberger’s Shortage Function 
Walter Briec, Kristiaan Kerstens, Jean Baptiste Lesourd 

  
02/4 Innovación tecnológica y resultado exportador: un análisis empírico aplicado al 

sector textil-confección español 
Rossano Eusebio, Àlex Rialp Criado 

  
02/5 Caracterización de las empresas que colaboran con centros tecnológicos 

Lluís Santamaria, Miguel Ángel García Cestona, Josep Rialp 
  
02/6 Restricción de crédito bancario en economías emergentes: el caso de la PYME en 

México 
Esteban van Hemmen Almazor 

  
02/7 La revelación de información obligatoria y voluntaria (activos intangibles) en las 

entidades de crédito. Factores determinantes. 
Gonzalo Rodríguez Pérez 

  
02/8 Measuring Sustained Superior Performance at the Firm Level 

Emili Grifell - Tatjé, Pilar Marquès - Gou 
  
02/9 Governance Mechanisms in Spanish Financial Intermediaries 

Rafel Crespi, Miguel A. García-Cestona, Vicente Salas 
  
02/10 Endeudamiento y ciclos políticos presupuestarios: el caso de los ayuntamientos 



catalanes 
Pedro Escudero Fernández, Diego Prior Jiménez 

  
02/11 The phenomenon of international new ventures, global start-ups, and born-

globals:what do we know after a decade (1993-2002) of exhaustive scientific 
inquiry? 
Àlex Rialp-Criado, Josep Rialp-Criado, Gary A. Knight 

  
03/1 A methodology to measure shareholder value orientation and shareholder value 

creation aimed at providing a research basis to investigate the link between both 
magnitudes 
Stephan Hecking 

  
03/2 Assessing the structural change of strategic mobility. Determinants under 

hypercompetitive environments 
José Ángel Zúñiga Vicente, José David Vicente Lorente 

  
03/3 Internal promotion versus external recruitment: evidence in industrial plants 

Alberto Bayo-Moriones, Pedro Ortín-Ángel 
  
03/4 El empresario digital como determinante del éxito de las empresas puramente 

digitales: un estudio empírico 
Christian Serarols, José M.ª Veciana 

  
03/5 La solvencia financiera del asegurador de vida y su relación con el coste de capital 

Jordi Celma Sanz 
  
03/6 Proceso del desarrollo exportador de las empresas industriales españolas que 

participan en un consorcio de exportación: un estudio de caso 
Piedad Cristina Martínez Carazo 

  
03/7 Utilidad de una Medida de la Eficiencia en la Generación de Ventas para la 

Predicción del Resultado 
María Cristina Abad Navarro 

  
03/8 Evaluación de fondos de inversión garantizados por medio de portfolio insurance 

Sílvia Bou Ysàs 
  
03/9 Aplicación del DEA en el Análisis de Beneficios en un Sistema Integrado 

Verticalmente Hacia Adelante 
Héctor Ruiz Soria 

  
04/1 Regulación de la Distribución Eléctrica en España: Análisis Económico de una 

Década, 1987-1997 
Leticia Blázquez Gómez; Emili Grifell-Tatjé 

  
04/2 The Barcelonnettes: an Example of Network-Entrepreneurs in XIX Century Mexico. 

An Explanation Based on a Theory of Bounded Rational Choice with Social 
Embeddedness. 
Gonzalo Castañeda 

  
04/3 Estructura de propiedad en las grandes sociedades anónimas por acciones. 

Evidencia empírica española en el contexto internacional 
Rabel Crespí; Eva Jansson 



  
05/1 IFRS Adoption in Europe: The Case of Germany. 

Soledad Moya,  Jordi Perramon, Anselm Constans 
  
  
05/2 Efficiency and environmental regulation: a ‘complex situation’ 

Andrés J. Picazo-Tadeo, Diego Prior 
  
05/3 Financial Development, Labor and Market Regulations and Growth 
 Raquel Fonseca, Natalia Utrero 
  
06/1 Entrepreneurship, Management Services and Economic Growth 
 Vicente Salas Fumás, J. Javier Sánchez Asín 
  
06/2 Triple Bottom Line: A business metaphor for a social construct 
 Darrel Brown, Jesse Dillard, R. Scott Marshall 
  
06/3 El Riesgo y las Estrategias en la Evaluación de los Fondos de Inversión de Renta 

Variable 
 Sílvia Bou 
  
06/4 Corporate Governance in Banking: The Role of Board of Directors 
 Pablo de Andrés Alonso, Eleuterio Vallelado González 
  
06/5 The Effect of Relationship Lending on Firm Performance 
 Judit Montoriol Garriga 
  
06/6 Demand Elasticity and Market Power in the Spanish Electricity Market 
 Aitor Ciarreta, María Paz Espinosa 
  
06/7 Testing the Entrepreneurial Intention Model on a Two-Country Sample 
 Francisco Liñán, Yi-Wen Chen 
  
