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ABSTRACT 

 

This study aims to understand to what extent effective events contribute to the image of the city that 

receives them, promoting the love of the city-brand and positively influence the happiness of the 

inhabitants and non-inhabitants. A case study was lead in the city of Cascais, using two events, "Estoril 

Open" and "Festas do Mar - Cascais". The surveys, based on validate models of Event Efficacy, Brand 

Love and Happy Cities, were applied in two distinct samples, one composed by the inhabitants of 

Cascais and the other by non-inhabitants. By testing hypothesis and through correlation analysis, was 

concluded that effective events contribute to the image of the host city, promoting the love of the city-

brand and positively influencing the happiness of the inhabitants and not inhabitants. 

Keywords: Local Economy; Destination Development; Destination Competitiveness; Sustainability; 

Events; Brand Love; Happy Cities; Place Branding;  

 

  



 

1. Introduction 

This research aims to understand if there is a relationship between effective events and the love of the 

city brand, and if this translates into happier citizens and tourists. Sporting events can generate great 

results for the host city, region, and country, with tourism being one of the most targeted businesses 

(Getz, 1998). Getz (1998), in addressing the main trends in the event sector and their implications for 

research, warned about the importance of the strategic development of events, concerning tourism 

and economic development, urban regeneration, social and cultural objectives, private sector 

marketing. 

While substantial increases in tourism occur during the period the event takes place (Daly et al., 2020), 

the benefits will be short-term if the impact is not felt in the post-event. Therefore, it is essential that 

these benefits are extended beyond these periods, and there is a need to create a strategic plan that 

covers the before, during and, with special attention, the post-event (Chalip, 2004). Allen et al. (1999), 

affirm that the impacts of events can be verified at various levels: increase in the flow of visitors, 

intensification of the global tourist experience, catalysts for development, promoters of economic 

benefits and promoters of long-term impacts on destinations (Santos, et al. 2021; Mehzabin et al., 

2022). Thus, and considering the impacts that events, be they sporting, musical, cultural, or other, can 

have on a city, country, or region, it becomes interesting to associate concepts such as territorial 

branding and city branding. By having this association, we start to treat in a more specific way the 

theme of the "city brand" and the image adjacent to it. 

Kavaratzis et al. (2015), claim that territory marks are present in many different forms, such as nations, 

cities, regions, districts, towns, and villages. The concept of City Branding becomes important as there 

are more and more reasons to manage and control the image of a city (Kotler et al, 2004). Through the 

introduction of the concepts previously referred, and assuming the existence of a "brand-city", when 

realizing that a city can be managed and analyzed as if it were a brand, the association of the concept 

of Brand Love becomes the target of study. However, and before being applied this concept, it is 

pertinent to introduce another, the brand personality, associated to the place brand. To achieve a 

better perception of what the concept of brand personality deals with, Stigel and Frimann (2006), in 

their study, state that a territory is like an individual, possessing an "identity", a "soul", a "personality", 

a "mentality" with a set of stable values. Considering this perspective, the place has an ontological 

status, since it possesses a personality with values. These values are aggregated in an "identity", which 

can (and should) be applied in the internal and external communication of the territory as a brand. 

Ekinci and Hosany (2006) also suggest in their research that when destiny is perceived as having a 

strong personality, the possibility of the territorial image being recommended also becomes greater. 



 

Kaplan et al. (2010) conclude in the study that personality characteristics can effectively help in the 

differentiation of territorial brands, in the same way that occurs with conventional product brands. 

Thus, we encompass the concept of brand love, as previously mentioned, which can be defined as a 

recent marketing construction, created to influence important marketing variables, such as brand 

loyalty (Bergkvist & Bech-Larsen, 2010; Pereira et al. 2021; Azouri & Senechal, 2022). Carroll and Ahuvia 

(2006) admit that brand love is positively related to brand loyalty, which produces highly desirable 

results for brands. For Ahuvia (2005), brand love involves passion for the brand, attachment to the 

brand, a positive evaluation of the brand, positive emotions provoked by the brand and declarations 

of love towards it. Greenburg (2009), says that through tourism, conventions, events and the influx of 

talent, the perception of happiness can contribute positively to the development of places. Nawijn 

(2011) and Nawijn and Veenhoven (2011), state that although the effect is small and short-lived, 

tourism really has the capacity to increase the happiness of individuals. Cuypers et al. (2011), in their 

research, state that men and women who actively participate in cultural and creative activities are 

associated with better health, subjective well-being, and even lower levels of anxiety and depression. 

