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Abstract:

This research paper examines the crucial role of marketing in the develop-
ment of new cities, addressing the gap often observed in projects like
Marota City and Basilia City in Damascus. By studying international best
practices and exploring the potential of artificial intelligence (Al) as a tool
for planning and marketing, the paper proposes a framework for effective
promotion of new cities both before and after implementation.
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Marketing New Cities Using Artificial Intelligence as a Planning Tool for Urban Development (study case: Marota and Basilia Cities)

Introduction:

Marketing is a critical subject for the success and effectiveness of newly established cities. Effective
marketing practices will allow for the achievement of the desired goal of creating these new cities by
targeting the appropriate audience through the promotion of buildings, apartments, investment pro-
jects, services, and reaching the targeted clients and investors in this urban development project. With
the advancement of technologies and artificial intelligence, there has been a significant impact on
marketing, leading to changes in the way new cities are promoted and advertised, such as market
research, decision-making optimization, and facilitating the marketing process through automated
responses and other methods.

Research Problem:

The research problem lies in the absence or neglect of the importance of proactive marketing strate-
gies when planning new cities, such as Marota City and Baselia City. This results in challenges in
attracting residents, businesses, and investments, which in turn negatively impacts the planning of
these cities. This includes difficulties in reaching the target audience for the project, delays in project
implementation, challenges in attracting clients for investment and service projects within the new
city, delays in housing, life, and stability in the new city due to the target group not owning apart-
ments and buildings. Consequently, the project becomes an obstacle and burden on the surrounding
environment, the government, and investors in the city.

Research Objectives:

To establish a framework for effective marketing of new cities, considering both the pre-development
and post-implementation phases. To explore the potential of artificial intelligence (Al) as a tool for
urban planning and marketing, including data-driven market research, personalized campaigns, and
Al-powered customer engagement.

Research Significance:

This paper will highlight the potential of Al as a powerful tool for data-driven decision-making,
personalized marketing, and enhancing customer engagement in the context of new city develop-
ment.

The proposed framework will provide practical guidance for planners, developers, and marketing
professionals involved in new city projects.

The case study analysis will offer specific recommendations to improve the marketing of Marota City
and Basilia City, contributing to their long-term success and sustainability.

Conclusion:

By integrating strategic marketing practices and harnessing the power of Al, new city development
projects like Marota City and Basilia City can overcome their current challenges and attract the res-
idents, businesses, and investments needed to thrive as vibrant and sustainable urban centers.
Research Methodology:

Literature Review: Examining academic research, case studies, and reports on the importance of
marketing for new cities, place marketing, and the application of artificial intelligence (Al) in urban
planning.

Comparative Analysis:Comparing and contrasting marketing strategies of successful new cities
worldwide to identify key success factors and lessons learned.

Case Study Analysis:Investigating the specific contexts of Marota City and Basilia City, analyzing
their target audiences, strengths, weaknesses, and marketing challenges, and identifying Al tools that
facilitate the marketing process.
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Framework Development:Proposing a comprehensive framework for marketing new cities, inte-
grating both traditional and Al-powered strategies.

Reference Studies:

The research will introduce key concepts such as new cities, marketing strategies for new cities, and
the evolution of marketing with the integration of Al as a fundamental tool for promotion and out-
reach.

1.The Concept of New Cities:

New private real estate investments are on the rise, often taking the form of entirely new cities built
from scratch as self-sufficient, comprehensively planned areas. With the expansion of these new
pathways for city-making and the emergence of empirical research, there is a growing need for
conceptual clarity. Systematic studies examine the diversity of new cities, tracing their financial
trajectories. Most new cities are private-sector-led projects in collaboration with the public sector,
characterized as urban spaces with complex land management arrangements.

Inspired by Asian and Middle Eastern examples, current real estate investments frequently take a
distinctive form: new cities built entirely from scratch as autonomous, comprehensively planned
enclaves on the outskirts of existing cities. In other cases, city centers are "upgraded" and transformed
into entirely new urban environments (Bhan, 2014; De Boeck, 2014; Grant, 2015; Murray, 2015a,
2015b; Watson, 2013).

