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PREFACE

Is life really getting better? If so, how can we tell? What are the key ingre-
dients to improving life? Is it better education, environment, health care, 
housing or working hours? Does ‘progress’ mean the same thing to all peo-
ple, to all countries, to all societies? These questions served as the basis 
for the Better Life Initiative, a project the OECD has worked on for almost 
ten years. Its purpose is to “identify the best way to measure the progress 
of societies – moving beyond GDP and examining the areas that impact 
everyday people’s lives”. 

The previous editions in the International Place Branding Yearbook series 
looked at the themes of “place branding in the new age of innovation” (Go 
and Govers 2010) and “managing reputational risk” (Go and Govers 2011). 
A world in crisis is a subject that requires immediate and critical attention. 
Only by boycotting front-page news is it possible to ignore the fact that 
we live in an age of crisis. We read of climate change, global imbalances, 
unemployment, resource shortage and terrorism. These issues are rooted 
in the structure and development of the world economic system. And their 
manifestations are aggravated by economic and political policies, including 
the context and choices of place branding. 

This third edition of the International Place Branding Yearbook series 
focuses on “managing smart growth and sustainability” and commemo-
rates the 50th anniversary of Rachel Carson’s Silent Spring. A biologist by 
training and a skilled writer, here is what this visionary observed 50 years 
ago: “what we have to face is not an occasional dose of poison which has 
accidentally got into some article of food, but a persistent and continuous 
poisoning of the whole human environment”. In the introduction to this 
controversial and remarkable book Lord Shackleton wrote: “Silent Spring 
is not merely about poisons; it is about ecology or the relation of plants and 
animals to their environment and to one another … Miss Carson makes a 
well reasoned and persuasive case for human beings to learn to appreciate 
the fact that they are part of the entire world inhabiting this planet, and that 
they must understand its conditions of existence and so behave that these 
conditions are not violated.” 

Carson’s book helped to ignite the worldwide sustainability movement. 
Unlike the 1980s and 1990s, today’s sustainability movement isn’t moti-
vated by guilt. Instead it’s led by a varied group of people who see the long-
term environmental, social and economic benefits of working in sustainable 



ways. Presently, climate change attracts increased attention from both inves-
tors and companies. A growing number of business leaders recognize that it 
will have a major impact on future product offerings, operations and repu-
tation, and they are adapting their business strategies accordingly. It is also 
a main concern for place brands which seek to attract investors, residents 
and tourists to achieve and maintain place brand leadership. It therefore 
should not come as a surprise that increasingly businesses, territorial actors 
and researchers alike are interested in re-evaluating professional practice 
and improving the environmental footprint. The previous Yearbooks under-
scored the fact that place brands aren’t merely logos, but represent a prom-
ise designed to empower humans to align external and internal dynamics 
collectively. Culture, image, symbols and vision are essential dimensions 
that empower the place branding process. Visionary place brands are in 
the temporal domain and of the future, implying a gap between the state of 
Carson’s Silent Spring and the imagined state of sustainability. The “brand 
mission” refers to the knowledge domain of the creation of smart growth 
value propositions which countries and cities, in partnership with business, 
are either engaged in or are intending to join. “Managing smart growth 
and sustainability” represents a powerful concept which, given the “right” 
leadership, can attract the attention and energy of place brand stakeholders, 
experienced professionals and inspired novices and help to coordinate their 
actions so as to make the concept a self-fulfilling prophecy. 

Frank M. Go
Robert Govers 
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ABOUT THE BOOK

2012 MANAGING SMART GROWTH AND SUSTAINABILITY

This Yearbook examines how place brands interrelate and configure vari-
ous attributes in the place branding process to derive “smart growth”. As 
opposed to a Darwinian type approach, which is based on the ability of 
a single organizational attribute to survive intensive place brand rivalry, 
smart growth draws from the emerging field of “quality of life”. It demands 
research as manifested in the consumption and production practices in 
urban locations which emphasize ethical and aesthetic concerns around 
which their attributes are configured so as to achieve a consistency in their 
internal characteristics, a synergy in their working processes and a fitness 
with external contexts. The smart growth approach underscores the impor-
tance of systems or networks of interrelationships concerning a specific 
theme around which may be created a synergistic “soft power” that con-
nects multisector and multilayered work processes of place brand stake-
holders so as to configure the selected attributes and mediate place brands 
in response to the multiple demands of cultural identity, state power and 
capital accumulation. 

