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This study aims to analyze the transformations of Quito’s insti-
tutional brands between 2021 and 2023 and to determine how 
changes in municipal administration influenced these changes, 
particularly as they intersect with the city brand’s identity and 
positioning. The visual analysis focuses on a documentary re-
view of the visual and strategic content of the brand manuals. 
Using a qualitative approach, semi-structured interviews were 
conducted with stakeholders involved in brand management. 
The interpretive comparative analysis determined that the 2021 
brand was used to attract tourism and connect with citizens, 
featuring moderate visual strength. Its management was affect-
ed by abrupt changes in the municipal administration. The 2023 
brand connected emotionally with the citizens of Quito more 
effectively than the previous one, seeking to foster a sense of 
belonging and pride in the city. Therefore, a significant change 
in the management of the visual brand is evident, as it visually in-
tegrates the city’s communicational contexts, cultural memory, 
and social fabric.

Keywords: City brand, urban visual identity, brand manage-
ment, municipal communication, cultural heritage, Quito

  Resumen

El estudio tiene como objetivo analizar las transformaciones de las 
marcas institucionales de Quito en los años 2021 y 2023, y deter-
minar cómo los cambios de administración municipal influyeron en 
su alteración, en tanto se confunden con la identidad y el posicio-
namiento de la marca ciudad. El análisis visual se centra en la revi-
sión documental del contenido visual y estratégico de los manuales 
de marca. Desde un enfoque cualitativo, se realizaron entrevistas 
semiestructuradas a actores vinculados con la gestión de marca. 
El análisis comparativo interpretativo determinó que la marca del 
año 2021 se usó para atraer turismo y conectar con la ciudadanía 
con una solidez visual moderada. Su gestión se vio afectada por 
los cambios abruptos en la administración de gobierno. La marca 
del año 2023 conectó emocionalmente con los ciudadanos quite-
ños con mayor efectividad que la anterior, buscando un sentido 
de pertenencia y orgullo por la ciudad. Por tanto, se visualiza un 
cambio significativo en la gestión de la marca visual, al integrar vi-
sualmente contextos comunicacionales, memoria cultural y social 
de la ciudad.

Palabras clave: Marca ciudad, identidad visual urbana, gestión 
de marca, comunicación municipal, patrimonio cultural, Quito
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 Introduction he city of Quito was founded in 1534 on the ruins of an an-
cient Inca settlement at the foot of the Pichincha volcano. In 
1978, the United Nations Educational, Scientific and Cultural 

Organization (unesco) declared Quito a World Heritage Site, highlight-
ing that its historic center is one of the best-preserved in Latin America. 
Its churches, colonial squares, and artistic and cultural richness create a 
space where the past and modernity coexist (Ministry of Culture and 
Heritage, 2025; unesco, 1978).

In relation to the management of territorial identity, the concepts of 
city branding and institutional branding (by the city government) refer 
to the communication and visual strategies through which a city or its 
government projects its values, history, culture, and economic poten-
tial to citizens and external audiences, both national and international. 
In this sense, city branding has established itself as an interdisciplinary 
field that integrates communication, territorial marketing, urban stud-
ies, and public management, enabling cities to position themselves in a 
competitive global context (Kasapi and Cela, 2017; Lucarelli and Berg, 
2011). It is important to distinguish between city branding, which rep-
resents long-term territorial identity, and institutional branding, linked 
to a specific municipal administration. Confusion between the two has 
led to frequent changes in Quito’s visual identity.

From this perspective, the city brand is not limited solely to tourism 
promotion but constitutes a strategic tool for strengthening collective 
identity, social cohesion, and territorial competitiveness (Kasapi and 
Cela, 2017; Kavaratzis and Hatch, 2013; Lucarelli and Berg, 2011). As 
Simon Anholt (2006) points out, cities build their competitive identity 
based on cultural, symbolic, and economic elements that influence their 
international positioning. Similarly, Mihalis Kavaratzis (2005) argues 
that city branding involves the strategic construction of urban identity 
through multiple channels of communication and symbolic representa-
tion. In this vein, urban marketing is understood as a strategic planning 
tool that allows the city to be projected to different audiences and glob-
al contexts (Ashworth and Voogd, 1990).



Year 10       Volume 20      October 2026                                  DOI: 10.32870/zcr.v10i20.269                             ISSN: 2448-8439

www.zincografia.cuaad.udg.mx - Reflection Section || 53

Since 2000, the mayors of Quito have developed various visual brands 
with the aim of positioning the city and strengthening its tourism and 
cultural profile. The first of these initiatives laid the groundwork for the 
city’s promotion and tourism investment (Zurita and Llugsha, 2023). 
However, each change in administration has involved the incorporation 
of new visual and communication strategies, leading to a constant re-
newal of the city’s graphic identity. According to the newspaper La Hora 
(2025), this frequent replacement of brands has hindered the consoli-
dation of a stable and internationally recognizable identity.

In an interview published by El Comercio (2014), Rodrigo Jordán notes 
that during a municipal administration, approximately USD 15 million 
can be invested in the creation and management of a new city brand, 
including promotional activities and visual elements installed in public 
spaces. This demonstrates that, in many cases, branding strategies aim 
to strengthen the public’s recall of the political authority initiating a 
new administration (El Comercio, 2014).

In this context, the municipal administrations of 2021 and 2023 devel-
oped new visual identities for Quito without fully considering how these 
changes affect the continuity and recognition of the city brand on the 
international stage. In particular, these redesigns were linked to chang-
es in leadership and contexts of public distrust stemming from political 
crises and allegations of corruption in municipal governance.