While private sector real estate investments in new cities are presented as rational responses to pro-
jected high urban population growth and unsustainable urbanization patterns, they clearly fail to
address the urgent housing needs of urban poor populations. Instead, these projects primarily target
the "rapidly growing™ middle- and upper-class segments of African cities (Grant, 2015; Hattingh et
al., 2012; KPMG, 2012), including foreign expatriates.

Globally, new city developments are marketed by real estate investors as eco-friendly, smart, and
subsidiary cities—Ilarge-scale gated enclaves featuring mixed-use residential and commercial spaces,
alongside tech hubs or special economic zones. These strikingly distinct cities are designed to serve
as global economic showcases or "world-class cities" (Roy and Ong, 2011).

However, as these new city-making trajectories expand and empirical research emerges worldwide,
greater conceptual clarity about this phenomenon and its boundaries is needed. Drawing on academic
and professional literature reviews, as well as online sources, this study categorizes and conceptual-
izes the "new cities" industry. It systematically examines the forms and diversity of new cities, ex-
ploring their marketing pathways.

These new cities are distinguished from existing urban expansions or satellite towns by emphasizing
developmental objectives such as economic diversification, population decongestion, or technolog-
ical advancement (van Noorloos & Kloosterboer, 2017).

1.1 Phases of Urban Planning for New Cities:

Vision and Conceptualization:Exploring the initial stages of defining the purpose of the city, its
target population, and its desired character. This phase emphasizes the role of stakeholders, including
government agencies, private sector developers, and community engagement.

Master Planning:Analyzing the process of creating a comprehensive master plan that outlines the
city layout, infrastructure, land use, transportation systems, and public spaces. The importance of
sustainability, resilience, and social equity in the planning process is highlighted.
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Detailed Design and Engineering:Elaborating on the subsequent stages of refining the master plan
into detailed designs for individual buildings, infrastructure components, and public facilities.

1.2 Phases of New City Implementation:

Land Acquisition and Development:

Detailing the processes of land acquisition in accordance with regulations and laws, site preparation,
and the establishment of basic infrastructure.

Construction and Infrastructure Development:

Exploring the stages of building structures, roads, utilities, and public facilities.

Attracting Residents and Businesses:

Analyzing strategies to attract residents, businesses, and investors to the newly developed city. This
phase highlights the critical role of Al-powered marketing strategies, which will be a significant focus
in subsequent research.

Governance and Administration:

Discussing the establishment of governance structures, public services, and the ongoing management
of the city.

1.3 Types of New Cities:

Special Economic Zones (SEZs):

Geographically defined areas within a country dedicated to targeted economic activities, supported
by special arrangements (which may include laws) and systems often differing from those applied in
the rest of the country. These zones feature specific economic regulations and incentives designed to
attract investment and promote trade (Hazakis, 2014).

Sustainable Cities:

Urban settlements that adopt environmentally friendly approaches to meet the basic needs of their
citizens without discrimination. These cities provide infrastructure necessary for people, including
civic amenities, housing, employment, education, transportation, healthcare, and good governance
(Hazakis, 2014).

Smart Cities:

The concept of smart cities can be traced back to the smart growth movement of the late 1990s.
Gabrys identifies its roots in earlier concepts, such as "electronic cities" of the 1960s and networked
or computational cities emerging in urban development plans from the 1980s. Today, smart cities
have become a prominent concept in the business sector, attracting significant interest from compa-
nies specializing in information and communication technologies (ICT) and infrastructure. As
Townsend observes, companies like Siemens, Cisco, and IBM play distinct roles, with some
providing essential infrastructure and others orchestrating systems. The novelty of smart cities lies
not in individual technologies or services but in their interconnectedness and synchronization, ena-
bling coordinated system operations. This interconnected approach presents both challenges and
opportunities for companies capable of developing such comprehensive solutions (Hojer & Wangel,
2014).