This study adopts a traditional research structure. Begins with an exhaustive review of existing works 

related to the topic and the constructs supporting the investigation. Then, is the proposed the model 

for evaluating the Effectiveness of Events, the research questions, and hypotheses to be evaluated, 

considering the possible correlations between effective events, Brand Love and Happy Cities. The next 

section presents the methodology, population and sample, questionnaire justification, methods 

applied to receive the answers and tools used to analyze the data. Section five presents and discusses 

the results of the research and the application of questionnaires. Two analyses are presented, the first 

referring to the proposed model of "Effectiveness of Events" and the second referring to the 

correlations obtained. The last section presents the main conclusions and reflections, limitations found 

as well as suggestions for future research, and contribution for academic and management. 

 

2. Theoretical framework 

2.1 Marketing and Territorial Branding 

As Anholt (2005) hilights, the progress of the 21st century, that combined revolutionary forces in the 

areas of services, communications, transport and information, has provided a new global logic in the 

the market competitive framework, while at same time reducing space barriers. Thus, all the above-

mentioned factors, which contribute to a globalized world, lead countries, cities, regions, and towns 

to compete for a share of their customers' attention, reputation, investment, appreciation and trust 

(Dias et al., 2021; Monfared, et al., 2023). 



 

Ashworth (2006), in a similar way, states that territorial marketing has a chronography, highlighting 

the period between the World Wars as the period of greater marketing development, moving away 

from being a simple technique of selling physical products by commercial companies, with the purpose 

of generating profit in the market. However, the entry of the concepts of social marketing (objective 

is the attempt to influence customer behavior for social purposes), non-profit marketing (marketing 

by non-commercial companies and / or NGOs) and image marketing (the product refers to a 

perception, feeling or experience (Carmo et al., 2022), unlike a physical product), in the world of post-

1945, led to the possibility of changing the approach of marketing from the commercial sphere to the 

public sector, specifically for the management and communication of territories. 

In 2005, place marketing is described as "marketing designed to influence a target audience to a certain 

positive behavior towards products or services associated with a specific place.", by the American 

Marketing Association. Thus, territorial marketing contributes to economic and local development and 

is thus a substantial tool (Moreira, 2010). It is therefore important to recognize that territorial 

marketing plays an important role in the strategic development of a region. It contributes to the 

identity relationship and positioning of visitors, as well as to the feeling of belonging on the part of the 

inhabitants of the region. 

Assuming that marketing and territorial branding are umbrella terms that encompass several 

dimensions, Kavaratzis et al. (2015), assert that territorial brands are present in multiple and varied 

forms, such as nations, cities, regions, districts, towns, and villages. There are many countries (such as 

Greece, Australia, Malaysia, Spain and Croatia), regions (such as Wales, Western Australia, Oregon, 

Montana and the Algarve) and cities (Glasgow, Manchester, London and New York) that have already 

adopted brand building techniques (Caldwell & Freire, 2004). 

Today, the area of study of territorial marketing is already established in the academic world. Despite 

this, the first scientific texts began to appear only in the last quarter of the 20th century. The growing 

number of scientific papers, books and conferences on this topic reflects the emphasis given to the 

areas of research and publication (Govers and Go, 2010). Nowadays, the importance of this theme has 

surpassed the academic sphere and is welcomed by public bodies as well as by the populations 

themselves. Prior to the brand is the image and positioning. Kotler et al. (2007) state that the image of 

a territory is formed by a set of attributes such as beliefs, ideas, and impressions that individuals 

attribute to any place. According to Campo et al. (2011), this image, which generally represents a 

simplification of many associations and fragments of information related to the place.  

Oppermann (1996) refers the existence of several surveys supporting that the promotion of territories 

has an extremely significant and positive effect on the global rankings of destiny and, therefore, on 



 

their election by tourists. This considers three phases on the image formation (Etchner and Ritchie, 

1991). The latter, when the image is more consistent and realistic, is the one that influences most the 

consumer experience achievement and experience. Is based on the first two phases when, through 

secondary information sources, as, among others, commercial or non-commercial communication, 

perceptions are being created at the consumer mind.   