According to Toni Puig (2008), an expert in city branding, before em-
barking on a redesign, it is essential to understand the city’s existing im-
age and its real positioning possibilities. This requires a comprehensive 
assessment of strengths and weaknesses to ensure a redesign that ben-
efits citizens and increases the likelihood of national and internation-
al recognition. As Puig (2008, p. 115) notes: “The city must define its 
vision, mission, brand value, strategic pillars, and communication (...). 
From there, the team must identify the brand value that serves as the 
soul of the redesign: its ‘what’ and its ‘why.’”

According to Puig (2008), trust is key to sustaining and enhancing the 
city brand: it facilitates collaboration among stakeholders and ensures 
that the branding remains competitive and appealing, making it possi-
ble to respond to citizens’ feedback and mitigate risks that could affect 
the city’s reputation.

In this context of changing administrations and scenarios of mistrust, 
the research problem focuses on analyzing the transformations the 
Quito city brand underwent during this period and how these influence 
Quito’s positioning and identity. Therefore, the overall objective of this 
research is to analyze the transformation of Quito’s city brand between 
2021 and 2023, identifying the visual, symbolic, and strategic changes 
associated with municipal administrative transitions. To this end, the 
study proposes to identify the fundamental aspects represented in each 
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brand, analyze the branding strategies employed, and offer a compar-
ative discussion of the transformation of the visual brands managed by 
the Quito mayor’s office during the periods analyzed.

A review of the institutional brands used by the Municipality of the Met-
ropolitan District of Quito reveals changes in visual identity associated 
with different periods of municipal administration. These variations re-
flect how city branding strategies tend to respond to the political and 
communication agendas specific to each administration. In this regard, 
the research focuses on interpreting the graphic, communicational, and 
symbolic development of the main brands associated with the city of 
Quito in the years 2021 and 2023 (see Table 1).

Table 1
Institutional visual brands used by the Mayor’s Office of the Metropolitan District of 
Quito during the 2021 and 2023 periods.

Year of use Visual Brand Mayotal term

2021 2019-2021

2021 2019-2021

2023 2023-2027

Note: Institutional branding used in communication and urban promotion cam-
paigns by the Municipality of the Metropolitan District of Quito, Department of 
Communication (2020, 2023).
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  Methodology This study adopts a qualitative approach of a descriptive and compara-
tive nature, aimed at analyzing both the visual elements present in Qui-
to’s city brands and the strategic and managerial aspects employed in 
their creation, implementation, and positioning. This approach allows 
for the interpretation of the visual, cultural, and communicational dis-
courses that shape the identity of urban brands.

The research design is based on a comparative case study, focusing on 
the visual identities developed by the Quito mayor’s office in 2021 and 
2023. These periods were selected because they correspond to times of 
administrative transition and the reconfiguration of the city’s commu-
nication strategies.

  Data Collection Techniques Two main techniques were used to collect information.

Literature Review: Official documents related to the city’s visual identi-
ty were analyzed, particularly institutional brand manuals published to 
identify key elements of each brand, such as typography, color schemes, 
composition, symbols, and strategic communication guidelines. The lit-
erature review provided insight into the context in which each visual 
identity was created and the communicational intentions that guided 
its development.

Semi-structured interviews: Semi-structured interviews were conduct-
ed with stakeholders involved in brand management to understand the 
strategic decisions behind each visual proposal, as well as the challeng-
es and opportunities associated with its implementation. The interview 
guide was structured around five analytical categories (see Table 2).

Table 2
Interview guide on city branding, positioning, and brand management

Category Variable 1 Variable 2 Variable 3 

Brand identity.

How would you des-
cribe Quito’s current 
brand identity?    

What challenges were 
faced during brand ma-
nagement, and how 
were they overcome?

What attributes or 
values do you believe 
make Quito’s brand 
unique compared to 
other cities?

Target Audience and 
Focus.

What is the main focus 
of each brand (tou-
rism, investment, qua-
lity of life, etc.)?

Which cities do you 
consider to be Quito’s 
direct competitors?    

How is the success of 
the brand’s positioning 
currently measured?
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Positioning and       
competition.

How effective has the 
brand been in attract-
ing tourism, invest-
ment, and international 
events?

How has the brand 
adapted to new tech-
nologies and digital 
platforms?    

Communication     
channels

What communication 
channels do city gover-
nments use to promote 
themselves, and which 
is the most successful?  

¿What international ex-
periences have served 
as references for brand 
management?

Management, adapta-
tion, and strategies.

How does the politi-
cal and administrative 
context influence the 
brand’s stability and 
continuity?     

Integration with         
entities and services.    

How does the brand 
integrate with public 
entities and services to 
enhance the city expe-
rience?

Note: The table contains questions relevant to the analysis of brand identity and 
the effectiveness of the proposals. 

  Data Analysis The analysis was conducted on two complementary levels:

Individual case analysis: First, a detailed analysis of each visual brand 
was performed using a matrix based on six categories: composition, 
typography, color, representation and symbolism, brand management, 
and positioning (see Table 3).

Category Elements of Analysis

Tipography

Typeface and weight

Legibility and adaptability

Design reference

Optimization for digital environments

Table 3
Criteria for analysis
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Color

 Relationship to the symbols of the city’s 
founding

 Visibility

 Solid or gradient

Emotional connection

Composition

 Naturalness

 Proportion between horizontal and vertical 
dimensions

 Visual hierarchy

 Intrinsic value

Representation 
and symbolism

Heraldry 

Symbolic Icons 

Ancient or Modern Representation 

Emotional Connection

Brand manage-
ment   

Strategic plan

 Citizen engagement

Adaptations to political changes

Positioning
Desired positioning

 Perception

 Recognition

Note: Prepared by the authors.