Knowledge-Based Cities:

This term describes a knowledge-driven development strategy aimed at fostering and supporting
ongoing knowledge management processes within an urban area. These cities focus on attracting
talent, research institutions, and innovation-based industries (H6jer & Wangel, 2014).

1.4 Sizes of New Cities:
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Small Cities:

Smaller new cities, often planned as satellite communities or designed to serve specific industries.
Medium-Sized Cities:

Cities planned and implemented to accommodate moderate population growth and economic diver-
sity.

Large Cities:

Extensive new cities designed to become major economic and cultural hubs.

The complexities of developing new cities have been understood, paving the way for further explo-
ration of how artificial intelligence can serve as a robust planning and marketing tool to ensure the
success of these ambitious urban projects.

2. Marketing New Cities - A Comprehensive Approach:

This section addresses the critical aspects of marketing and promoting new cities, exploring various
concepts, strategies, and methods to effectively attract residents, businesses, and investors.

2.1 The Concept of Marketing New Cities:

Marketing new cities goes beyond traditional advertising; it is about crafting a compelling narrative
and building a unique identity for a place that does not yet fully exist. It involves understanding the
target audience and their aspirations, creating a vision that aligns with their needs and desires.

Key Elements of New City Marketing:

Place Branding: Developing a distinctive brand identity that reflects the city’s values, vision, and
unique offerings.

Value Proposition: Communicating the benefits and advantages of living, working, and investing in
the new city compared to existing urban centers.

Target Audience Segmentation: Identifying and understanding the specific demographics, life-
styles, and preferences of potential residents and businesses to design effective marketing messages.
2.2 The Concept of Promoting New Cities:

Promoting new cities involves actively raising awareness and generating interest through various
communication channels and marketing activities. It focuses on reaching the target audience and
convincing them of the value proposition offered by the new city.

Key Methods of New City Promotion:

Digital Marketing: Leveraging online platforms, social media, search engine optimization (SEO),
and targeted advertisements to reach a broader audience and track campaign effectiveness.

Public Relations and Media Engagement: Building relationships with journalists, influencers, and
media outlets to generate positive press coverage and increase awareness.

Events and Experiences: Organizing events, exhibitions, and virtual tours to showcase the city’s
features, amenities, and lifestyle, allowing potential residents and investors to experience the vision
firsthand.

Community Engagement: Actively involving the public and potential stakeholders in the planning
and development process through workshops, surveys, and online forums.

2.3 Marketing Strategies for New Cities

Pre-Creation Phase of New Cities:

Visual Storytelling: Create a compelling narrative about the city’s vision, values, and future aspira-
tions to generate excitement and attract early interest.
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Virtual Reality and 3D Modeling: Use immersive technologies to showcase the city's design, ar-
chitecture, and lifestyle, allowing potential residents and investors to envision the future community.
Strategic Partnerships: Collaborate with universities, research institutions, and industry leaders to
enhance the city's credibility and attract talent and investments.

Post-Implementation Phase of New Cities:

Place-making and Event Programming: Create a vibrant and appealing environment through
public spaces, cultural events, and community activities.

Targeted Marketing Campaigns: Leverage data-driven insights to identify specific demographic
groups and engage them with personalized messages across diverse channels.

Incentives and Promotions: Offer attractive deals and incentives to attract residents, businesses, and
investors.

Public Relations and Media Engagement: Build relationships with media outlets and influencers to
generate positive press coverage.

2.4 Methods for Marketing New Cities:

Digital Marketing Campaigns: Utilize social media platforms, search engine marketing, and online
advertising to reach a wider audience.

Content Marketing: Create informative and engaging content such as blog posts, articles, videos,
and infographics that highlight the unique features and benefits of the city.

Influencer Marketing: Partner with relevant influencers and key opinion leaders to promote the city
among their followers.

Public Relations and Media Engagement: Issue press releases, organize media events, and build
relationships with journalists to secure positive media coverage.