According to Caldwell and Freire (2004), branding is a major tool for marketing strategy. The brand 

plays an important role during the process of choosing the destination to visit. However, Hankinson 

(2007) states that only brands reflecting the right positioning works effectively. The use of brand 

communication applied to regions has grown exponential (Gato et al., 2022). This has even spread to 

minor regions where, after an initial analysis, it would be difficult to apply (Dinnie, 2004). Dinnie (2004) 

refers that there are more reasons for regions to manage and control their branding activities than to 

remain in the inertia of not communicating. Thus, branding has been imposing itself as a strategy for 

territorial promotion, globally, due to the need of attracting tourists, organizations, and talented 

individuals, as well to find new markets to export. Over the last decades, several countries such as 

Spain, Australia or Ireland, have deliberately adopted and adapted branding strategies in their 

marketing strategy and in the offer products and services, with the aim of projecting a new and 

restored vision of the countries. These reinvented nations are now competing in a harsh and turbulent 

commercial environment (Olins, 2009). These countries have focused on the branding process, as a 

solution to their issues and a possible path for their evolution. Therefore, Morgan, Pritchard & Pride 

(2004) state that a territory with a strong brand enjoys countless potentialities, which can shape its 

economy, culture, and politics. 

A territory brand strategy must be supported on a plan that defines a realistic, competitive, and 

attractive strategy for the place, that need to accomplish the expectation and communicated 

accordingly. An appropriate place strategy needs to consider that the main resource of a place, as well 

as its true essence, are the inhabitants and the local initiative (Anholt, 2003; Koranteng, 2023; Kozaily 

& Azoury, 2023). Places need to adopt strategies based on brand building so to compete effectively in 

the actual era of globalization and information. 

2.2. Research Model, Questions and Hypotheses 

The Research Model is based on existing theoretical frameworks. Consider the existence of 

correlations between (1) Effective Events and place Brand Love, (2) Effective Events and happier 

citizens and tourists and (3) place Brand Love and happier citizens and tourists. 

 



 

 

Figure 1: Research model Source: Own elaboration 

The research model is according with the constructs referred in the previous section and will be applied 

to non-inhabitants of Cascais and the inhabitants of Cascais.Starting from the construct of Events 

Effectiveness, in this survey we will consider the model of sports events strategic leverage, developed 

by Chalip (2004) with the strategic objective of "intensification the image of the host destination". This 

model could be extended to other nature of events as musical events. In our case, one tennis sport 

event (Estoril Open) and one musical event (Festas do Mar – Cascais). 

Is now important to understand the importance of events for the sustainability of a region, with 

emphasis on the impact that they may have on the image, i.e. the city brand. Ashworth (2006) refers 

the existence of different techniques of place branding but details the hallmark events branding. This 

technique related with the organization and planning of an event (cultural, economic, sportive, 

political, or other nature) allows the increase of a place awareness and the positive perception of 

patronage and support to culture. These events contribute creating for a greater the environment and 

place personality (Kayani, Shafique & Ali, 2023). The most understand of this approach, increases the 

competition between places to host major sporting events such as the World or European Football 

Championship or, in a more cultural vision, the "European City of Culture". 

The look for relation between Effective Events, Brand Love and Happy Cities gains relevance, as the 

concept of City Branding becomes important, with a major need manage the image of a place (Kotler 

et al, 2004). Kavaratzis (2004) refers that everything happening in a place and being developed under 

its authority, transmits a message, contributes for its perceptions and image. So, is relevant to analyze 

the possible relation between the place events, place image and the place brand love.  If there is a 

passion with the place brand due to what is happening, there. Has considered Ahuvia (2005) in his 

brand love approach. Ateca-Amestoy et al. (2014) state that artistic activities, cinema, or other similar 

activities have a positive impact on the happiness of individuals. Greenburg (2009) refers that through 

tourism, conventions, events and also the influx of talent, the perception of happiness has the ability 

to contribute positively for a place development.  



 

To test the relations proposed in the model, we will (1) validate the variables and factors that 

contribute to an effective event and (2) test hypotheses aiming to validate the relations. Based on the 

research model we will test the hypotheses in the two existing samples (non-inhabitants and 

inhabitants). Nawijn (2011) and Nawijn and Veenhoven (2011), refer that although the effect is small 

and short-lived, tourism really has the capacity to increase the happiness of individuals. In this research 

the sample of non-residents in Cascais is composed only by individuals living in Portugal, or internal 

tourists, when traveling to Cascais (Jhunior, et al., 2022). Same authors state that the pre-travel period 

(anticipation and expectation) and the post-travel (remembering and reliving memories), both, 

contributes to a positive effect. 

