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Abstract:
The purpose of this study is to present and compare two distinct international events organized in the city of Helsinki, Finland. The events contrast strongly in their content, but they have a number of similarities that make them an interesting pair for comparison and contrast. The first event is the start-up event Slush, which brings together small businesses, investors and other stakeholders from the public sector. The second event is the modern music festival Flow, which combines high-quality design with a variety of artists and music types in an urban environment. This chapter analyzes and considers the implications of these events in a synthesizing framework, taking into account similarities and differences between the two. Relationships may be drawn between the material and immaterial urban representations, including the physical environments and places, the role of creativity and innovativeness in cities, and the urban (economic) profile. A connection is established between approaches ranging from techno-innovative hype (Slush) to the development of urban culture through living-room events (Flow). These elements contribute to the complex process of urban image creation. All Nordic capital cities (Copenhagen, Helsinki, Oslo and Stockholm) have actively promoted environmentally sound, innovative and creative dimensions in their marketing and image creation. The two cases are excellent examples of city events supporting this promotion. 
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Introduction

Urban culture and living are essential in the formation of the experience, image and branding associated with cities (e.g. Zukin 1995). Urban space, on the other hand, is defined through planning and design, architecture, social mediation and economic activity. Events are visible and recognizable happenings that provide tools both for boosting an urban image internationally and the urban living experience locally (Hall 1989). 

Events can be defined and classified in numerous ways. One critical dimension involves the scale of the event. Mega-events refer to large-scale events in terms of the number of participants, the amount of organization needed and the global audience, and they have gained a significant amount of attention in the recent literature (e.g. Müller 2015). This chapter concerns a smaller scale that may be defined as “mid-sized” events. Our two cases have some international impact in terms of participation, attention and media coverage, but essentially they are national events. Quite often capital cities, particularly in highly developed post-industrial countries, are keen to uphold their international reputation in terms of economic prosperity, high-quality living standards and environmental quality. The two selected case events of our study, the Flow Festival and Slush, are to a large extent manifestations and also creators of this reputation (i.e. an urban brand).

This chapter is conceptual, and it focuses on two mid-sized urban events organized in the capital city of Finland, Helsinki. The conceptual foundation is a triad: we apply the extensively studied concept of “place” in human geography and urban studies (see Relph 1976; Tuan 1977; Simonsen 1996; Jokela 2014) together with “urban creativity” (see Florida 2002; Knight 1995; Inkinen 2013; Kiuru & Inkinen 2017) and “city branding” (see Äikäs 2002; Kavaritzis 2005; Nyseth & Viken 2009). The purpose of our chapter is to present and discuss the selected urban events in the light of research literature, drawing on previous studies on places and placemaking, urban marketing and branding, and creativity. Therefore we ask: 1) What are the similarities and differences of Flow Festival and Slush in the light of the literature and theory on placemaking, urban creativity, image creation and city branding; and 2) what can be learned from these events in terms of the role and potential of urban events in urban image creation and branding?

Background, literature review, conceptual definitions

Place and location  
The first building block of our conceptual triad is place. The commonly used meaning of “place” refers to a location or material setting of human action (Cilliers & Timmermans 2014). This conceptualization is relevant to us as we are interested in the specific locations of the examined events, as well as in the potential that these locations hold for urban fostering, urban creativity and branding.  The city of Helsinki might be seen as a “place” or perhaps more as a “location,” but so can the micro spatialities where the events take place (neighborhood, buildings, postal codes, coordinates). 

Places and locations possess significant implications for practical uses including urban planning and design since locations such as event parks are parts of wider spatial structures (e.g. in Helsinki, Ponto & Inkinen 2019). Places have an architectural form, and they have to be connected to the rest of the urban structure. Multimodal accessibility, road capacity, parking and maintenance become paramount when designing locations for events. On the other hand, as is the case with Flow Festival, events may be located on ad hoc basis: if there are underused central locations available (which is the case here), events may decide to locate themselves there without any previous planning or consideration of such events in the design phase.