YEARBOOK OBJECTIVES 

This 2012 International Place Branding Yearbook has the following 
 objectives: 

■ To increase understanding that place branding dwells within multi-
layered, multisector spaces, and that every situation is unique due to 
place-specificity, which implies that practitioners and academics must 
be selective in delineating brand research and projects, in contrast to 
applying generic approaches; 

■ To provide a “state-of-the art” review of research through the lens of 
selected individual case studies;

■ To interpret the challenges that place brands face in managing smart 
growth and sustainability through selected themes. 



OVERVIEW 

This volume features perspectives of place branding that have been 
reviewed by an editorial board. It is not academic in the sense of labori-
ously expounding theory, but contributions have been screened with an eye 
to relevant techniques, methods and tools geared towards a focus on man-
agement for action. The final content consists of various approaches set out 
in three parts:

■ Part 1: Examines some essential concepts and theories that underpin 
place branding practice.

■ Part 2: Consists of a selection of chapters that addresses individual case 
studies of countries, regions, cities, and so on. 

■ Part 3: Provides state-of-the-art themes in the subject area. 

We trust that the reader will appreciate the breadth of contributions and use 
these to view place branding through a new lens. 

AUDIENCE

This Yearbook is aimed at: place branding practitioners, consultants and 
government agencies; ministries of economic development and cultural 
institutes and foundations; regional and city governments; mayoral offices; 
regional, cantonal, state and city tourism, investment promotion, economic 
and development agencies; academics and researchers in marketing, inter-
national politics, public affairs, international marketing, international rela-
tions, globalization, economics and diplomacy; and journalists who serve a 
wider public for debating place marketing and branding issues. 

xiv About the Book
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author in the upcoming UN-HABITAT Guide for City Leaders on Urban 
Planning. He studied at Harvard and the United Nations University.
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ORGANIZATION OF THE BOOK

This book is organized into three parts and contains 14 individual chapters. 
A brief description of each part and each chapter follows.

PART 1 MULTIDISCIPLINARY PERSPECTIVES ON SUSTAINABLE 
PLACE BRANDING

This section consists of four chapters and forms an introductory part that 
looks at multidisciplinary perspectives on sustainable place branding, 
including leadership, social responsibility, crisis communications, knowl-
edge management and planning, and preservation.

Chapter 1 Four Readings of Place and Brand Leadership

Chris Mabey and Tim Freeman write from an academic perspective. The 
world of contemporary leadership and place-shaping is in flux. They argue 
that, for a host of socio-cultural, technological and political reasons a less 
hierarchical, more inclusive and relational model of economic development 
and partnership-working is gaining currency. This calls for collaborative 
networking, for entrepreneurship and innovation, for knowledge sharing 
and for cross-boundary learning – an approach that can provide neighbor-
hoods, cities and regions with resources to improve the flow of knowledge 
and create branded places that are both attractive and sustainable. However, 
reconceptualizing “place” in this way has immediate consequences for the 
nature of leadership, though “place leadership” is a field which remains 
under- theorized to date. Mabey and Freeman propose “discourse analy-
sis” as a fresh and theoretically informed way to explore the branding of 
place. By offering four different “readings”, they begin to identify what is 
required to lead effectively in complex, sometimes chaotic, policy environ-
ments, working across institutional, professional, territorial and community 
boundaries. 

Chapter 2 Beyond Place Branding

Nicholas Ind and Erling Dokk Holm draw on the ideas first put forward in 
Beyond Branding (London: Kogan Page, 2003), edited by Ind, and Holm’s 
PhD study on coffee shops and the idea of soft urbanism. They have writ-
ten this chapter from a practitioners’ perspective. Their general focus is 



on how branding practice in general is changing. Social media power, the 
move to a more participatory culture and the recognition of the importance 
of sustainable growth has turned the stakeholders–brand relationship on its 
head thereby ceding brand control to consumers and citizens. Their co-
 creating of brand meaning in a conversational space has caused most of the 
distinctions between brand insiders and outsiders to collapse. From their 
work with branding organizations the authors argue that place branding 
needs a rethink so as to become more long-term oriented and focused on 
smart growth, rather than growth for its own sake. They conclude with a set 
of four implications which move place branding into the heart of policy-
 making: (1) place brands should practice democratic principles, i.e. open 
themselves up to more stakeholder dialogue and capture the sort of engage-
ment as illustrated by Switzerland’s direct democratic decision-making; 
(2) place brands must become more transparent; (3) city brands need to 
embrace “soft urbanism”, i.e. they should diminish different stakeholders’ 
distinctions, blend high and low culture, stimulate ideas and encourage 
informality; (4) place branding needs to become everyone’s responsibility: 
creating a better community is not just the responsibility of civic leaders, 
rather it involves everyone working together to enhance the quality of life, 
both in the short and long term. 