Chalip (2004) refers that while an important increase of tourists occurs during the period the event, 

the benefits will be just in the short term if the impact is not felt in the post-event. It’s crucial that the 

benefits could be expanded beyond this period and is key to have a strategic plan for the before, during 

and, with special focus, the post-event (Chalip, 2004). Nawijn (2011) and Nawijn and Veenhoven (2011) 

state that "although the effect is small and short-lived, tourism really has the capacity to increase the 

happiness of individuals". Based on the previous considerations, we hypothesize if the strategic 

planning of sporting, musical, cultural events, others, will be an opportunity to enhance the happiness 

felt by tourists, in this case, in Cascais. For the non-residents in Cascais we formulate: 

H1. There is a relation between the effectiveness of the event "Festas do Mar - Cascais" and feel 

happy as tourist in Cascais. 

H2. There is a relation between the effectiveness of the "Estoril Open" event and feel happy as 

tourist in Cascais. 

Ancarani (2001) refers that territorial marketing communication must consider two groups, being one 

of the "external customers", as non-resident citizens, external companies, traveling workers and 

tourists. The author enhances the importance of these targets to improve the attraction for and from 

a place (Taherkhani, Kooshamoghaddam & Majd, 2022). Ahuvia (2005) considers that brand love 

involves passion for the brand, attachment to the brand, a positive evaluation of the brand, positive 

emotions promoted by the brand and declarations of love towards it. Look for relations between the 

effectiveness of the events and the love for the Cascais, is highly relevant. So, the following hypothesis 

may be formulated: 

H3. There is a relation between the effectiveness of events and feeling love for the Cascais brand as 

a tourist. 

Deutsch-Burgner et al. (2014) refer that recently the subjective well-being and happiness, are 

important factors in the decision to where travel. Liu (2013) states that the main objective when 



 

travelling will always be the search for happiness, regardless the reason for travel. Ahuvia (2005) 

defends that brand love involves passion for the brand, attachment to the brand, a positive evaluation 

of the brand, positive emotions promoted by the brand and declarations of love towards it. Ekinci and 

Hosany (2006) suggest, based in their research, that when destiny is perceived as having a strong 

personality, the possibility of the territorial image to be recommended becomes higher. There seems 

to be a consensus on relationship between a tourist feel love for a city and feel happy in the city. The 

following hypothesis may be raised. 

H4. There is a relation between feeling love with Cascais brand and feel happy as a tourist in Cascais. 

Ateca-Amestoy et al. (2014) consider that artistic activities, film, or other similar activities have a 

positive impact on the happiness of individuals, while activities as watching television may have a lower 

impact. Cuypers et al. (2011) reinforces that individuals active in cultural and creative activities are 

associated with better health, subjective well-being, and lower levels of anxiety and depression. 

Greenburg (2009) refer that through tourism, conventions, events and influx of talent, the perception 

of happiness has a positive impact in the place development. Is relevant to hypothesize the relation 

between the events adopted as case studies and the happiness the citizens of Cascais.  

H5. There is a relation between the effectiveness of "Festas do Mar - Cascais" event and feel a happy 

Cascais citizen. 

H6. There is a relation between the effectiveness of "Estoril Open" event and feel a happy Cascais 

citizen.  

Ekinci et al. (2007) refer that the personality and image of the host citizens impacts brand personality, 

image, and fate. The author argues that "city branding" involves the citizens characteristics and that 

the existence of effective events may be directly related to their love for the place. Ancarani (2001) 

consider that territorial marketing communicates with two reference groups, being one the "internal 

customers" as resident citizens, professionals, and organizations. The author states that the center of 

the relationship between the place and internal public is the satisfaction, that must be continuously 

stimulated. The existence of a relation between the effectiveness of the events and the feeling of love 

for Cascais, could be hypothesized. 

H7. There is a relation between the effectiveness of events and feeling love for Cascais as a citizen. 

Ekinci et al. (2007) refer that the personality and image of the host citizens impacts brand personality, 

image, and fate. Ahuvia (2005) consider that brand love involves passion for the brand, attachment to 

the brand, a positive brand evaluation, positive emotions promoted by the brand and declarations of 

love towards it. The existence of a relation between love for Cascais and citizens being happy may be 

hypothesized. 