Community Engagement Initiatives: Host community events, workshops, and public forums to
engage residents and gather feedback.

Strategic Partnerships: Collaborate with businesses, educational institutions, and other organiza-
tions to expand outreach and offer additional benefits to residents and investors.

By understanding the unique challenges and opportunities associated with marketing new cities,
developers and planners can implement effective strategies to attract residents, businesses, and in-
vestors, ultimately contributing to the success and sustainability of these ambitious urban projects.
3. Global and Arab Experiences

To effectively address the marketing gap in the creation of new cities, it is essential to study suc-
cessful global experiences where proactive marketing strategies were implemented during the
pre-development and design phases. Some notable case studies include:

1. Songdo International Business District, South Korea

Early Marketing and Branding: Songdo was marketed as a "ubiquitous city" featuring advanced
technology and sustainability, attracting international attention and investment even before con-
struction began.

Targeted Outreach: The city actively sought partnerships with multinational corporations and ed-
ucational institutions, establishing a solid foundation for economic growth and talent attraction.
Showcasing Events and Conferences: Hosting international events and conferences raised aware-
ness and positioned Songdo as a leading hub for business and innovation. (C. Kim, 2010; Rugkhapan
& Murray, 2019)
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2. Masdar City, Abu Dhabi, UAE

Focus on Sustainability: Masdar City's marketing emphasized its commitment to sustainability and
renewable energy, attracting environmentally conscious residents and businesses.

Partnerships with Research Institutions: Collaborations with universities and research centers
established Masdar as a hub for clean technology development and innovation.

International Recognition: Awards and accolades for its sustainable design and planning elevated
Masdar's global standing. (AlOwais, 2019)

3. Neom, Saudi Arabia

Visual Marketing: Neom’s marketing highlights its ambitious vision of a technologically advanced
future city, capturing global attention and investor interest.

Emphasis on Innovation and Entrepreneurship: Neom actively promotes itself as a center for
innovation and entrepreneurship, aiming to attract talent and businesses worldwide.

Strategic Partnerships: Collaborations with leading technology companies and investors have se-
cured funding and expertise for the project. (Algumzi, 2022b)

4. Forest City, Malaysia

Focus on Affordability and Lifestyle: Forest City targets middle-class buyers in Asia by empha-
sizing affordability, green spaces, and a convenient location.

Digital Marketing Campaigns: Extensive online marketing campaigns and a strong presence on
social media reach a broad audience and attract potential clients.

Sales Events and Promotions: Organizing sales events and promotions in major cities across Asia
helps draw potential buyers and investors. (Avery & Moser, 2023)

By examining these global and Arab case studies, developers can gain valuable insights into suc-
cessful marketing strategies for new cities, ensuring their projects achieve desired visibility and
impact.

Lessons Learned

These global experiences highlight several key points for marketing new cities during different
phases:

1. Developing a Compelling Vision and Brand:

A clear and inspiring vision, coupled with a strong brand identity, is essential to attract attention and
generate interest.

2. Targeting Specific Audiences:

Tailored marketing campaigns that cater to the needs and interests of specific demographics and
industries are critical for attracting the right residents and businesses.

3. Leveraging Technology and Innovation:

Using virtual reality, 3D visuals, and digital marketing tools can create immersive experiences and
reach a broader audience.

4. Building Strategic Partnerships:

Collaborating with companies, institutions, and government agencies can provide valuable resources
and expertise.

5. Focusing on Sustainability and Innovation:
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Highlighting a commitment to sustainability and innovation can attract environmentally conscious
residents and progressive companies seeking to integrate into a forward-thinking community.

By integrating these lessons and utilizing Al-powered tools, new city developers can implement
proactive marketing strategies that ensure the long-term success and sustainability of these ambitious
projects.

