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About Barcelona Global

Barcelona Global is a private, independent, non-profit association, made up
of professionals and companies who care about Barcelona and its future.

The association’s mission: to actively contribute to making Barcelona

one of the best cities in the world, to attract talent and develop
economic activity.

About the Barcelona Global
International Council

Barcelona Global's esteemed International Council is a network of highly
regarded professionals in various fields with ties to Barcelona, through birth
or business, living outside of the city. The International Council is committed
to promoting the image and prestige of Barcelona, and identifying investment
and business opportunities for the city. Their unique position, combining
inside knowledge with outside perspective, is tremendously valuable to
Barcelona Global and its long-term goals.

About the International
Council Perception Survey

This is the third edition of the International Council Perception Survey. The
survey aims to follow the progression over time of various measurements
related to Barcelona's competitiveness and Barcelona Global's mission.

Rather than having answers based on statistics or data, members of the
Interational Council give their instinctual reaction to each of the prompts.
In this way, the true perception of Barcelona in the eyes of those living
abroad is captured, through a combination of objective fact (coming from
their experience living in or conducting business in Barcelona) and subjective
opinion (stemming inherently from geographical distance). Ideally, these
intuitive responses more accurately represent the perceptions of other
professionals with the similar detached, distant perspective that comes from
living outside of Barcelona.

The data represented comes from the average scores of 55 responses from
the International Council, out of 64 members surveyed. The report is broken
down into the Monitor (fixed) section and Special Report (mobile) section.
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Section 1: Perception of Business Attractiveness

Rate your level of agreement with each statement from 1 through 5.

Strongly
Disagree Neutral
Barcelona is an attractive City auwumn 2014 :
. . e
for business in general.  summer 2014 ;
|
It is easy to do business 5
in Barcelona. _
Barcelona is well-positioned I
in terms of research e ——
and development. Summerzmél_i
Barcelona has an efficient
business infrastructure, _’
with high quality and cost ;
effective office space. :
Barcelona’s airport
has a high level I

of international connectivity.

Strongly
Agree

1 3.60
' 3.43
' 3.41
2,94
1345

| 3.28
| 3.05

 3.64

12,80
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Section 2: Perception of Talent

Rate your level of agreement with each statement from 1 through 5.

Strongly Strongly
Disagree Neutral Agree

Barcelona is a city in which it jauwmn 2014

is easy to find qualified staff. gmmer2014 387

| 3.43

Barcelona is a hub

for startups _ 13.33

and entrepreneurship.

Barcelona is an attractive city
for international professionals.

S S 3.84
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Section 3: Perception of Quality of Life

Rate your level of agreement with each statement from 1 through 5.

Strongly
Disagree Neutral

Barcelona is a city
with a high quality of life.

Barcelona is a culturally
attractive city from an
international point of view.

Barcelona is
an environmentally
sustainable city.

Barcelona has efficient
transportation networks.

Autumn 2014

ESummer 2014

Strongly
Agree

471

4.48

' 4.45
| 4.38

3.60

1373
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Section 4: Perception of Brand

Rate your level of agreement with each statement from 1 through 5.

Strongly Strongly
Disa'gree Negtral Agree
. . , I | 4.62
Barcelona is an internationally iaumn 2014 | |
.
well-known brand. g, mmer 201 ; ; 4'72
— : 4.7
The Barcelona brand is . 2.38
currently associated e — 253
with business. Semmsity e— 251
Barcelona’s brand §
is associated with NN - 3.02
that of a “smart city.” | |
Barcelona’s brand is §
associated with that I 3.29

of a “global city.”
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With which sectors or categories
is Barcelona currently associated?

= Architecture Food |

___Culture: = “ramass s o !Gatstmgpnpmymmg,
" Ar
OUNISTT sk, Sport




Please select what you
perceive as some of
Barcelona’s biggest

challenges in terms of
attracting new business,
talent, and investment.