These categories made it possible to evaluate both the formal com-
ponents of the design and the strategic aspects associated with each 
brand’s identity.
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  Comparative Analysis Subsequently, a comparative analysis was conducted between the 
brands from 2021 and 2023, using the same categorical structure. This 
procedure allowed us to observe similarities and differences in the visual 
elements, symbolic narrative, and positioning strategies used in each 
case. The comparative analysis helped us understand how administrative 
changes and political contexts influenced the transformation of the city’s 
visual identity and the communication strategies employed by the mu-
nicipal administration (see Table 4).

Table 4
Comparative analysis of cases

Main Brand 2021 Main Brand 2023

Tipography
Roboto, legible, inte-
gration with Mitad del 
Mundo

Gotham, Montserrat, 
and Amithen; hierar-
chy, modernity, and 
emotional connection

Color
Blue and red gradients, 
issues at small scales

Flat colors of the flag, 
greater visibility and 
consistency

Composition
Typography and in-
tegrated icon, simple 
and recognizable

Coat of arms and ico-
nic elements: fauna, 
flora, culture, and re-
ligion

Representation 
and symbolism

Mitad del Mundo as 
the central icon

Simplified coat of arms 
+ cultural, historical, 
and natural symbols

Brand         
management

Post-pandemic, tou-
rism focus, administra-
tive transition

Comprehensive strate-
gy, cultural and natural 
identity, connection 
with citizens

Positioning Colonial architecture, 
tourism

Colonial architecture 
+ fauna, flora, and cul-
ture; comprehensive 
narrative

Note: Prepared by the authors.
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  Results and Discussion The results section presents how brands visually implement the strate-
gies employed and the ways in which they communicate their identity. 
Consequently, it examines the visual components of branding—such as 
composition, typography, and the use of color—as well as their repre-
sentation and symbolism, which are key dimensions of brand creation, 
management, and positioning.

The following partial conclusions focus on identifying distinctive char-
acteristics that shape the projection of Quito’s image in the analyzed 
brands. This systematization shows how the brands seek to adapt and 
connect with citizens and tourists

Quito’s 2021 Visual Brand: Quito Great Again

The findings suggest that the visual brand used by the city of Quito 
in 2021 is significant due to the challenges that arose in the wake of 
the pandemic. In this case, this was reflected in adaptations aimed at 
strengthening local tourism. As part of the analysis, the key components 
are broken down to understand its construction and management using 
the following parameters: logo composition and symbolism, typogra-
phy used across various media, and color scheme. The challenges and 
citizens’ recognition of the brand are also examined.

Furthermore, the study delves into the connection this brand seeks to 
project from a perspective of cultural and symbolic integration to fos-
ter a sense of identification among citizens. This is evaluated through 
the lens of brand management and the post-pandemic strategic plan, 
highlighting the importance of the historic center and the Middle of the 
World. Finally, the positioning aimed at promoting and strengthening 
trust and security among citizens is considered.

For further details, see Table 5.
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Partial conclusions

Brand 2021 Composition Tipography Color

The core of the brand is an 
illustrated logo that seman-
tically and symbolically refe-
rences the iconic Landmark 
of the Middle of the World; 
the letter “i” is transformed 
to represent this iconic tou-
rist attraction. Additiona-
lly, the logo’s asymmetrical 
yet balanced composition 
stands out, lending it dyna-
mism and visual interest.

The lower right corner of 
the visual brand features a 
slogan.

The Quito city brand 
(2021) used a sans-se-
rif typeface called Robo-
to, which was created by 
Google under the leaders-
hip of Christian Robertson 
(Rosado D'Arcy, 2021). 
This typeface was desig-
ned primarily for digital 
media, as it is a clear and 
legible font; however, it is 
also used in print media. 
Its design makes it easy 
to read, even at small si-
zes, and it includes varia-
tions that allow designers 
to create visual elements 
thanks to its modern look, 
which easily adapts to so-
cial media.

Since its readability is op-
timized for screens, it fa-
cilitates communication 
in digital environments 
such as social media, apps, 
signage, and websites. 
On the other hand, it also 
adapts seamlessly to print 
media.

Quito uses the traditional 
colors of the flag (blue 
and red), which have been 
in use since 1944 and fos-
ter a sense of belonging 
among its citizens; howe-
ver, the use of gradients 
in its logo makes recog-
nition and clarity difficult 
in certain situations, since 
color is fundamental to 
a brand’s identity and is 
how the world perceives 
it—that is, the brand uses 
a color or combination of 
colors so that the public 
can remember it (Moro-
ño, 2023). In turn, accor-
ding to the perspective 
of Dabner et al. (2022), 
color management serves 
as a central element of de-
sign, making it a key fac-
tor in establishing visual 
hierarchies and effectively 
guiding the eye.

Table 5
Analysis of the main visual brand of the city of Quito in 2021
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Representation and    
symbolism

Brand management Positioning

In any society, whether 
ancient or modern, there 
are fundamental and wi-
dely accepted norms that 
govern behavior; this is 
what is referred to as cul-
ture (Capriotti, 2009). 
In this regard, Quito hi-
ghlights various aspects, 
such as its traditions, cul-
ture, and iconic buildings, 
which not only enrich and 
emotionally connect with 
citizens but also foster a 
sense of identity among 
Quito residents, making 
them feel recognized by 
the world. However, civic 
values and the essence 
they evoke must be groun-
ded in principles that pro-
mote culture.