Post-Implementation Marketing — A Comparable Example for Marota City
Putrajaya, Malaysia:

Initially faced challenges in attracting residents and businesses due to its distance from Kuala
Lumpur. However, government incentives, improved infrastructure, and targeted marketing cam-
paigns gradually transformed Putrajaya into a thriving administrative and commercial hub. (Lee & Ju,
2014)

Sejong City, South Korea:

Designed as a new administrative capital, Sejong City initially faced skepticism but eventually at-
tracted residents and government agencies through infrastructure development, cultural events, and
educational opportunities. (Mullins & Shwayri, 2016)

Lessons Learned for Marota City

Encouraging Relocation:

Offer attractive incentives for residents and businesses to move in, such as tax exemptions, affordable
housing options, and business support.

Improving Connectivity:

Invest in efficient transportation systems linking Marota City to Damascus and surrounding areas.
Enhancing Cultural and Community Events:

Create a vibrant community atmosphere through cultural events, festivals, and recreational activities.
Highlighting Unique Selling Points:

Emphasize Marota City's strengths, such as its modern infrastructure, green spaces, and planned
community development.

Pre-Planning and Implementation Marketing — Learning from Other Cities

King Abdullah Economic City (KAEC), Saudi Arabia:

Used 3D visualizations and virtual tours to showcase its master plan and attract investors during the
early development stages. (Moser, Swain, & Alkhabbaz, 2015)

Lavasa, India:

Implemented digital marketing campaigns and social media to create buzz and build a community of
potential residents before construction began. (Parikh, 2015)

Lessons Learned from the Case of Baselia City: Translation

Utilizing Virtual Reality and 3D Modeling: Create immersive experiences that showcase the city’s
vision, architecture, and lifestyle to attract potential investors and residents.

Develop a Strong Online Presence: Use social media, targeted online ads, and a dedicated website to
reach a wider audience and generate interest.

Engage with the Community: Promote open communication with stakeholders through public fo-
rums, online surveys, and community events to gather feedback and build trust.

Partner with Influencers and Media: Collaborate with relevant influencers and media outlets to
promote the project and reach a broader audience.

17 26



Marketing New Cities Using Artificial Intelligence as a Planning Tool for Urban Development (study case: Marota and Basilia Cities)

Al-Backed Marketing Strategies for Both Phases:

Data-Driven Market Research: Analyze demographic data, social media trends, and economic indi-
cators to identify target audiences and design marketing messages.

Personalized Marketing Campaigns: Use Al platforms to deliver tailored content and recommenda-
tions to potential residents and businesses based on their interests and needs.

Al Chatbots and Virtual Assistants: Provide 24/7 customer support and answer inquiries from po-
tential residents and investors.

Predictive Analytics and Optimization: Analyze marketing campaign performance and optimize
strategies for maximum impact.

By learning from relevant international experiences and adopting Al-powered marketing tools, both
Marota City and Baselia City can overcome their marketing challenges and fully realize their poten-
tial as thriving urban centers.

Marketing Challenges and Opportunities:

The lack of a proactive marketing approach in both cities is highlighted, with the research focusing on
a critical gap in the current approach to developing new cities, which lacks a proactive and integrated
marketing strategy. This often leads to challenges in attracting residents, businesses, and investments,
hindering the success of these ambitious projects.

1.5 Post-Implementation Marketing Challenges:

Reactive Approach: Marketing efforts often begin after the city is built, leading to a reactive ap-
proach that struggles to generate interest and overcome initial doubts.

Low Occupancy Rates: The absence of a pre-formed community and limited awareness can result in
low occupancy rates, creating a sense of emptiness and hindering the city’s vibrancy.

Difficulty in Attracting Businesses: Businesses may hesitate to invest in a new city with an un-
certain future, lacking established infrastructure and a customer base.

Negative Public Perception: Delays, disputes, or unmet promises during the development phase can
contribute to a negative public perception, making it harder to attract residents and businesses.

5.2 Marketing Opportunities Before Design and Implementation:

Building Anticipation and Interest: Using virtual reality and 3D visualizations during the planning
phase can generate excitement and attract potential residents and investors early on.