Choose as many as you would like.
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Section 5: Challenges and NPS

English language ability ofi the administration

Bureaucracy, regulation, and labor law

Taxation

Political uncertainty

Access to capital and credit

Localism and social mtegraﬂon

Market size

Workforce qualification and produot\\/r[y

Recession and unemployment

Geographical location andj international connectivity

Availability, quality, and cost of office space

75%
T1%

 65%

58%

44%
29%
27%

25%

16%

4%
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Net Promoter Score
How likely is it that you would recommend Barcelona to a friend

or colleague as a city in which to do business or invest right now?

42% 38%

Detractors Passives RG]
38% 49% 13%

2015 2014

Net Promoter Score = Promoters-Detractors



Special Report:
Talent Attraction
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1. Please rate your perception of how attractive Barcelona is to each of the
following groups of people.

Very Very
Unattractlve Neutral Attractive

Individuals seeking §

new employment. _ 2.78

Established companies _ 2.96

relocating abroad.

Startups looking for
a place to grow.

[ — 3.31

Individual investors seeking
new opportunities.

[ 3.00
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London

I 91%
- Now York
2. Choose the cities from this _ 78%

list that are the most | Sngaroe

well-positioned to attract _ 76%
foreign talent. . Zurich | 5
1 24%
Choose as many as you would like. Berin 5
] 22%
Amsterdam
 — - 20%
Barcelona
I ' 15%
Paris
- 7%
| Madrio
n 4%
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Net Promoter Score
3. How likely is it that you would recommend Barcelona to a friend or
colleague as a city in which to live right now?

Detractors Passives HxeeIEE
24% 45% 31%

-100 0 +7 +100

Net Promoter Score = Promoters-Detractors



Special Report: Talent Attraction
- Qualitative Results
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Qualitative Results
Question: What should be done in Barcelona to improve its attractiveness to international talent?

114 total topics mentioned

1 9 “Drastic renewal of old-fashioned management of universities.”
. — Human Resources, Europe
mentions
. “Stronger connections amongst universities, research centers, and the enterprise world, and the availability of
Educa?'on and use prestigious English-speaking international schools to attract executives with families.”
Of EngIISh Ianguage - Consulting/Advisory, Asia
34 “Short circuit the impact of the political cycle on economic life.”
mentions - Finance/Professional Services, Europe
Taxation, politics, “Barcelona’s image is very much damaged due to inefficiencies in the legal system and corruption.”
and bureaucracy - Finance/Professional Services, Europe
1 4 “Increase the level of collective citizen responsibility.”
mentions - Law, Europe
“Talking too much about regional concerns truly demotivates international talent.”
CUIture Of Barcelona - Consulting/Advisory, USA

mI

“Stop financing regional activities with minimal return to the city.”
mentions - Human Resources, Europe

]

Financial situation and “Increase productivity of staff, not through salaries but through higher working standards and efficiency.’
economic opportunity - Retail/Manufacturing, Europe

These are some of the most significant qualitative answers provided by International Council members, organized by themes. The quotes are shown in accordance
with the survey’s confidentiality policy.
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Question: Have you observed any best practices in your city or country related to attracting foreign
talent or retaining local talent?

97 total topics mentioned

20 “Shanghai has attracted international talent by mainly offering high wages and a highly dynamic business environment.”
- Education, Asia

mentions

. . “Have a pool of multi-national corporations that can offer people the chance to grow internally. The problem with Barcelona
Financial and is that it has too many small and medium enterprises and too few truly “global” businesses.”

economic opportunity - Finance/Professional Services, Europe

“To empower the return of those Chinese who went abroad years ago, got their education at international universities, and

1 8 gained substantial work experience at top-notch global companies. These individuals are the ones expected to take
the Chinese economy to its next step. It is known here as “inner-internationalization” of talent.”
mentions - Education, Asia

“The Ministry of Japan has a program called Cool Japan in which it provides specific venues and incentives to Japanese

Social integration, outreach, , 4 Co0 : CHiC VeNUes ¢ 'es 10 Japa
businesses to set up investments abroad which in return has created an interest in investing in Japan. It is thinking in

and networkmg reverse, supporting Barcelona investments abroad to in turn create interest in investing in Barcelona.”
- Food, Asia
mentions “Miami has leveraged its unique geographical and cultural position as the US door to Latin America.”
- Marketing, USA
Cultural aspects
8_ “Boston is a hotbed of University-private sector partnership.”
mentions - Law, USA

Education. universities. and “Grants and financial support to study Masters degrees abroad, as with the American model.”
’ ’ - Public Services, Latin America

use of English language
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The objective of this survey is to create a stable group of professionals with ties
to Barcelona, living in different cities around the world, to ask of them how the
economic competitiveness of Barcelona is perceived.