Besides considering the colloquial meaning of “place,” we draw on the spatial theory developed by human geographers and social scientists to conceptualize place as a signified space – thus it is a space embedded with emotional or social meanings (Relph 1976; Tuan 1977). These may vary according to the histories and memories of an observer or individual. Spatial theory therefore recognizes the importance of time (history) as the common understanding in constructing geographies of time and space. Spaces and places have different meanings in different times, and therefore dimensions of the past, the present and the future are significant elements in understanding contemporary phenomena (e.g. Pred 1984). Another main element in thinking of places lies in how spatial entities are used, experienced and created in daily routines and practices (e.g. Inkinen 2008). “Placemaking” – or the social construction of space towards a place – refers to the construction of livable and meaningful places within human interaction (Cresswell 2015; Cilliers & Timmermans 2014; Yigitcanlar & Inkinen 2019).

Events are involved in placemaking in multiple ways. They are sites through which people can reimagine urban space and on which they can project their identities and lifestyles. Events can also support the formation of a unique sense of place for an entire city. Time (history) is important to understanding contemporary events, because many of them take place in milieus shaped by past practices and social interactions. While making use of historical layers of urban infrastructure and meanings, events further contribute to the ways in which urban space will be structured and imagined in the future.


Urban creativity
Creativity has been deemed as one of the influential engines of economic growth in cities and their surrounding regions. Since the work of Florida (2002), the “creative class” has been studied extensively in relation to their living preferences, work–home locations, transfer of knowledge and know-how, tourism, and their impact on spatial economies (Landry 2000; Richards & Wilson 2006; Inkinen 2010). These studies have addressed the importance of creative thinking for the generation of new ideas and innovations, as well as the ways in which cities and companies within them capitalize on these ideas.

The case events illustrate the intertwinement of creativity and design with the goals of making the financial impact benefit both the organizers (primary effect) and the city economy (secondary effect). One might ask what a creative event is, or how creativity can be observed in events. This relevant question has several answers. First, the content (presenters, performers, content creators) may be considered creative. In the case of Flow this is easily recognizable in the music, and alternative forms of music in particular are some of the clearest examples of creativity. On the other hand, the Slush business meeting has from the start targeted the creative start-up atmosphere commonly associated with software companies, particularly in the field of gaming. 

Creativity is also reflected in the attendee profiles of these two events. The socio-economic target group for both events is a relatively young, educated (but not necessarily academic) segment of the population fluent in urban technology. A characteristic of this population segment is that its members are eager to consume cultural products and places to foster their personal development and creativity and to participate in the making of new meanings and values. 

Another question is how to define or name a city as “creative”. Is it about the impression and image that the city has internationally? Or is it about a mentality or a will to foster “creativity” as a way of paving the way for projects and enterprises that yield good economic results (Landry 2000)? International events are building blocks in (urban) image creation. Media coverage may direct public attention toward the creativity inherent in a city and give a boost to the creation of a new kind of urban space and culture. In this regard, events can be used to attract creative talents to a city. Several empirical studies have, however, indicated (e.g. Boschma & Fritch 2009; Kiuru & Inkinen 2017) that creativity (particularly concerning the arts) does not directly aid the spatial economy. 

City branding and marketing
In many cities, organizing events has become an important means of city branding and marketing. Events have the potential of raising awareness and advancing the consumption of place identities and related services and products by providing emotional, sensual and aesthetic experiences that create a meaningful relationship between event attendees and their surroundings (Jakob 2012; Zarantonello & Schmitt 2013). Because of this, cities use events as a means of gaining advantage in the international competition for visitors, investments and talented residents (Kotler et al. 1993, Richards & Palmer 2010). 