Shaping Public Perception: Proactive communication and engagement with the public can build
trust, address concerns, and shape a positive perception of the new city project.

Attracting Early Adopters: Targeting specific demographic groups and industries with tailored
marketing campaigns can attract early adopters who are interested in investing in the city's potential.
Securing Funding and Partnerships: A strong marketing strategy can attract investors and secure
partnerships with businesses, institutions, and government agencies, ensuring the financial viability
of the project.

6. Addressing the Marketing Gap:

The research explores how Al can play a crucial role in bridging this marketing gap by:
Data-Driven Market Research: Using Al to analyze demographic data, economic trends, and social
media sentiment to identify target audiences and design marketing messages.
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Personalized Marketing Campaigns: Developing Al-powered platforms that offer customized
content and recommendations to potential residents and businesses based on their interests and needs.
Virtual Reality and 3D Experiences: Creating immersive virtual tours and interactive experiences
that showcase the city's vision, amenities, and lifestyle, even before construction begins.

Al Chatbots and Virtual Assistants: Providing 24/7 customer support and answering inquiries from
potential residents and investors.

Predictive Analytics and Optimization: Using Al to analyze marketing campaign performance,
forecast future trends, and optimize strategies for maximum impact.

By addressing the current lack of proactive marketing in new city development, your research can
contribute to the success of these projects and ensure that they evolve into thriving and sustainable
communities.

7. Comparing Marketing Strategies: Before and After Design and Implementation

While both pre-design and post-implementation marketing strategies play crucial roles in the success
of new cities, their approaches and impacts differ significantly. We will compare their effectiveness
in terms of outcomes and urban development.

7.1 Pre-Planning and Implementation Marketing Strategies:

Storytelling and Visionary Branding: Create a compelling narrative about the city’s vision, values,
and unique features to generate excitement and attract early interest.

Virtual Reality and 3D Modeling: Use immersive technologies to showcase the city’s design, ar-
chitecture, and lifestyle, allowing potential residents and investors to visualize the future community.
Community Engagement and Co-Creation: Involve the public in the planning process through
workshops, surveys, and online platforms to gather feedback and foster a sense of ownership.
Strategic Partnerships: Collaborate with universities, research institutions, and industry leaders to
enhance the city’s credibility and attract talent and investment.

7.2 Post-Implementation Marketing Strategies:

Place-making and Event Programming: Create a vibrant and attractive environment through pub-
lic spaces, cultural events, and community activities to enhance livability and appeal.

Targeted Marketing Campaigns: Leverage data-driven insights to identify specific demographic
groups and reach them with tailored messages across various channels.

Incentives and Promotions: Offer attractive packages and incentives to attract residents, businesses,
and investors, such as tax exemptions, housing support, and business assistance programs.

Public Relations and Media Outreach: Build relationships with the media and influencers to gen-
erate positive press coverage and increase awareness of the city.

8. The Impact of New City Marketing on Urban Development:

8.1 Impact of Pre-Planning and Implementation Marketing on Urban Development:

Shaping City Identity: Early marketing efforts impact the city’s brand image and reputation, at-
tracting residents and businesses that align with its vision.

Guiding Development Decisions: Feedback from potential residents and investors during the
pre-development phase can help shape design choices, amenities, and infrastructure planning.
Attracting Early Investment: Successful pre-development marketing can secure funding and in-
vestment for the project, ensuring its financial continuity.

Building Community: Early engagement fosters a sense of belonging and shared purpose among
future residents, establishing a strong foundation for community development.
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8.2 Impact of Post-Implementation Marketing of New Cities on Urban Development:
Stimulating Occupancy and Economic Activity: Effective post-implementation marketing attracts
residents and businesses, leading to population growth and economic development.

Enhancing the City's Reputation: Positive experiences and word-of-mouth referrals from residents
and businesses contribute to enhancing the city's reputation and attracting more investment.
Supporting Community Growth: Marketing initiatives that promote community engagement and
social interaction strengthen the city’s social fabric.