The analysis is complex, 
as there was a transitional 
period that significant-
ly impacted its strategic 
plan. In 2021, Quito was 
focused on post-pande-
mic tourism recovery, 
which clearly influenced 
how the brand was mana-
ged; its strategic plan re-
affirmed the importance 
of the historic center and 
the Equator Monument, 
aiming to position the city 
as vibrant, dynamic, and 
culturally rich. This alig-
ns with Sterman’s (2012) 
perspective, who asserts 
that a brand identity can 
adapt to social, cultural, 
and technological chan-
ges over the course of a 
century, remaining rele-
vant to its audience and to 
new generations.

Quito’s positioning strate-
gy aimed to highlight its 
impressive colonial archi-
tecture to attract tourists 
to explore the culture and 
history of its rich heritage; 
however, following the se-
vere pandemic, Quito sou-
ght to focus on domestic 
tourism to build confiden-
ce and safety, with the 
goal of eventually attrac-
ting international visitors 
once again. This strategy 
aligns with an essential 
part of brand identity, 
which defines the central 
and overarching concept 
from which messages and 
communication to consu-
mers stem (Solórzano and 
Parrales, 2021).

Note: Created by the authors.

In summary, the Quito brand features a design that symbolizes the Mi-
ddle of the World and uses the Roboto typeface, which is legible in both 
digital and print media. Furthermore, its traditional colors, such as red 
and blue, foster a strong sense of belonging among citizens, although 
the use of gradients in this logo may compromise clarity at smaller sizes. 
Its representation and symbolism aim to highlight the city’s culture and 
tradition, forging a connection with the people of Quito. Despite the 
global impact of the 2020 pandemic, Quito’s brand management adap-
ted and reaffirmed its vision to once again become a vibrant city rich in 
culture. Finally, its positioning took a new direction: what was initially 
a strategy centered on colonial architecture to attract domestic and in-
ternational tourists evolved into an approach to promote post-pande-
mic domestic tourism and strengthen citizens’ confidence and sense of 
security.
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Quito’s 2023 Visual Brand: Quito Reborn

An analysis of Quito’s 2023 visual brand revealed that it was trans-
formed as a result of a new communication strategy. Unlike others, this 
visual brand focuses on an identity that not only promotes tourism but 
also seeks an emotional connection with citizens, thereby attempting 
to reflect a process of rebirth. 

As part of this analysis, the characteristics of this visual brand were 
examined in depth to understand the impact and effectiveness of the 
composition of its illustrated logo. Its iconographic and typographic el-
ements, which carry symbolic value, were identified, and its heraldry—
which represents the strength and loyalty of citizens—was explored 
(Romero et al., 2013). It is clear that the aim is to project an image of 
modernity and transparency to strengthen its local identity, which is 
defined as a culturally rich brand—because it includes colonial architec-
ture, flora, and fauna—and that, with this value proposition, the goal is 
to reach local, national, and international audiences (see Table 6).

Table 6

Visual brand analysis of the city of Quito in 2023

Partial conclusions

Brand  2021 Composition Tipography Color

The logo combines illus-
tration and typography 
to reflect the identity 
and spirit of Quito. It in-
corporates the city’s coat 
of arms and a series of 
icons designed to foster a 
sense of pride and belon-
ging among citizens: the 
spectacled bear, which 
connects with nature and 
the majesty of ancient 
kings; the sun, a sym-
bol of rebirth and new 
opportunities; the Virgin 
of Panecillo, which adds 
a celestial and mystical 
touch; the geranium,

Typography is funda-
mental to design, as it 
can alter the context and 
feel of a message (Quimí, 
2020). The Quito city 
brand (2023) uses three 
hierarchically organized 
typefaces, each serving 
a specific communicative 
role and contributing to 
the visual identity. The 
word “Quito” is presen-
ted in Gotham, a geome-
tric sans-serif typeface 
with rounded edges and 
an ultra weight, which 
conveys stability, institu-
tional approachability, 

Color, as a visual percep-
tion, allows the mind to 
recognize and distinguish 
elements (Spina, 2022). 
The brand uses the tradi-
tional colors of the Quito 
flag, which have been in 
use since 1944. Blue pre-
dominates in the logo 
and the elements of the 
coat of arms, evoking the 
Andean sky and the city’s 
identity. Red, present in 
the coat of arms and de-
tails of the logo, conveys 
passion and energy, ba-
lancing the composition 
of blues with warmth.
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with its vitality and cha-
racteristic colors; the 
domes of historic buil-
dings, which evoke the 
colonial legacy; and the 
mountains, which show-
case the grandeur of 
the culture and the land 
surrounding the city. On 
the right, three hierarchi-
cally arranged typefaces 
highlight the name “Qui-
to,” balancing the logo’s 
asymmetrical composi-
tion and reinforcing an 
institutional character, 
without neglecting the 
approachability and hu-
man focus sought by the 
city’s administration.

and trust. “Metropoli-
tan City Hall” is displa-
yed in Montserrat, a re-
gular-weight sans-serif, 
creating contrast without 
detracting from the main 
focus and reinforcing 
the brand’s administra-
tive character. The slo-
gan “Quito Renace” uses 
Amithen, a calligraphic 
typeface that simula-
tes hand-drawn brushs-
trokes, adding a human 
and approachable touch, 
and fostering social sen-
sitivity alongside institu-
tional formality. All type-
faces are optimized for 
digital and print media, 
ensuring readability and 
consistency across all 
platforms.