In the case of Helsinki, the promotion of events is connected to recent conceptualizations of city marketing and branding as co-production, which emphasize the active role of residents and visitors in adding value to the city brand (Brand New Helsinki 2017). Vibrant local culture and events organized by active individuals are praised for enhancing the attractiveness of Helsinki. Flow and Slush are good examples of events that are not only important to the event organizers and marketing experts of the city, but also to creative artists, entrepreneurs and start-ups, which see in them an opportunity to develop branding synergies. The development of events is based on the understanding that “the cultural image created by events becomes interwoven with the overall attractiveness of places and the event image materializes as a pull factor that complements the other pull factors of a place” (Kilpeläinen et al. 2012: 46). 

The mutually beneficial relationship between city branding and event branding is evident in the marketing materials used to promote Flow and Slush. The websites of both events, for example, include separate sections for Helsinki, mediating information about the attractions and services available in the city (Flow Festival 2017; Slush 2017). Both events are also part of a recent “My Helsinki” campaign launched by the City of Helsinki. This campaign includes a website and a hashtag which collect and present ideas and recommendations from the people of Helsinki to visitors and other residents. The campaign is also visible in the physical urban space as an illuminated “My Helsinki” sign that can be moved to the event locations. 

To summarize the conceptual frame of our study, the following Figure 1 indicates the interrelations between the main concepts. Place and location provide the necessary preconditions for events through the provision of space, organizational and financial support, the supply of employees and volunteers, as well as the local demand for event tickets (Kilpeläinen et al. 2012: 53).  Events themselves are sites of creativity in a city, enhancing its overall attractiveness and generating financial flows. Because of this, events are an important asset in the now popular participatory city branding and marketing, which largely relies on the creativity of individual actors. The intertwined branding and marketing endeavors of cities and events, in turn, play an important role in placemaking, which transforms urban spaces into meaningful places through various practices and the mobilization of geographical imaginaries. 
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Figure 1. A conceptual interlinkage of the study dimensions and the implications between them.

Figure 1 shows the transitions between the main concepts. The triangle emphasizes the main goals and implications illustrating the interactions between space, location and creative activities. Events fit nicely into this framework as they are manifestations of all three dimensions. There can be no event without a place, events are based on creative content in their respective fields, and they clearly contribute to the urban image.

The intermediate parts in the framework require further thought. Place and location intertwines with creativity through knowledge–creativity intensive hot spots. This is particularly the case for Flow, which uses an old industrial area that is under transformation. Transformative ways of using city spaces become an elemental part of the event. Future changes to the area may mean that the event will have to seek out a new location, which might prove difficult due to its urban lifestyle focus. Additionally, place and location are the foundations of the proactive promotion of the city involved in city branding. Together branding and creativity boost business potential and economic activity.


Description: Two international events in Helsinki, Finland

Flow
Flow is an international three- to four-day music festival that has become one of the highlights of the urban events in Helsinki. The early predecessors of Flow were organized in 2004–2006 in small-scale locales, such as an old storehouse of the state railways in downtown Helsinki. The event was first organized in its current form in 2007 in the locale of an old power plant in the post-industrial area of Suvilahti, which is part of the currently growing Kalasatama residential area approximately four kilometers northeast of the city center (Figure 2). 

Since 2004, Flow has been arranged annually, and its number of visitors has increased from 4,500 in 2004 to 13,000 in 2007 and 75,000 in 2016. Meanwhile, the event has grown into a profitable enterprise, which employs circa 1,000 people, including various subcontractors (Mikkola 2015: 11). The event combines urban living room thinking with an extensive array of various kinds of musical styles. During its thirteen-year journey, the musical scope has expanded to practically include all music genres except metal and heavy rock. The popularity of the event is partly due to an appealing selection of famous international artists combined with emerging artists from Finland and abroad. 

In addition to being praised for its high-quality musical offerings, Flow has gained a reputation as a unique festival in the sense that it presents its attendees opportunities for various culinary and artistic experiences. It has received extensive coverage in the international media concerning its cool and cozy atmosphere, pioneering urban design and industrial setting close to the city center (Silvanto 2015: 19–20).  The Guardian, for example, selected Flow as one of the ten best music festivals in Europe in 2017 (Coldwell 2017). 