Adapting to Changing Needs: Post-implementation marketing allows the city to respond to evolv-
ing market demands and adjust its offerings accordingly.

9. Optimal Marketing Phase for New Cities:

Both pre-design and post-implementation marketing are essential for the success of new cities, but
their effectiveness depends on the specific context and phase of the project.

Pre-design and implementation marketing is crucial for defining the vision, building anticipation, and
attracting early investment. It lays the foundation for a successful city by shaping its identity and
attracting a community of residents aligned with its values.

Post-implementation marketing is vital for bringing the city to life, driving economic activity, and
adapting to changing market requirements. It ensures the city’s sustainability and long-term success
by attracting residents, businesses, and investment.

Thus, an integrated approach that combines both pre-development and post-implementation mar-
keting strategies is ideal. After establishing an early vision and community engagement, continuous
efforts to promote the city, adapt to evolving needs, and ensure its long-term success should follow.
Case Study: Marota City and Basilea City:

Comparison of Marota City and Basilea City: A Multifaceted Analysis

While both Marota City and Basilea City represent ambitious new developments in Damascus, they
differ significantly in their approach, implementation, and current status. A comparison based on the
following:

Marota City: Funded primarily by the Syrian government, with potential private sector participation
through public-private partnerships.

Basilea City: Financing details are less clear, but likely to involve a mix of government support,
private investment, and possibly international funding.

Implementation Phases:

Marota City: The project is currently under construction, with some phases already completed, and
residents have started to move in.

Basilea City: The project is still in the planning and design stage, with actual construction yet to
begin.

Study Phases:

Marota City: The project has undergone feasibility studies and master planning, with a focus on
infrastructure development and urban design.

Basilea City: The project is likely to undergo similar feasibility and master planning studies, with a
greater emphasis on integrating smart city technologies and sustainable features.

Laws and Regulations:

Marota City: The project operates under the Regulatory Decree No. 66 of 2012 concerning urban
development, land ownership, and construction.
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Basilea City: Similar to Marota City, the project is likely to adhere to existing legal frameworks, with
possible adjustments or special provisions to accommodate its unique features as a smart city.
Marketing:

Marota City: Marketing efforts have primarily focused on post-implementation strategies, such as
showcasing completed infrastructure and residential units.

Basilea City: Marketing is centered around pre-development activities, using 3D visualizations and
virtual tours to generate interest and attract investors.

Project Management:

Marota City: The project is managed by a committee appointed by the government, involving var-
ious ministries and public agencies.

Basilea City: Project management details are less clear, but it is likely to involve a specialized team
with expertise in urban planning, smart city technologies, and project management.

Key Differences and Impacts:

Planning and Implementation Phase: Marota City is ahead in terms of physical implementation,
while Basilea City is still in its early stages.

Marketing Approach: Marota City's focus on post-implementation marketing may limit its ability to
attract a diverse range of residents and businesses, whereas Basilea City's pre-development marketing
can generate more excitement and investment but must continue throughout the construction phase.
Technological Integration: Basilea City appears to focus more on smart city technologies and sus-
tainable solutions, which could attract a different demographic of residents and businesses compared
to Marota City.

Recommendations:

Marota City: Strengthen pre-development marketing strategies to build a stronger brand identity and
attract a broader range of residents and investors. Explore opportunities to integrate smart city
technologies and sustainable features in future phases of the project.

Basilea City: Ensure transparent communication regarding project timelines, financing, and execu-
tion plans to maintain public interest and investor trust. Develop a comprehensive marketing strategy
that extends beyond virtual renderings and engages residents and businesses throughout the devel-
opment process.

Both Cities: Prioritize community engagement and feedback throughout the development process to
foster a sense of ownership and ensure the new cities meet the needs and aspirations of their future
residents.

By understanding the unique characteristics and challenges of each project, stakeholders can make
informed decisions and implement effective strategies to ensure the success of both Marota City and
Basilea City as thriving, sustainable urban centers.
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