In total, the Barcelona Global International Council Perception Survey consists of
24 prompts, 17 of which measure on a scale of 1 to 5 the degree of agreement
or disagreement with prompts pertaining to various topics related to Barcelona
Global's goals. 3 are open-ended multiple choice questions, 2 are Net Promoter
Score questions, and 2 are open-ended text response questions.

The survey consists of two parts, one fixed and one mobile. The fixed section —
the Monitor section — lets us observe the evolution over time of the perception of
business in Barcelona. The mobile section — the Special Report section — allows
us to focus our analysis in greater detail on a specific matter of interest for the
city, combining quantitative with qualitative questions.

Monitor

The Monitor's objective is to constantly analyze over time the evolution of the
exterior perception of Barcelona and various aspects related to the economic
competitiveness of the city. With this objective in mind, the fixed part of the survey
is divided into five distinct sections: 1. Perception of Business Attractiveness 2.
Perception of Talent 3. Perception of Quality of Life 4. Perception of Brand 5.
Challenges and NPS.

The analysis of these five elements allows us to paint a complete picture of the
economic competitiveness of Barcelona.

1. Perception of Business Attractiveness

This section measures the perception of Barcelona as a city of business in a
general sense. The perception of the economic and business attractiveness
of a city is a key factor in the attraction of investments and the generation of
an image that fosters economic development. This section measures the ease
of conducting business in Barcelona, the positioning of Barcelona in terms of
research and development, and the effectiveness of the business infrastructure
and interational connectivity of the city.

2. Perception of Talent

This section measures the perception of Barcelona as a city made up of
talented professionals. A city known to have many qualified professionals will
be attractive to both new businesses and established businesses looking to
move abroad. This section particularly measures the capacity of Barcelona to
attract new international professionals, especially entrepreneurs looking for new
opportunities.

3. Perception of Quality of Life

This section’s objective is to measure the perception of Barcelona as an attractive
city for its lifestyle. The quality of life of a city is an important factor in creating
an environment that attracts new businesses and foreign talent. It is also a very
important factor for local industries, such as tourism. In this section, we measure
the perception of Barcelona’s quality of life, cultural offerings, natural environment,
and transportation networks.
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Methodology

4. Perception of Brand

In this section, we aim to measure the perception of Barcelona’s brand. Various
factors, economic and otherwise, contribute to the creation of a city brand.
There is a very fluid relationship between perception of a city and that city’s
brand. The known brand of a city effects its international perception, while in tun,
the intemational perception of a city changes its brand. A city brand combines
feelings for, information known about, and abstract opinion of the city. In this
section we analyze the perception of familiarity with Barcelona’s brand and the
city's capacity to be identified as a city of business, as a “smart” city, or as a
global city, in addition to asking with which economic sectors the Barcelona
brand is associated.

5. Challenges
and Net Promoter Score

This section of the Monitor asks about the greatest perceived challenges for
Barcelona as a city of business and also introduces a Net Promoter Score
question. A Net Promoter Score, mostly utilized in retail settings, serves to
measure the customer loyalty of a business, based on the recommendations
given for a brand or product. For our survey, we have carried out a methodological
change. Barcelona, as a business center in which to invest, is the product to
recommend. The members of the Barcelona Global International Council are the
clients asked about their experience as a consumer of the product — living or
conducting business in Barcelona.