Chapter 3 Crisis Communication and Sustainable Place Marketing

Eli Avraham asks how a place’s positive image can be restored after a cri-
sis. Opposing what may be described as a one-size-fits-all approach he cau-
tions against applying a variety of techniques and strategies and the same 
solutions for places that differ greatly from one another. Moreover, he sug-
gests that the solutions proposed in the past have not taken into account the 
type of crisis experienced or the characteristics of the target audiences to 
be addressed. This chapter offers a preliminary analysis of three types of 
characteristics – those related to the place, audience and crisis – that must 
be considered before selecting a strategy to restore the positive image of a 
place that experienced a crisis. The discussion is both practical and theo-
retical. On a practical level, the analysis helps marketers in the selection of 
the correct strategy for restoring an image; on the theoretical level, it offers 
an extension to existing models for the restoration of the image of a place. 

Chapter 4 A Perspective on Planning, Smart Growth and 
Place Branding

This chapter is by Kristof van Assche, Ming Chien Lo and Raoul Beunen, 
who write from an academic perspective. They argue that planning 
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 strategies that are sensitive to place branding could increase the appeal of 
smart growth projects by creating a value for places and the things in those 
places. They develop a perspective on the potential synergy between smart 
growth and place branding that can be valuable in various contexts – in the 
US, the EU and communities elsewhere – since many encounter obstacles 
to comprehensive planning that could be reduced by paying closer attention 
to how value can be affected by planning. This chapter concludes that the 
potential for place branding in smart growth is vast, but that it is also linked 
to governance in an intricate manner. The place branding literature has 
already moved in the direction of governance by recognizing that places are 
complex “products”, or in fact many products, and that commodification 
and decommodification take place all the time. Evidence is given that the 
combination of visioning planning and place branding, rather than treating 
these as independent processes in the community, will benefit a sustainabil-
ity movement such as smart growth. 

PART 2 CHAPTERS ON PARTICULAR CASES

The chapters in Part 2 illustrate specific cases in the field of place brand-
ing and fall into two broad categories. Chapters 5 and 6 look at the role 
of gender orientation and public–private partnerships; Chapters 7 and 8 
concentrate on civil disorder and public mood as sources of regeneration; 
while Chapter 9 examines green design for a sustainable city branding 
strategy. 

Chapter 5 Case A: Sex and the City – City Branding in 
Spanish Cities

Gildo Seisdedos and Pablo Vaggione also write from an academic perspec-
tive. Through a case study, they explore the influence that gender has on 
city branding processes in Spain. They argue that there has been a strong 
shift in the way citizens assess branding efforts. That is to say, what citi-
zenship demands of their local governments has substantially changed; 
what formerly was pride is now a political battlefield, which provides 
suspicion regarding the opportunity of branding projects. The authors 
suggest that a new model for city branding processes may emerge, con-
sequent to a shift from a masculine to a feminine model, from the ethics 
of justice to the ethics of care. The chapter suggests that such processes 
in Spanish cities are adapting to this new emerging model of “openness” 
and concludes by describing the nature and the challenges of this change 
for the analysis and management of  cities. 
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Chapter 6 Case B: A Common Agenda for Place 
Branding – Made in Torino

Alexander Otgaar writes from an academic perspective. Presenting a wide-
ranging case study from a public sector organization – the Italian city of 
Turin – he considers both private and public sector perspectives that influ-
ence group decision-making. In this chapter Otgaar discusses the increasing 
need for a common agenda in the development of a place branding strategy 
and industrial tourism in particular. Furthermore, he identifies the funda-
mental trends that raise the importance of such an agenda. Subsequently, 
he focuses on the question of how to realize a fit between industrial tour-
ism development and the intended images of both city and enterprise. The 
chapter concludes with an evidence-based analysis of the Made in Torino 
case which shows how a public–private initiative involving the local gov-
ernment and the chamber of commerce has developed a common agenda 
on industrial tourism development, has enriched the city’s image and has 
helped to open doors and improve accessibility and visibility at relatively 
low costs. As has been the case with many other branding instruments it 
has been difficult to prove the effectiveness of the city branding program, 
but the fact that both initiators still support the Made in Torino initiative is 
an indicator of its success and could serve as inspiration for other cities. 