Yellow and green, thou-
gh barely visible, repre-
sent the wealth and na-
ture surrounding Quito. 
Finally, white, used in the 
typography and small 
details, provides clarity, 
visual cleanliness, and le-
gibility, creating balance 
in the overall design.

Representation and    
symbolism

Brand management Positioning

The brand aims to con-
vey the history, culture, 
and traditions of Qui-
to through a logo that 
modernizes the coat of 
arms, integrating he-
raldic elements with a 
contemporary aesthetic 
that reinforces the vi-
sual identity. Each sym-
bol has a purpose: the 
white tower on a red 
background represents 
strength and nobility; the 
green mountains evoke 
the snow-capped Andes; 
the stylized birds reinter-
pret the double-headed 
eagle, a symbol of autho-
rity; and the helmet tur-
ning to the right symbo-
lizes honor, defense, and

As Gálvez (2023, p. 29) 
points out, “The goal 
of positioning a brand 
nationally and interna-
tionally is achieved, in 
many cases, through the 
implementation of bran-
ding, enabling companies 
and sectors to expand 
internationally through 
the use of an appropriate 
brand.”

In the case of city bran-
ding, management fo-
cuses on a visual and 
communication strate-
gy aimed at building a 
coherent identity that 
resonates with citizens. 
A strong visual identity 
allows for the unification

As Maza et al. (2020, 
p. 12) point out, “Posi-
tioning must be based 
on a long-term value or 
quality attributed to the 
brand that has no end, 
since that is why people 
will always remember it.”

The city brand’s positio-
ning seeks to convey a 
rebirth of Quito, highli-
ghting the stages of re-
vitalization, renewal, and 
improvement following 
the political changes and 
crises it has faced. Fur-
thermore, it aims to re-
flect the identity of Qui-
to’s residents through 
icons and elements re-
presentative of the city,
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the status of Royal City.

The logo is framed by 
organic and floral con-
tours, uses the colors of 
the flag and emblema-
tic elements of the city, 
achieving a graphic iden-
tity that connects emo-
tionally with citizens and 
fosters pride and a sense 
of belonging among the 
people of Quito.

of various institutional 
channels under a single 
image that conveys mo-
dernity and transparen-
cy and reflects the city’s 
development and dyna-
mism.

helping citizens identify 
with the brand while si-
multaneously attracting 
domestic and internatio-
nal tourists.

Note: Created by the authors.

In short, the 2023 Quito city brand is built around an illustrated logo 
that integrates iconic and typographic elements with high symbolic 
value, such as the coat of arms—a modernized version that retains its 
heraldic essence but features a contemporary graphic aesthetic that 
reinforces the city’s visual identity. In the center of the heraldic shape 
stands a white tower on a red background, representing strength and 
nobility, while the two green mountains on either side symbolize the 
snow-capped Andean peaks surrounding the city; on the sides are styl-
ized birds that reinterpret the double-headed eagle of the Holy Roman 
Empire, a symbol of imperial authority. At the top is a helmet turned 
to the right, symbolizing honor and defense, as well as showcasing its 
status as a Royal City, and the entire design is framed by organic and 
floral contours with a dynamic, colorful, and attractive visual language. 
Additionally, it is accompanied by icons such as the spectacled bear, the 
sun, the Virgin of Panecillo, the geranium, the dome, and the mountains, 
which evoke nature, spirituality, tradition, and a sense of belonging. The 
graphic identity uses three hierarchically organized typefaces: Gotham 
Ultra for the name “Quito,” which conveys solidity and institutional ap-
proachability; Montserrat Regular for “Metropolitan Mayor’s Office,” 
which highlights its administrative nature; and the Amithen typeface for 
the slogan “Quito is reborn,” with a handwritten stroke that conveys sen-
sitivity and a personal touch. Regarding the color palette, the traditional 
blue and red of the Quito flag stand out, reinforcing the emotional and 
cultural connection to the city, while the use of yellow, green, and white 
brings vitality, balance, and visual clarity. This brand aims to project a 
modern image capable of connecting with citizens and adapting to var-
ious institutional formats, conveying a message of renewal following pe-
riods of crisis, and positioning Quito as a resilient, vibrant, and culturally 
alive city that strengthens its local identity while opening up to national 
and international tourism.
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A comparative analysis of the City of Quito’s branding from 2021 and 
2023 reveals a significant transformation in its strategy, as shown in 
Tables 7, 8, and 9.

  Comparison of the City of 
Quito’s Visual Brand from 

2021 and 2023

Table 7
Comparative analysis of the City of Quito’s branding from 2021 and 2023

Category Brand 2021 Brand 2023

Tipography

It uses Roboto, a font designed 
for readability and to convey the 
main message clearly and effec-
tively. This ensures that the con-
tent is easily understood by a 
wide audience. Furthermore, the 
integration of the typeface with 
the “Middle of the World” icon 
creates an immediate association 
with the city, making the brand 
memorable and scalable.

It uses three different typefaces 
to achieve greater expressive-
ness: Gotham, which conveys 
urban modernity, confidence, 
and presence; Montserrat, which 
combines formality with an au-
thenticity that is accessible to ci-
tizens; and Amithen, with strokes 
that evoke artistic and personali-
zed handwriting, adding a human 
and creative touch that streng-
thens the connection with resi-
dents.

Color

Blue and red gradients are incor-
porated to add a modern and dy-
namic touch, but they lose their 
impact at smaller sizes (favicons, 
cards).