Flow has also invested in brand partnerships and corporate collaboration, which have paved the way for the success of local enterprises and other urban events, including Slush. For instance, the Helsinki-based lighting design company Sun Effects Oy has expanded its offerings after gaining experience with the lighting design of Flow, and it is now the leading company in its field and responsible for the design of the Slush event architecture (Silvanto 2015: 22). 

Slush
Slush is a start-up, business vendor and high technology event focusing on micro and small- to medium-sized companies. The first Slush event was organized in 2008. Since then the number of attendees has increased from a few hundred to 17,500 attendees from over 120 countries in 2016, including 2,336 start-ups and 1,146 investors (Slush 2017). The growth levels of the event indicate that Helsinki is a potential location for international business-venture gatherings, and the growth has had an impact on international recognition of the field of ICT.  

In regard to the place and location, and as the event has grown, Slush has been moving to larger venues within the city. The current location now is Messukeskus (expo and convention center), which is centrally located in the north side of downtown Helsinki (Figure 2). The event has also expanded to include various satellite events organized in Helsinki. Since 2015, Slush has also been arranged in Asian cities, including Tokyo (approx. 4,000 participants), Shanghai (5,000) and Singapore (2,000).

The purpose of Slush is to bring together high-tech experts, start-ups, international investors and the media in order to encourage growth entrepreneurship and attract venture capital to Finnish companies. According to an interview carried out by Anttiroiko et al. (2016: 9), the international event was initiated by Peter Westerbacka, the founder of the successful Finnish game development company Rovio. The timing of the initiation was favorable for Slush, because there was a general agreement that new investments, entrepreneurship and venture culture were needed in Finland to compensate for the downfall of Nokia, a nationally important communications and information technology company (Anttiroiko et al. 2016: 9). 

[image: ]
Figure 2. Map of the event locations in the city of Helsinki. Image by the authors.


Methodological remark

We apply the presented conceptual frame of Figure 1 in order to provide insights on how to systematically classify and evaluate both case events. We pay attention to the similar and dissimilar aspects that may be tangible (visible in urban space) or intangible (social/feeling/buzz). Our data sources are the internet resources, our own experiences of these events, photographs and literature on the examined events (e.g. Kilpeläinen 2010; Mikkola 2015; Silvanto 2015; Anttiroiko 2016). We cross-check our findings by placing our data sources in a dialogue with each other (see Creswell & Miller 2000; Karekallas et al. 2014) and evaluate their significance by examining them in relation to academic literature on events and leisure experiences (e.g. Richards et al. 2010; Jakob 2012; Zarantonello et al. 2013). Numerical information is obtained through the event organizers’ websites. Particularly Slush provides extensive numerical information regarding the development of the event as it is an indicator to verify the significance of the event to investors and businesses.


Cases compared

In order to conclude the comparative part, we present Table 1 to indicate the main characteristics of both events. The first research question is defined as “What are the similarities and differences in the Flow Festival and Slush in terms of their spatiality and connections to urban creativity, image creation and city branding?” Three main points are relevant for considering event spatiality and location within the urban fabric. The first is the physical proximity to the most active parts of the city (e.g. center areas) and the connectivity of these places, enabling the best possible crowd management. In our case, the two events are located geographically in border areas of the city center (Figure 2). The second point is how these spaces are constructed internally. This includes building structures, their locations and accessibility (public such as parks, semi-public such as shopping malls or private such as office or home spaces). The third point is the visitor behavior, experience and activities taking place within the event. In these two cases the main target group, functionality and hours of operation are completely different from each other as one is a music festival and the other a business seminar. However, as indicated in Table 1, there are also identifiable similarities such as the creative and innovative feeling of the events and the support for youthful urban activity and the related lifestyle.

Table 1. Flow and Slush events compared in their relation to place, creativity and marketing.