Special Report

The Special Report section allows us to carry out detailed analysis on a concrete
topic related to the economic competitiveness of Barcelona. This edition of
the Special Report is specifically about talent attraction, keeping in mind the
necessary attributes for Barcelona to be an attractive city for international
professionals. It is made up of fixed and variable questions, in order to identify on
one hand how currently attractive Barcelona is to various groups of professionals,
and on the other hand to understand the best practices related to the attraction
and retention of talent identified by members of the International Council in their
respective foreign cities.
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Respondent’s demographic profile Total respondents: 55/64 85.9%
International Council Members (64 total) Respondents (55 total)
Industries Industries
o 6.25% Education 5.45% Food 7.27% Education
9.38% Food 9.09%
7.81% 12.50% Law Other 12.73% Law
Other
12.73%
12.50% Finance/Other
Finance/Other Professional Services

Professional Services

17.19% 16.36%
Retail/Manufacturing 5.45% Retail/Manufacturing
Marketing/Publicity/Media

9.09% Technology

7.81%
Marketing/Publicity/Media

7.81% Technology é5.63% ) 3.64% 18.18%
onsulting/Adviso - . :
:HH?:A) Ph tical ¢ Y Healthcare/Pharmaceutical Consuiting/Advisory
ealthcare/Pharmaceutical
Regions 6.25% China Regions 7.27% China

6.25% Other Asia
4.69% BENELUX

7.27% Other Asia

5.45% BENELUX

38.18% UsA

39.06% USA 14.06% Switzerland

12.73% Switzerland

9.38% Other Europe

1.82% Other Europe 10.91% Latin America

4.69% Latin America
15.63% UK 16.36% UK
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About the Barcelona Global
International Council leader Research Team

Luis Conde founded Seeliger y Conde in 1990. He specializes in the succession Mateu Hernandez, Barcelona Global CEO
processes of large corporations. He was President of Amrop from 2003 to 2006, and mateu.hemandez@barcelonaglobal.org
currently chairs its Advisory Board.

Luis started his professional career as Director of the International Division of Corporate
Banking of Banca Mas-Sardéa in Barcelona. He was subsequently member of the
Board and Executive Vice-President of Banco Consolidado de Venezuela, as well
as Chairman of the Consolidado International Bank in New York. Currently, he chairs
the Salon Nautico Int. de Barcelona, and is member of the Board of the Banco de
Inversiones Lazard, member of Grupo Godo, member of the Board of Directors of Fira de Barcelona, and
member of the Advisory Board of Altair.,

Albert Dalmau, Projects Manager
albert.dalmau@barcelonaglobal.org

Luis is the leader of the Barcelona Global International Council and member of the Barcelona Global
Executive Committee and Board.

Aaron Strauss, Barcelona Global
International Council Associate
aaron.strauss@barcelonaglobal.org
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International Council Members

Ignacio Abia Fernando Albericio
Bethlenem

Olympus Corporation of the Americas

Xavier Adsera \ Oscar Aguer

London Miami Urcugui

Veremonte Sl Whitney International University Yachay Tech Univesity

Fernando Aleu Pascual | Craig Andrus Lluis Cantarell Fernando Carro

New York
® Principle Power

Denver Vevey Berlin

Queen Sophia Spanish Institute Nestlé Health Science Bertelsmann

Andreu Casadella % Juan Carlos Casas Greg Clark Ignacio Corbera Dale
Mexico City Miami London London

TomTom Telematics Gamo USA Corp The Business of Cities Ltd Garrigues

Fernando de Caralt Aris De Juan Michael de Marco Joan Dedeu

Miami b: Miami Al Boston Hong Kong

BRS Parachutes, Inc. Clear Channel K&L GATES China Consultants

Manuel Delgado Alfonso Diez Manel Echevarria Ferran Escayola
1 London Paris Miami New York City
Caim Capital Nissan Europe 4 Swarovski Garrigues

O W O B W o

Carles Ferrer Viceng Ferrer Xavier Frigola Francisco Garcia-Valdecasas
London New York City Rochester London
Nauta Capital Leebow Partners Mayo Clinic Bussiness Accelerator Deloitte
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International Council Members