It retains the colors of the Quito 
flag but eliminates gradients, the-
reby improving readability and 
visibility. Each color enhances the 
identity and fosters a sense of 
belonging through historical and 
traditional symbols.

Composition

It incorporates the “Middle of 
the World” icon into the typo-
graphy, creating an immediate 
connection to the city. Its simpli-
city makes it easily recognizable, 
although the gradients affect its 
scalability.

It combines the coat of arms with 
representative icons (the specta-
cled bear, the sun, the Virgin of 
El Panecillo, the geranium, the 
dome, and the mountain), balan-
cing history, nature, culture, and 
wildlife. The composition reflects 
both traditional Quito and its 
modernity, fostering local pride 
and a sense of belonging.
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Represen-
tation and 
simbolism

“The Middle of the World” serves 
as a central icon, representing a 
globally recognizable landmark 
that symbolizes Quito and its 
identity.

The symbolism is expanded: the 
simplified coat of arms repre-
sents strength, nobility, and lo-
yalty; the additional icons highli-
ght history, heritage, nature, and 
culture, reinforcing the emotio-
nal connection with citizens.

Brand mana-
gament

The strategic plan was developed 
in the wake of the pandemic, fo-
cusing on tourism and the promo-
tion of the historic center and the 
Equator Monument, though the 
transition has presented certain 
challenges.

It is a more comprehensive stra-
tegy that encompasses colonial 
architecture, nature, wildlife, and 
the city’s symbolic landmarks. It 
aims to strengthen local identi-
ty, bring the brand closer to resi-
dents, and position Quito as a cul-
turally rich and vibrant city.

Positioning

It highlighted the city’s iconic 
landmarks to attract tourists and 
showcase its history.  

It maintains the prominence of 
colonial buildings but broadens 
the scope to include wildlife, flo-
ra, and historical elements, con-
veying a more comprehensive 
message about Quito’s identity, 
tradition, and cultural richness.

Note: Prepared by the authors.

Table 8
Results of interviews on Quito’s city brand (2021 and 2023)

Categoría Variable Brand 2021 Brand 2023

Brand identity

Description Minimalist; retains traditional 
elements such as the coat of 
arms; Montserrat typeface; 
easy to remember and apply; 
slogan used.

Expands the visual identity: 
incorporates a simplified coat 
of arms and symbols of fauna, 
flora, architecture, and cultu-
re; hierarchical typefaces (Go-
tham, Montserrat, Amithen); 
reinforced slogan; greater 
emotional connection.

Management   
Challenges

Management Challenges    Es-
tablish coherence and con-
sistency; simplify visual ele-
ments for application across 
different formats.

Integrate multiple symbolic 
elements without losing cla-
rity; balance modernity and 
tradition; strengthen strate-
gic and emotional coherence.
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Unique features
Unique attributes    Repre-
sents Quito’s historical and 
cultural heritage; minimalism 
facilitates identification.    

Represents cultural, natural, 
and symbolic diversity and ri-
chness; reinforces civic pride; 
connects local identity with 
international reach.

Target        
Audience and 
Approach    

Main Approach    

Tourism and promotion of ico-
nic buildings; communication 
focused on colonial history; 
limited citizen participation.    

Multi-faceted: tourism, in-
vestment, quality of life; in-
corporates citizen services; 
strengthens cultural and na-
tural narrative.

Competition

Compared primarily with 
other major cities in the coun-
try (Guayaquil, Cuenca); Qui-
to is unique in essence and 
population.

Recognition compared to 
national and international ci-
ties; emphasizes uniqueness 
and global reach; strengthens 
appeal as a cultural and diver-
se city.

Measuring success

Initial awareness; attracting 
tourists and events; limited 
by digital resources and media 
reach

Awareness, preference, and 
loyalty; improved indicators in 
tourism, investment, and cul-
tural positioning; adaptation 
to digital platforms.

Positioning 
and Competi-
tion

Effectiveness

Moderate increase in tourists 
(≈39% during holidays); esti-
mated revenue of $8 million; 
revitalization of the historic 
district through transporta-
tion and events.

Greater communication effec-
tiveness; integration of urban 
and cultural services; increa-
sed national and international 
appeal; more comprehensive 
positioning.

Technological 
adaptation

Present in digital environ-
ments; limited visibility on 
small screens.

Optimization for digital envi-
ronments, social media, and 
mobile apps; consistent across 
different sizes and platforms.

Communi-
cation and 
Channels

Channels used

Television, radio, social media, 
billboards, print media; effec-
tiveness varies depending on 
frequency and consistency of 
the message.

Multi-channel approach, in-
cluding traditional and digital 
media; reinforcement of cul-
tural and symbolic messages; 
greater interaction with resi-
dents and tourists.
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International        
references

Limited; learning based on ge-
neral branding best practices.

Inspired by successful global 
brands (Apple, Coca-Cola); 
LoveMark strategy for brand 
recall and loyalty.

Management 
and Strategies Political context

Administrative changes affect 
continuity; stalling of certain 
projects; limited adaptation to 
the post-pandemic context.

More comprehensive strategy; 
considers political and admi-
nistrative stability; alignment 
with goals for a cultural, inclu-
sive, and resilient city.

IIntegration 
with Organi-
zations and 
Services

Collaboration with 
public services

Basic coordination with muni-
cipal services; limited integra-
tion with transportation and 
events.

Strong integration with mu-
nicipal departments and pu-
blic services; brand applied to 
transportation, culture, and 
events; enhances the citizen 
and visitor experience.