Chapter 7 Case C: Sustaining a Brand through Proactive 
Repair – The Case of Manchester

Written from an academic perspective by Steve Little this chapter looks 
at how British cities, beyond the capital, have been affected by recent 
adversity and have had fewer direct control mechanisms for countering 
reputational risk and brand vulnerability. It focuses on the Manchester 
region which aspires to the role of alternative metropolitan growth pole to 
London and the south-east, but lacks the direct mechanisms with which to 
pursue this aim. Building on path dependence theory, this chapter shows 
Manchester’s status as the international center of the cotton and textile 
processing industries during the 19th century, reflected in its unofficial 
name of Cottonopolis. Top-down government policy-making in the face of 
recession are the contradictory stresses that triggered the most recent civil 
disturbances in Manchester in August 2011. Little argues that this included 
the dismantling of regional policy and the substitution of poorly resourced 
alternative partnerships under the promotion of “localism”. In the immedi-
ate aftermath of the disturbances of August 2011, Manchester local author-
ities deployed both traditional communication forms as well as co-opting 
social media, which were identified by some commentators as central to the 
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 propagation of the unrest and criminality. However, in the face of internal 
tensions, the extent to which the “municipalization” of social media – in 
campaigns such as that developed in Manchester under the immediate pres-
sure of civil  disorder – can sustain a city and region remains to be seen. 

Chapter 8 Case D: Social Media – Insight into the “Public Mood” 
of Places? A Case Study of the City of Johannesburg 

This chapter by Wadim Schreiner and Frank Go is written from a combined 
practitioner consultant and academic perspective. It focuses on the study of 
the City of Johannesburg. In particular it describes initial, exploratory research 
toward the development of a “public mood” index for the city. It is an explora-
tory study which aims at advancing understanding of the importance of mood, 
not just from a place branding viewpoint, but also from a future city planning 
perspective. Furthermore, the authors recognize that emotions are essentially 
subjective, and sometimes irrational. However, they play an important role in 
the shaping of patterns of urban regional behavior. As such, recognizing these 
patterns not only helps to define the roots of the City of Johannesburg, but 
contributes also to the critical task of managing citizen participation as part of 
the ongoing task of managing the brand reputation of the city. 

Chapter 9 Case E: Turning a Gemstone into a Diamond – A 
Green Design and Branding Strategy for the City of Bucharest

Iulia Gramon-Suba and Chris Holt continue the theme of sustainability. 
Writing from an academic perspective, they consider socially responsible 
design and education to be the main factors for nullifying existing nega-
tive opinions and creating a green city brand strategy for Bucharest. This 
chapter presents the key findings of an audit which reveals the respond-
ents’ deep dissatisfaction and negative perception of the city’s environmen-
tal situation. The same study findings also showed that a one-size-fits-all 
approach fails to produce the desired improvements. Instead, place-specific 
contexts call for tailor-made strategies. The Bucharest case study is situ-
ated against the backdrop of green city brand strategies which have been 
successfully implemented elsewhere. While these settings are different, 
they reveal a common pattern: that people need to discover for themselves 
that sustainable development plays an important role in the improvement of 
their quality of life. A place which manages to balance its economy, ecol-
ogy and social equity can become sustainable and more attractive for its 
inhabitants, investors, businesses and tourists. The chapter concludes with 
the presentation of an environmental design-led city brand strategy which 
relies on an ongoing co-creative improvement process aimed at tackling 
Bucharest’s current environmental issues. 
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PART 3 CHAPTERS ON PARTICULAR PLACE BRAND THEMES

This part shares perspectives and reflections on facilitating the implemen-
tation of place brand themes by practitioners. It covers two areas. Chapters 
10 and 11 examine the risk of stereotyping and the significance of levering 
the green economy to build reputation, while Chapters 12 and 13 look at 
the branding issue of using “freeware” in the cultural production context.