I Fernando Gil de Bernabé

‘l /i

Singapore
Cisco Systems

Ignasi Guardans
Brussels
K&L GATES

Jozef Jansen
London
Urdaneta Capital

Gustavo Martinez
New York
J Walter Thompson

Gema Olivar
Zurich
PricewaterhouseCoopers

Xavier Rabell
Miami
Areas

Jose Maria Gimenez Arnau

Basel
Novartis Pharmaceuticals AG

Roberto Hayer
Zurich
REBER Law

Christopher Klisowski
Luxembourg
KWI Global

Federico Membrillera
Dubai
Delta Partners

Pol Plai Conesa
San Francisco
Samsung

Pepe Raventos
New York
Raventos i Blanc

2 Xavier Gonzalez Florenzano
k] Singapore
Vandaleen Swiss Value Partners

Jaume- Enric Hugas
London
Tramway Capital

Ramon Laguarta
Geneva
Pepsico

Virginie Molinier
Barcelona
M&B Avocats

J Ignasi Puig
Miami
SCPF

Sergio Raventos

Baku
International Broadcast Centre

Gemma Grau
Amsterdam
Nike

Manuel Isabal
Lima

Grupo lberoamericano de Fomento

Pedro Martin
Linares
Compariia de Vagones del Sur, S.A.

i Juan Morera
London

Crystal Amber Advisers

Eduardo Rabassa
Miami
Seeliger & Conde

Carlos Recoder
Zurich
Credit Suisse
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International Council Members

Alexis Roig
Shangai
GlobalTaixue

73

Juan Rovira
Miami
Bacardi North America

Mauro Schnaidman
Santa Monica
Jafra Cosmetics

Alejandro Torroja

Los Angeles

K5 Intemational
3

Gabriel Zalman
Los Angeles
Mattel

@ Po 1D

Ismael Roig
Shangai
Archer Daniels Midland

Xavier Ruiz
New York
Holland & Knight

Ignasi Serrat
Mexico City
Nike

Jordi Valls
Santiago
Aguas Andinas

E = o 3

Ramon Ros Parellada
Shanghai
Gyvenchy, LVMH Group

Xavier Ruiz Sena
Boston
Sovereign Bank

Rosa Sugraies
Miami
Rosa Gres

Cristina Ventura
Hong Kong
Joyce

Xavier Rossinyol
| Zurich
Gategroup

Maria Mercé Santaflorentina
Miami
Business Consultant

Salvador Tomas Loeffel
Eschenbach
DOW Chemical

Xavier Verdaguer
San Francisco
Innovalley
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BARCELONA

More than 300 professionals
G L O B A L committed to Barcelona

Corporate Partners
April 2015

Protective Corporate Partners Corporate Partners

Sabertis accenture Grup?ﬁgbar Agrolimer® ACEC* MM arran [ &8 o Hcc ®..... |CFO?

111 < | =
. & e TS barcelor J @ % |CN27
& airbnb Amrop  Secliger y Conde AFplUS Areas ARCANO ATREVIA [FEEF F_;gilgst SANG arcelonajgse =iy : [ !E(;ﬁg P
OSabadell 7)€ CaixaBank @ ClearChannel  Gonearves Peeina GETE cooe . BRAND  Bris:mummrst.) BTG/ sorwoorm }MEE < !.5.9:! > [dvenarmion] @ weasrex

@:iim Deloitte. Evpsa  EM mugp @==-_ Cl2® cenon @ e L Mudw

www.call2w.com

. RGY v o j

e 6T Frglad  grupocois CBRE ‘Wi @umees @usumns @  necsim O EEEE=Z

workingwold e & o TR EEE = Ve - Aanonice owgsuncn
1IAV/AC G . =
[HYANZAT N iC2p[el0V]] i reAventura . e ©C QUADPACH &ROSAS ém"— .
ME oD o1 A it e NotaBisse i DIGITALRRIGIN e awa eurofragance . : TO Lo
- n [ ]
FUNDACIO PUIG REIG CAPITAL Sa baa § seaT Sordedh iiohs o @ @ GrantThomton uﬂimn.»;‘"::: j c @IIE!:
Eorelona e ket

seLevTeL /croup  VALUE RETAIL



BARCELONA
GLOBAL

a Citizens’ Platform
for Ideas in Motion