Note: Prepared by the authors.

Table 9
Conceptual framework: Key elements of city branding

Concepto Definición Aplicación en Quito (2021–
2023) Observations

Brand Identity

The internal and distinc-
tive perception that a city 
wants to convey, built 
upon its unique characte-
ristics (culture, heritage, 
natural resources)

2021: Minimalist, focused 
on the Middle of the World 
monument and colonial ar-
chitecture.

2023: Integration of fauna, 
flora, a simplified coat of 
arms, architecture, cultu-
re, and religious imagery

This evolution reflects a 
shift from simple identi-
fication to a richer and 
more symbolic identity.

Brand Image

How the city is perceived 
from the perspective of 
visitors and residents, in-
fluenced by tangible and 
intangible elements

2021: Perception of a 
historic, tourist, and 
post-pandemic city.

2023: A renewed, diverse, 
culturally rich city, emo-
tionally connected to its 
citizens.

The 2023 brand aims to 
forge a deeper emotional 
bond with internal and ex-
ternal audiences.
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Brand Positio-
ning 

The way in which the city 
seeks to distinguish itself 
in the public’s mind from 
other cities.    

2021: Emphasized tou-
rism and colonial archi-
tecture.

2023: A comprehensive 
positioning strategy that 
combines history, cultu-
re, nature, and moderni-
ty. The 2023 positioning 
strategy.

The 2023 designation 
allows Quito to compete 
on the international stage 
and showcase itself as a 
culturally rich and diverse 
city.

Assets and 
Attributes

Tangible elements (pla-
ces, monuments, infras-
tructure) and intangible 
elements (culture, history, 
feelings) that make up the 
city's identity.

2021: Middle of the 
World, colors of the flag, 
Roboto typeface.

2023: Simplified coat of 
arms, spectacled bear, 
geranium, domes, hierar-
chical typefaces, flat co-
lors of the flag. 

The integration of intan-
gible and tangible attri-
butes strengthens the 
connection with residents 
and tourists.

Brand Perso-
nality

The perception of the city 
as if it were a person, with 
characteristics that make 
it unique and attractive. 

2021: A historic, reliable, 
and tourist-friendly city.

2023: A vibrant, resilient, 
welcoming, modern, and 
culturally diverse city

The 2023 personality 
projects a more human 
and emotional character, 
facilitating customer lo-
yalty.

Visitor Loyal-
ty and Percep-
tion

The emotional connec-
tion and perception of 
tourists and residents re-
garding the city influen-
ces their decision to visit 
or live there. 2021: Mo-
derate tourist attraction; 
limited trust in the brand.

2021: Moderate tourist 
appeal; limited brand 
trust.

2023: Increase in domes-
tic and international vi-
sitors; strengthening of 
civic pride and preference 
for the city.

Note: Prepared by the author. The table contains definitions taken from the article 
by Irisi Kasapi and Ariana Cela (2017): “Destination branding: A review of the 
city branding literature”. 

The evolution of Quito’s city brand between 2021 and 2023 reveals a 
significant shift in both its visual approach and its communication strat-
egy. The 2021 brand, “Quito grande otra vez,” was characterized by 
its typographic simplicity using the Roboto font, prioritizing readability 
and effectiveness in digital media. It symbolically integrated the Middle 
of the World monument into the typography, creating a direct link to 
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the city. However, the blue and red color gradients, while adding mo-
dernity and dynamism, proved problematic in small-scale formats, af-
fecting clarity. Strategically, this version emerged in the wake of the 
pandemic, with the goal of revitalizing tourism, highlighting primarily 
the historic center and its iconic buildings. Its visual identity was func-
tional, clear, and centered on the history and trust that the city projects 
to residents and visitors.

In contrast, the 2023 brand, “Quito Reborn,” underwent a profound over-
haul, incorporating a logo rich in iconic elements such as the simplified 
coat of arms, complemented by symbols representing Quito’s fauna, flo-
ra, architecture, culture, and religious heritage—such as the spectacled 
bear, the geranium, the Virgin of Panecillo, and the mountains—thereby 
reinforcing a sense of belonging and diversity. It abandoned gradients and 
returned to the flat colors of the Quito flag, improving visibility and visual 
coherence. The hierarchical typography (Gotham, Montserrat, and Am-
ithen) balanced modernity, institutionality, and emotional connection. 
This brand expanded the strategic vision, moving from a limited tour-
ism-focused approach to a comprehensive narrative that highlights the 
urban, natural, and cultural aspects, consolidating a visual identity that 
emotionally connects with citizens and projects Quito as a diverse, resil-
ient, and culturally rich city.

A comparative analysis of both brands demonstrates that brand man-
agement has deepened its ability to position itself in the minds of cit-
izens, linking social and cultural contexts with communication needs, 
consistent with the understanding of city branding as an interdisciplin-
ary field that articulates communication, identity, and the city’s stra-
tegic projection (Lucarelli and Berg, 2011). However, the constant 
change of brands with each administration hinders national positioning 
and poses a challenge for redesign investment. Furthermore, there are 
no visible and clear elements that directly link the visual brands to a 
specific administration. This highlights the need to clearly differentiate 
the concepts associated with a city’s brand (see Table 10).

Table 10
Concepts associated with a city’s brand

Concept Definition

City Branding
Projects the city's identity and values, fostering 
social cohesion, civic pride, and international po-
sitioning.

