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This course focuses on the centrality of cities as engines of capitalist recovery and innovation in the contest of the current global crisis, and analyse a number of issues related to the emergent forms of knowledge based and technology driven economies in contemporary cities across the world. 
In this context, creativity, technology and sustainability emerge as main determinants of innovation of urban economies.  
[bookmark: _GoBack]First, through the lens of economic and political geography, the course discusses the emergence, definition, global dissemination and local incorporation of models of urban economic development between homogenization and hybridization. 

Second, in a territorial marketing perspective, the aim is to present a review of how these main global trends of urban innovation are characterizing urban imaginaries and the politics of city branding, and how the branding of innovative, creative and sustainable (green) cities contributes to increase the development and competitiveness of local areas. Indeed, it should be paid attention to creativity, as a way to develop a number of economic activities as well as new forms of tourism experiences, exploiting local resources, traditions and skills. Technology is also a crucial lever not only to make urban regions “smart” and sustainable, but also to expand and promote local offer, including e.g. services and cultural heritage, for the benefit of residents, firms and tourists.
Finally, a number of juridical aspects linked with ideas, models and practices of creative, technological and sustainable urban development will be analysed, above all with regards to issues such as: the collective use of technology among big data and privacy issues; the risks and challenges of "Smart Cities" linked to the introduction of new technologies. Through the rules and case studies, the course is a tool for analysis, research and study to identify and define solutions that respect the protection of personal data; common goods and other legal issues. 
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