	Characteristic
	Flow
	Slush

	Genre/type

	Music festival

	Start-up business convention

	Length (days)

	3–4
	2 (+ satellite events during one week)

	Total N of participants

	75,000 (total 3 days)
	17,500 (attendees, 2 days)

	Current location (physical)

	Suvilahti (old industrial area in Helsinki, mediocre centrality)
	Exhibition center of Helsinki (highly central)

	Spatial arrangement

	Outdoor with indoor options
	Indoor (event center)

	Target audience

	Local residents, visitors
	Entrepreneurs, investors, innovators

	Thematic focus

	Leisure
	Business

	Forms of creativity

	Design, music, art
	Innovation, programming, high tech

	Role in city branding

	International, easy going, design, high quality, smoothness
	International, hype, high tech, investments, finance, venture spirit

	Conceptualization of spatial practice

	Open, leisure, urban feel, living room, soft use of an open public space
	Closed, business, urban wealth, innovation, hard use of a semi-public space

	Application of social media

	Extensive
	Extensive

	Type of experiences offered
	Multisensory, technology empowered, co-created
	Multisensory, technology empowered, co-created

	Entry cost

	Approx. 100 USD (one day), Approx. 300 USD (full access pass)
	Approx. 300 USD (full access pass)

	Sponsorship profile

	Design, ICT, contemporary culture (food, fashion, urbanism) 
	ICT and technology industries

	University collaboration
	Participatory, event production, media combination
	Embedded, start-up facilities, participant companies



Table 1 indicates that both events may be considered mass events, but Slush attendance is considerably smaller than in the case of Flow. This might be interpreted as the difference between target customer segments (high-tech entrepreneurs and vendors) compared to a generic music festival targeted to all. However, when considering the entry cost and overall spending at the events, both events are relatively similar. This is an interesting notion, because Flow has always been priced more highly than other music events in Finland. Overall spending with a one-day ticket easily surpasses 200 USD, which also has an impact on the event’s participant profile.


Both events provide extensive amount of photographs on their event websites (www.slush.org and www.flowfestival.com) and other social-media platforms (e.g. Instagram). These photographs represent the diversity and design identifiable with the event concepts. The photographic collage available from these websites illustrates the ways in which design, lighting, food, technology and brand partnerships are used to transform the post-industrial space into a big “living room” with cozy nooks, high quality entertainment and an urban feel. This kind of transformation of urban space manifests aspects of what Stevens and Ambler (2010) call “post-Fordist placemaking.” It involves “complex […] networks of people and resources” and focuses on ‘soft’ content — services, programmes, themes, atmosphere — rather than inflexible built form (Stevens & Ambler 2010, 515; see also Colomb 2012, 138). Flexibility describes Flow very well, as it relies on a constantly renewing network of experts, which enables “the festival to react to the changing city” (Helsingin Sanomat 6.8.2016). 

The transformation of the festival site is accomplished through several means, one of which is lighting design. Lights emphasize the built forms and details and help the organizers transform the post-industrial site into a dreamy urban space. Illumination enhances the aesthetic quality of the festival and contributes to the overall experience of the festival attendees, urging them to take and share pictures on social media (also Morandi et al. 2016). In this way, illumination contributes to the creation of positive associations that add value to the event and form the backbone of its brand equity (Aaker 1991).

The use of lights and electrical signs positions Flow in a continuum of events through which lighting innovation has been promoted and fostered. This continuum traces back to the display of electric light in the World Fairs of the 19th century (McQuire 2005) and includes light festivals organized in Helsinki since the 1990s. One of these local festivals was “Valon Voimat” – “The Forces of Light” – an annual festival organized in Helsinki in November from 1995 until 2010. Charles Landry, one of the proponents of creative city thinking regularly consulted by the City of Helsinki, praised the “Valon Voimat” festival for creating a new and open framework for the Finnish tradition of using lights during the dark season, as well as for its “complex outreach in terms of tourism, culture and image-making” (Landry 2000: 88–89). The use of illumination in the Flow Festival continues this tradition by drawing from and contributing to the urban experience and image of Helsinki.