 

H8. There is a relation between feeling love for Cascais and feel a happy citizen in Cascais. 

 

3. Methodology 

A quantitative approach was applied. This method is adequate since que questionnaire is developed 

based on existing validate models and allows to look for relations between the constructs and 

respective items. The sample are those individuals that have been is the events referred previously. To 

get the responses the survey was sent online through major social networks. The decision not to 

interview the individuals during the event was due to the possibility of the answers being influenced 

by the “mood of the moment”. Good or not so good. 

The questionnaire is divided into four sections, the first consisting in characterizing the respondent. 

The following three sections are dedicated to each construct.  The second section is related to the 

Events Effectiveness, considering the previous works of Chalip (2004), O'Brien (2006), Grix (2012), 

Karadakis, Kaplanidou and Karlis (2010) and the factors Host Country (Infrastructures, Security, Size), 

Host People (Relationship with visitors, Hospitality, Tolerance, Sensitivity, Kindness,  Ability to answer 

questions, Ability to communicate in foreign languages, Reception at the airport), Host Country 

Services (Accommodation, Restaurants, Cafes, Transport), Political-Economic Situation of the Host 

Country (Stable Economy, Stable Politics), Sports History of the Host Country (Experience in the 

organization of events, Sports Recognition, Recognized Athletes). In this section the two events being 

study, Festas do Mar – Cascais and Estoril Open, are presented. The third section is related with Brand 

Love, considering the model developed by Batra, Ahuvia and Bagozzi (2012). Being one of the objects 

of study the city branding, in this section, the questions are related to the city of Cascais. The last 

section evaluates the level of happiness with Cascais by applying the model developed by Gomes 

(2015), supported is works from Ateca-Amestoy, Gerstenblüth, Mussio and Rossi (2014), Johnston 

(2014), Beeton (2006: 17), Oppermann (1996), Enright & Newton (2005), Kozak & Rimmington (1998), 

Valle et al.  (2006) and Echtner & Ritchie (1991). 

The questionnaire was made available online, and two distinct links were created for each target. 

Pretests were conducted and minor correction were adjusted (Ferreira et al., 2023). The final version 

was sent through social networks and e-mail with the aim of creating dissemination networks to reach 

the largest number of respondents. Also, the links were sent direct to groups of inhabitants in the 

municipality of Cascais (includes Estoril, Carcavelos, Parede, São Domingos de Rana and Alcabideche) 

and non-inhabitants in the municipality of Cascais. A total of 619 individuals were surveyed. 322 

responses from non-inhabitant in Cascais and 297 from inhabitant. 

 



 

4. Results 

We start by analyze the demographics of the respondents. In total 619 individuals. As previously 

mentioned, there are two samples, one consisting of the inhabitants of Cascais, with 297 respondents, 

and the other consisting of the non-inhabitants of Cascais, with 322 respondents. A higher number of 

women are registered in both samples. In the sample "Inhabitants of Cascais", the numbers are divided 

into 193 (64.98%) women and 104 (35.02%) man. In the sample "Non inhabitants of Cascais", the 

numbers are divided into 198 (61.49%) women and 124 (38.51%) man. In the “Inhabitants of Cascais”, 

there exists homogeneity in the number of responses by age, being the major from 20-24 years 

(19.19%) and the minimum from 15-19 years (3.03%). In the "Non inhabitants of Cascais" there exists 

a higher number of respondents with 25-29 years (29.81%) respondents, being the lowest segment 

those over 65 years old (1.24%).  

After collecting the answers, data was analyzed, looking to validate the hypothesis and verify 

correlations between the constructs. All the hypotheses were accepted. The Hypothesis 3, “There is a 

relation between the effectiveness of events and feel love for Cascais as a tourist", is accepted based 

on only one of the events, the "Estoril Open". There was no correlation with the other event tested. 

Table 1: Verification of the hypotheses - Sample "Non inhabitants of Cascais" 

Sample - Non-residents of Cascais 

 Correlations 

H1.  There is a correlation between the Happy Cities model and the model of 

Effectiveness of Events (Festas do Mar- Cascais). 

Correlation Coefficient= 0.432 Sig. (1-tailed) = 0,000 

H2.  There is a correlation between the Happy Cities model and the model of 

Events Effectiveness (Estoril Open). 