07/1 Technological trampolines for new venture creation in Catalonia: the case of the 

University of Girona 
 Andrea Bikfalvi, Christian Serarols, David Urbano, Yancy Vaillant 
  
07/2 Public Enterprise Reforms and Efficiency in Regulated Environments: the Case of 

the Postal Sector 
 Juan Carlos Morales Piñero, Joaquim Vergés Jaime 
  
07/3 The Impact of Prevention Measures and Organisational Factors on Occupational 

Injuries 
 Pablo Arocena, Imanol Núñez, Mikel Villanueva 
  
07/4 El impacto de la gestión activa en la performance de los fondos de inversión de 

renta fija 
 Sílvia Bou Ysàs 
  
07/5 Organisational status and efficiency: The case of the Spanish SOE “Paradores” 
 Magda Cayón, Joaquim Vergés 
  
07/6 Longitudinal Analysis of Enterpreneurship and competitiveness dynamics in Latin 



America 
 José Ernesto Amorós, Óscar Cristi 
  
08/1 Earnings Management and cultural values 
 Kurt Desender, Christian Castro, Sergio Escamilla 
  
08/2 Why do convertible issuers simultaneously repurchase stock? An arbitrage-based 

explanation 
 Marie Dutordoir, Patrick Verwijmeren 
  
08/3 Entrepreneurial intention, cognitive social capital and culture: empirical analysis 

for Spain and Taiwan 
 Francisco Liñán, Francisco Santos, José L. Roldán 
  
08/4 From creative ideas to new emerging ventures: the process of identification and 

exploitation among finnish design entrepreneurs  
 Henrik Tötterman 
  
08/5 Desempeño de la Política Comercial Pública en España 
 Manuel Sánchez, Ignacio Cruz, David Jiménez 
  
08/6 Gender Effects on Performance in Bulgarian Private Enterprises 
 Desislava Yordanova 
  
08/7 Entorno e iniciativa emprendedora: una perspectiva internacional 
 Claudia Álvarez, David Urbano 
  
09/1 Narrating Urban Entrepreneurship: A Matter of Imagineering? 
 Chris Steyaert, Timon Beyes 
  
09/2 Organizational Configurations of Strategic Choices and Strategic Management 

Accounting 
 Simon Cadez, Chris Guilding 
  
09/3 Agency Cost of Government Ownership: A study of Voluntary Audit Comitte 

Formation in China 
 David Hillier, Charlie X. Cai, Gaoliang Tian, Qinghua Wu 
  
09/4 Public Policy for Entrepreneurship and Innovation: Impact in Managed and 

Entrepreneurial Economies 
 Karen Murdock 
  
09/5 Glocalization as a Generic Entrepreneurial Strategy 
 Bengt Johanisson 
  
09/6 Assesing Advertising Efficiency: Does the Internet Play a Role? 
 Albena Pergelova, Diego Prior, Josep Rialp 
  
09/7 Start-up Conditions and the Performance of Women – and Men- Controlled 

Businesses in Manufacturating Industries 
 Otilia Driga, Diego Prior 

  



10/1 Devolution Dynamics of Spanish Local Government 
 Maria Teresa Balaguer-Coll, Diego Prior, Emili Tortosa-Ausina 
  
10/2 Los derivados financieros como herramienta para evaluar la reforma laboral: una 

aproximación binomial 
 Sílvia Bou, Albert Hernández, Carlota Linares 
  
10/3 Environmental Factors And Social Entrepreneurship   
 Elisabeth Ferri, David Urbano 
  
10/4 Accounting Conservatism and Firm Investment Efficiency 
 Beatriz García, Juan Manuel García, Fernando Penalva 
  
10/5 The Complementarity Between Segment Disclosure and Earnings Quality, and its 

Effect on Cost of Capital 
 Belén Blanco, Juan M. García, Josep A. Tribó 
  
10/6 Revisiting the Size-R&D Productivity Relation: Introducing the Mediating Role of 

Decision-Making Style on the Scale and Quality of Innovative Output 
 José Lejarraga, Ester Martínez 
  
10/7 Nuevos y viejos criterios de rentabilidad que concuerdan con el criterio del Valor 

Actual Neto 
 Emilio Padilla, Joan Pascual 
  
10/8 A cognitive attempt to understanding female entrepreneurial potential: the role of 

social norms and culture 
 Francisco Liñán, Muhammad A. Roomi , Francisco J. Santos 
  
11/1 Behavioral Aspects of Investment Fund's Markets: Are Good Managers Lucky or 

Skilled? 
 Sílvia Bou, Magda Cayón 

  
11/2 Place Marketing Performance: Benchmarking European Cities as Business 

Destinations. 
 Albena Pergelova 
  
 


	Portada
	Pergelova_PlaceMTK_2011
	Edicions_WP