The placemaking involved in Flow supports the branding endeavors of Helsinki in accordance with a broader creative city discourse. According to the Managing Director of Flow, for example, the festival has a huge touristic and image value for Helsinki, as it is “manageable in size, interesting in terms of selection, ‘Nordic’, up to date and unique, spontaneous, unreserved in atmosphere, and easy in a good way” (Visit Helsinki 2017). Most of the festival site has not been protected from building development, making Flow one of the many temporary uses which have characterized the rapidly developing Kalasatama district in recent years. The temporary nature of Flow has nurtured an image of a dynamic festival in a flexible city that fosters innovation and attracts people to participate in the making of an urban space and new forms of culture. Simultaneously, the festival has supported the development of Kalasatama’s brand in tune with the reimagining of Helsinki as “a city full of people, actions and encounters that make an impact” (Brand New Helsinki 2017). 

[bookmark: _GoBack]In terms of graphic representations (e.g. photographs) Slush is similar to Flow: it is a site where geographical imaginaries of cities, in general, and Helsinki in particular, are entangled in the branding of the event alongside its many partners and sponsors. While Flow looks and feels like a big living room, the spatial layout and visual appearance of Slush resemble those of a utopian city that combines technologically empowered citizens and augmented realities with more traditional elements of urban space. It is best described as a “liminoid zone” characterized by “the mystique of exotic objects, the intoxicating energy of the crowd channelled within the confined public space, the prospects of fortunes to be made and lost in trade, the possibility of unplanned meetings and spontaneous adventures” (Goss 1993: 27). 

The sense of urbanity in Slush is complemented by “spatial associations which […] seek to establish authenticity and attract, stimulate and sustain interest in specific brands in the context of media pluralization and cacophony” (Pike 2009: 627). The connection of Slush to placemaking and city branding in Helsinki is evident in the “image transfer” (Zarantonello & Schmitt 2013: 258) between the event and its geographical context. The marketing of Slush draws on the contradiction between the darkness of Helsinki in November and the “unique energy and enthusiasm” associated with the event (Slush 2017). In November 2016, for example, Slush and the “My Helsinki” campaign launched by the City of Helsinki published a poster that received extensive coverage in international and social media. The poster read: “Nobody in their right mind would come to Helsinki in November. Except you, you badass. Welcome.”  The poster was an ironic remark about typical November weather (“slush”), aimed at praising the courage of the Slush attendees in accordance with an idea of the “creative craziness” associated with Finland in general (Kalaoja 2016). In this case, the meanings associated with Helsinki and Finland were transferred to Slush, and further to the adventurous event attendees. Slush epitomized the essence of Helsinki, the capital of Finland, and simultaneously highlighted the ability of venturous Slush attendees to lead Finland toward brighter times after the dark period that followed the downfall of Nokia. The role of Slush as a “beam of light” in the darkness was emphasized by spectacular lighting design and special effects, the abundance of which was suggestive of the lighting design of Flow.

Social media technologies and university collaboration are relevant venues for Flow and Slush alike. Social media technologies, along with a shift from Web 1.0 to Web 2.0, have become a platform through which people can generate content and share information and ideas (Neuhofer et al. 2014). Social media and mobile applications offer both Flow and Slush opportunities for participatory marketing and branding, as well as for supporting the co-creation of festival experiences before, during and after the festivals. According to a classification by Neuhofer et al. (2014), the experiences offered by both festivals are “technology-empowered multiplier experiences,” which place technology and co-creation at the core of all stages of the festival experience. 

By way of example, Flow has introduced an app for browsing through the festival program and creating personalized festival calendars. Flow has also launched hashtags to allow the public to share their festival experiences (#flow15, #flow16 etc.), pictures of their favorite dishes (#flowfood) and ideas of who would be the “must-see artists” at next year’s Flow (#flowdreams). In a similar manner, Slush has developed an app for navigating inside the venue and chatting with other attendees. Hashtags encourage attendees to share their experiences (#slush15, #slush16 etc.) and companies to get acquainted with other companies attending Slush (#comingtoslush).