Correlation Coefficient = 0.410 Sig. (1-tailed) = 0,001 

H3.  There is a correlation between the model of Effectiveness of Events, and 

the model of Brand Love (Estoril Opern) 

Correlation Coefficient = 0.176 Sig. (1-tailed) = 0,126 

 



 

H4.  There is a correlation between the Happy Cities model and the Brand Love 

mode (Festas do Mar – Cascais) 

Correlation Coefficient= 0.467 Sig. (1-tailed) = 0,000 

 

 

Table 2: Verification of the hypotheses - Sample "Inhabitants 

of Cascais" 

 

Sample - Inhabitants of Cascais 

 Correlations 

H5.  There is a correlation between the Happy Cities model and the model of 

Effectiveness of Events (Festas do Mar – Cascais). 

Correlation Coefficient= 0.336 Sig. (1-tailed) = 0,000 

H6.  There is a correlation between the Happy Cities model and the model of 

Events Effectiveness (Estoril Open). 

Correlation Coefficient = 0.320 Sig. (1-tailed) = 0,001 

H7.  There is a correlation between the model of Effectiveness of Events and the 

model of Brand Love (Estoril Open). 

Correlation Coefficient = 0.162 Sig. (1-tailed) = 0,047 

There is a correlation between the model of Effectiveness of Events, related 

and the model of Brand Love (Festas do Mar – Cascais). 

Correlation Coefficient = 0.188 Sig. (1-tailed) = 0.011 

H8.  

 

There is a correlation between the Happy Cities model and the Brand Love 

model. 

Correlation Coefficient = 0.591 Sig. (1-tailed) = 0,000 



 

  

 

5. Discussion 

Strong correlations were obtained between the two events under study, as well as with "Other 

Events", both from the perspective of the inhabitants and non-inhabitants of Cascais. Through the 

analysis of the three identified correlations, we can conclude that the Event Effectiveness model may 

have a global, being applied, with reliability to different events. The variables identified by the authors, 

among others, Chalip (2004), O'Brien (2006), Grix (2012), Karadakis, Kaplanidou and Karlis (2010), 

demonstrate to be of enormous relevance for an event to be effective.     

By applying the Brand Love model and being the same highly associated and applied to brands we 

know from everyday life, the definition of marketing and territorial branding became crucial (Anholt, 

2005). Allows update the importance of territorial branding. The results were positive according to the 

initial objective. The correlations existing in the sample of non-inhabitants in Cascais allows relevant 

conclusions on the impact that "Estoril Open" event and other events may have on the brand Cascais. 

In particular, about the "love" that non-residents can develop. Ancarani (2001) refers that external 

consumers (non-residents) are important for a place to be attractive and attract new enters. These 

correlations are in line with the works of Ancarani (2001) when considering that Effective Events and 

Brand Love have a direct and positive correlation.   

Within the sample of inhabitants in Cascais, correlations are identified, proven the existence of a direct 

and positive correlation between the effectiveness of the events "Estoril Open" and "Festas do Mar – 

Cascais" and the love they nurture with Cascais, as well as between events and Brand Love. Ancarani 

(2001) refers that the center of the relationship between place and internal public is satisfaction that 

will stimulate the continuity in the area. The existing correlations are in line with this author research, 

when defending that events are central to promote the love from residents with their city.   

By introducing the construct of Happy Cities, we aim to understand if events may have a positive 

impact in the happiness about a place felt by its inhabitants and non-inhabitants. Diener (2000), states 

the existence of subjective well-being components that contributes to life satisfaction (overall opinion 

of life), satisfaction with key factors (job satisfaction, family life, others), positive effects (experiencing 

positive moods and emotions), and to few negative emotions (experiencing unpleasant emotions). We 

believe is much relevant associate with these factors with events since they promote moments of 

pleasance and happiness, that may contribute to the subjective well-being and good feelings about a 



 

place. This is more valuable as Diener (2000) considers that the values of subjective well-being are 

influenced on a large scale by cultural and social factors.  

Was possible to identify correlations between the events included in the Event Effectiveness model 

and the Happy Cities model. Studies developed by Nawijn (2011) and Nawijn and Veenhoven (2011) 

refers that, although, the effect is small and short-lived, tourism can increase the happiness of 

individuals. The results allow to verify the existence of positive correlations between the effectiveness 

of the events and the happiness experienced in the city of Cascais, as being a happy city. Events as 

"Estoril Open" and "Festas do Mar – Cascais" effectively contributes to Cascais to be felt as a happy 

city. This is more important considering that, according to   Nawijn (2011) and Nawijn and Veenhoven 

(2011), the pre-trip period (anticipation and expectation) and the post-trip period (recalling and 

memories), can prolong this positive effect.    