Institutional 
or Govern-
ment Brand of 
a City

Refers to the image and perception that the go-
vernment and official institutions project of the 
city, with the aim of generating trust, identity, 
and competitiveness.
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Tourism 
Brand

Aimed at attracting visitors, highlighting cultural, 
natural, and architectural attractions, as reflected 
in 2021.

Country 
Brand

Projects the city as part of the national identity, a 
strategic resource for attracting investment and 
global recognition.

Product and 
Service Brand

Focused on promoting local activities and services 
associated with tourism and urban development.

Brand Identity
The internal and differentiating perception that 
a city wants to convey, built upon its unique cha-
racteristics, such as culture, heritage, and natural 
resources.

Brand Image
How the city is perceived from the perspective of 
visitors and residents, influenced by tangible and 
intangible elements, such as culture, activities, 
and the environment.

Brand Positio-
ning

The way a city seeks to differentiate itself in the 
public's mind compared to other cities, highligh-
ting its superior or distinctive qualities.

Assets and 
Attributes

Both tangible elements (places, monuments, in-
frastructure) and intangible elements (culture, 
history, associated feelings) that make up the ci-
ty's identity.

Personalidad 
de marca

Brand Personality: The perception of the city as 
if it were a person, with specific characteristics 
that make it unique and attractive to its target 
audiences.

Visitor Loyalty 
and Percep-
tion

The emotional connection and perception that 
tourists and residents have with the city, and how 
this influences their decision to visit or live there.

Note: Created by the authors. The table contains definitions taken from the article 
by Irisi Kasapi and Ariana Cela (2017): “Destination branding: A review of the city 
branding literature”.

As previously mentioned, the 2021 brand reflected a minimalist ap-
proach, centered on the Equator and colonial architecture, featuring the 
Roboto typeface and color gradients that conveyed modernity but had 
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limitations in terms of visibility and scalability. Its identity was geared 
toward post-pandemic tourism recovery, creating a perception of a his-
toric and trustworthy city. For its part, the 2023 brand demonstrates 
a strategic evolution toward a comprehensive and emotional identity. 
The logo incorporates a simplified coat of arms, symbols of fauna, flora, 
architecture, and culture, along with hierarchical typography, reinforc-
ing the connection with citizens, projecting local pride, and consolidat-
ing Quito’s international profile.

In terms of positioning, in 2021 it was limited to tourism promotion 
and colonial architecture, achieving a moderate increase in visitors. By 
2023, it expanded into a comprehensive narrative that combined his-
torical heritage, culture, nature, and modernity, differentiating Quito 
from other cities nationally and internationally and strengthening its 
uniqueness and authenticity.

Tangible assets include monuments, colonial buildings, and natural ele-
ments, while intangible attributes encompass culture, history, spiritu-
ality, and feelings associated with the city. The 2023 brand projects a 
more human and emotional personality: Quito is perceived as vibrant, 
resilient, culturally rich, and approachable, which helps generate loyalty, 
recall, and preference among both residents and tourists.

In summary, the evolution of Quito’s city brand reflects a shift from a 
functional and minimalist identity toward a comprehensive, symbolic, 
and emotional identity that connects with residents, strengthens the 
perception of the city, and positions Quito as a cultural, tourist, and ur-
ban benchmark at the national and international levels. Differentiating 
between brand types (city, tourism, country, products, and services) 
is crucial for optimizing resources, achieving strategic coherence, and 
consolidating a lasting and globally recognized identity.

  Conclusions The comparative analysis shows that changes in administration and 
contexts of mistrust significantly influence the continuity and consol-
idation of the city brand, affecting its positioning at the national and 
international levels. However, the 2023 brand study demonstrates that 
strategically directed creative efforts allow for the coherent integra-
tion of cultural, historical, and natural elements, consolidating a robust, 
symbolic, and emotional identity recognized by citizens and visitors 
alike. This finding contributes to the debate on territorial branding by 
showing that creativity applied with a strategic focus strengthens the 
perception of a city, even in contexts of political transition.

The research highlights that prioritizing the city brand over brands 
associated with a specific administration is key to ensuring continuity, 
institutional neutrality, and coherence in territorial identity. The coex-
istence of proposals linked to specific terms of office—often managed 
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belatedly and in a vague manner—can scatter creative efforts and eco-
nomic resources. In contrast, focusing creativity and strategic planning 
on the city brand allows for the optimization of resources, generates 
tangible impacts on local pride, tourism, and international competitive-
ness, and consolidates a lasting and globally recognizable identity.

In terms of assets and attributes, the 2023 brand combines tangible 
elements—monuments, colonial buildings, nature—with intangible el-
ements—culture, history, spirituality, and emotions—projecting Quito 
as a vibrant, resilient, and approachable city. The creative efforts re-
flected in the brand’s visual, narrative, and symbolic conceptualization 
strengthen loyalty, recall, and preference among residents and tourists, 
demonstrating how strategic city brand management generates tangi-
ble returns for the community and for international visibility.

In summary, the study suggests prioritizing the city brand over any 
brand linked to a specific administration. This is justified because the city 
brand ensures institutional continuity, strategic coherence, resource op-
timization, and the strengthening of territorial identity, whereas brands 
associated with specific terms of office tend to be fleeting and frag-
mented. Furthermore, creative efforts should focus on the city brand, 
as its strategic management allows for the integration of cultural, his-
torical, and emotional elements, generating tangible returns in terms of 
local pride, tourism, and international competitiveness.

This study contributes to the field of city branding and territorial commu-
nication, demonstrating how the visual and symbolic strategies of a city 
brand are shaped by political and administrative contexts, which high-
lights the need for sustainable territorial identity policies over time.
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