These mobile technology applications have a distinct and recognizable role in the creation of the events. Mobile technologies are also the main information distribution channels related to both. Digital and continuously updated content enhances the user experience as well as promote the triad between the innovative city, technology and creativity. For example in the case of Flow, the combination of experience sharing, attendee communication and artist information represents elements of hard facts (who is performing, where and when) as well as both micro and macro sociality (small-scale communication within the event space versus the global reach of experience sharing). The technologies also represent the convergence tendency of social media technologies (integration with global social media outlets).

The main form of enhancing urban creativeness concerns the university collaboration that is embedded into both cases. Universities have been deemed as one major resource in establishing creative (or knowledge-intense) locations. In the case of Flow, this collaboration is strongly present, and Aalto University (including the School of Arts, Design and Architecture) has a visible position both in the sponsorship as well as in the production of sub-events. These include media instalments and combinations of sound, art and design. In the case of Slush, the university collaboration is more embedded into the start-up scene and the origination of start-ups. For example, Aalto University has separate units focusing on start-ups and vendor potentials for them. Start-up companies are often founded by university students, and they are one of the key participant segments within Slush.   


Interpretations and conclusions

These events demonstrated nuances that are easily identifiable from the academic literature of urban events and spatial theory. Our discussion of the two urban events indicated that these events are not only commercial products aiming to produce economic profit but also sites of urban experience, branding and image creation that are linked to a discourse and practices concerning “creative cities.” The events may be seen through the eyes of a single event visitor or through the lens of urban marketers, strategists or researchers.  

Considering spatial theory and its divisions into varying forms of spatial categories, it becomes clear that the events are manifestations of economic and social life demands in urban space. This view may be expanded to include the distinction between the use of public (Flow) or private (Slush) spaces. In terms of the spatial organization of the events, the localization of the events is stimulating. Both events are located relatively close to the center. The Slush venue is located in the exhibition center, which is easily accessible by train, bus and tram. Flow, on the other hand, is located in an old industrial area that is undergoing extensive transformations. It is relatively easy to access with public transport, but the walking distances are far greater than in the case of Slush.

In terms of city branding and the social mediation of the urban imaginary, our interpretation is that well-planned and executed events are significant. Due to their international scope, events offer opportunities for effective co-branding campaigns, which involve not only events with their multiple partners and sponsors, but also event sites and their larger geographical context. These kind of branding campaigns create geographically rooted associations that add value to events and, thereby, affect common perceptions concerning the cities in which the events take place. The examined events show that, in addition to various campaigns, branding may be based on encouraging the creativity of individuals by offering them opportunities to create, use and modify urban space flexibly through their actions and encounters. Because of this, post-Fordist placemaking with changing networks of actors is important to events in and through which ideas of urbanity and its local manifestations are challenged and reimagined. The large numbers of attendees together with extensive media coverage and word of mouth ensure that the perceptual impact of international events is very high. In the case of Slush 2016, for example, the number of international investors exceeded 1,000 from more than 60 countries. Considering Slush, the investor attraction creates a potential transaction volume of more than half a billion euros. The start-up scene of the event is therefore a significant hot spot for social and financial networking.

This chapter contributes to literature on the range of urban events and their potential for urban image creation and marketing with location-based elements of creativity and placemaking. There is a continuous demand for assessing the impact of events on the urban economy and urban development. Their impact is also related to public policies of managing events and their regulations. In order to continue this quest, the following research directions and potentials should be studied in the future. These include, for example, how to measure urban events and their promotional impact on the urban image. How do these impacts vary according to the events, their fields and properties? What role does the national context have on locally arranged events? And how do the spatial characteristics of the events relate to the overall experience of the event visitors? All these new questions require academic inquiry and will provide a potential and interesting research thread for urban studies focusing on events and happenings.
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