We may conclude that is of high importance the development of a strategic planning for the 

organization of the events in a place, city, country, or region, as referred by Chalip (2004), Nawijn 

(2011) and Nawijn and Veenhoven (2011). Chalip (2004) refer that, while the number of tourists 

increase during the period in which the event occurs, the benefits will be in the short term if the impact 

is not felt in the post-event. Is crucial that these benefits are expanded beyond these periods, and, for 

that the existence of a strategic plan is key.  Also, Nawijn (2011) and Nawijn and Veenhoven (2011) 

refer that although the effect is small and short-lived, tourism really can increase the happiness of 

individuals, being an excellent opportunity to enhance and keep in time the happiness felt by tourists.  

The results allow to verify that effective events contribute for the happiness of the inhabitants of a 

place. Greenburg (2009) defends that through tourism, conventions, events and even the influx of 

talent, the perception of happiness can contribute positively to the place development.  

To finalize, we were able to validate correlations between the constructs of Happy Cities and Brand 

Love.  By associating Happy Cities with Brand Love and proving that there is a reliable correlation 

between the two, becomes clear that when exists love for a city the happiness of inhabitants and non-

inhabitants increases. Deutsch-Burgner et al. (2014) refer that in a more recent period, subjective well-

being, and happiness, are factors raising importance in discussions about travelling, and, according to 

Liu (2013) the main reason for individuals to travel is the pursuit of happiness. Ahuvia (2005) considers 

that brand love involves passion for the brand, attachment to the brand, a positive evaluation of the 

brand, positive emotions promoted by the brand and declarations of love for it, a huge conjugation 

between both concepts is identified. The complementarity of this authors is coherent with our findings 

and support the correlation between a Happy City and Brand Love. 



 

Having City Branding as an aggregating concept, we may refer Kotler et al. (2004) when mentioning 

that this concept becomes important, since there are more and more reasons to manage and control 

the image of a city. This is according with Kavaratzis (2008) when referiing that the objective is to 

achieve "competitive advantage, in order to increase internal investment and tourism", but also, "to 

achieve community development, reinforcing the identity and identification of citizens with their city 

and activate all social means in order to avoid social exclusion.  

6. Conclusions 

We believe to have meet the proposal of his work, by highlighting the importance of the city brand, 

how it is perceived by residents and non-residents, and proving, through the case study, that effective 

events could positively impact on this image, contributing to a greater brand, as well as to the 

happiness felt.  

5.1. Managerial implications 

In a world where the image and the way it is communicated becomes more and more important, 

through the application of the models of Brand Love, Happy Cities, and Effectiveness of Events, a place 

may really improve its sustainability by attracting more residents and tourists, as suggested by Adzis 

et al. (2022). To do that, is fundamental to develop a strategic approach, also considering events and 

its three phases: before, during and after the event. By doing this, the regions will benefit from more 

individuals and organizations that will generate financial, social and image advantages. Also, will 

promote the love for the place, knowing that a branded love place will be able to have more residents, 

tourists, and organizations. This research may enable places knowing the importance of these concepts 

and how to put them in practice, based on the cases presented. 

5.2. Theoretical contributions 

At the academic level, the search for new research topics is fundamental for the knowledge 

development. The study of a place as a brand as already several years. But its association with the 

concepts of love and happiness is brand new. This work has demonstrated that is possible, and relevant 

to combine these three constructs and opens the possibility for future work. As verified in the 

literature, cities are more sustainable as they attract and retain citizens and tourists (Dias et al., 2023). 

This research contributes with new knowledge: (i) proposes an exploratory model of event 

effectiveness, for non-inhabitants and inhabitants of a city; (ii) verifies the existence of correlations 

between the exploratory model of Events Effectiveness, Brand Love and Happy Cities and (iii) verifies 

the reliability of the variables used to measure the three evaluated constructs. As normal, this research 

has some limitations as the difficulty of speaking directly with the respondents before, during and after 

the events and have worked with a convenient sample. Also, the lack of comprehensive literature 



 

relating the constructs considered is a limitation when looking on how to correlate them. 
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