Chapter 10 Overcoming the Risk of Stereotypes – Sustainable 
Place Branding Asks for Strategic Communications

Written by Roland Schatz, from a practitioner’s perspective, this chapter 
presents an account of the creation and “stickiness” of stereotypes. The 
author describes how regions, cities or countries are typically perceived and 
associated with a single impression, an event or a tradition. For example, 
when asked, most would associate Pisa with the world-famous leaning 
tower, reduce Vietnam to a war which ended 40 years ago and the Middle 
East as a source of terror and conflict (though these have been on the wane 
until the recent Arab Spring uprisings). Instead, Pisa is a diverse Italian 
town. In 2011 Vietnam served as an eye-opener to many, as one of the 
“Next 11” of the world’s growth regions, which is expected to experience 
the highest levels of economic expansion after Brazil, Russia, India, China 
and South Africa. And the people in Syria, Egypt, Tunisia, Libya, Bahrain, 
Yemen, etc. are astounding not only the experts in the White House, Paris 
and Berlin with respect to their steadfastness and creativity with which 
they made the season of spring a permanent condition. Stereotypes have 
always been dangerous, but surprises have increased in recent years. Not 
only governments, but also the media, have had to deal with the question: 
who is responsible for the premises that politicians, economists and the 
media use to underpin their decision-making? If they seemingly know so 
little about “the other”, or if the little that they know is now more often 
fundamentally incorrect, what value do the measures possess that they 
have taken and sold to citizens as if they were concerned with responsible 
decision-making? 

Chapter 11 Do National Green Reputations Matter? The Global 
Green Economy Index and Implications for Stakeholders in the 
Green Economy

Jeremy Tamanini also writes from a practitioner’s perspective of his experi-
ences as the founder of Dual Citizen Inc. The focus is on the tools available 
to country brand managers for measuring and evaluating the success, or 
lack thereof, of their strategic and tactical nation branding and their efforts 
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at country reputation management. Tamanini argues that until recently 
measurement frameworks employed different methodologies to look at 
generalized conceptions of country “brands” or “reputations”. The chapter 
highlights the perspective, methodology and results related to the Global 
Green Economy Index, a specialized product designed to assess both the 
perceptions and performance of 27 national and city green economies. Its 
author argues that green reputations are an increasingly important factor 
defining overall country brands and, as a result, that national and city lead-
ers face a growing incentive to improve upon or consolidate their “green” 
reputations. The chapter concludes with the claim that nations and cities 
which lay the groundwork today for intelligent green strategies and develop 
branding and communications plans to support them will be rewarded with 
recognition, investment and increased tourism. 

Chapter 12 Branding Brazilian Slums through “Freeware” 
Cultural Production – The Case of Rio de Janeiro

This chapter by Antonio Paolo Russo is from an academic perspective and 
reflects on a “cultural industry model” which has an important potential for 
local development. It examines the salient characteristics of the network 
of independent cultural producers of Brazilian slums. Plagued by poverty 
and crime favelas have come to encapsulate the worst aspects of chaotic 
urban growth in Latin American cities. Maybe more so in Rio de Janeiro 
than in any other Brazilian or Latin American cities, favelas are neverthe-
less important components of an urban cultural landscape of outstanding 
value, though they are just as difficult to conceptualize as spaces of creative 
expression, according to a peculiar model anchored on freeware and hacker 
culture and receiving the support of the federal government’s cultural pol-
icy. This model made a remarkable change to the way favelas have come to 
be “legitimized” by metropolitan society over and above the criminalizing 
discourses of mainstream commercial media. The free cultural products of 
favelas promote community pride, recognition and visibility, and ultimately 
inclusion, but also job creation in its peculiar consumption filière (produc-
tion for consumption), especially when the potential as “tourist brand” 
is taken into account. The chapter concludes that Rio’s current evolution 
could serve as a template for other deprived urban landscapes in countries 
that are achieving fast growth and a transition to a post-industrial economy 
at the expenses of inclusion. It also opens the field to other experiments in 
social re-engineering “at the margin” with great potential to engender pow-
erful brands of sustainable development, which should be considered and 
actively supported by progressive urban politics. 
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Chapter 13 Improved Public Infrastructure and Sustainable 
Place Branding

Keith Dinnie writes from a combined practitioner and academic perspec-
tive. This chapter examines the role that improved public infrastructure can 
play in sustainable place branding, demonstrating that city brands are built 
not only through marketing communications but more importantly through 
tangible evidence guided by the principles of good urban design. The author 
presents the case studies of Valladolid (Spain), Riyadh and the Arnhem/
Nijmegen city region (the Netherlands) as illustrative examples of cities 
that have followed such a path. The chapter concludes that public infra-
structure can play a part in sustainable place branding but so far has had an 
undervalued role. By way of three cases it provides tangible evidence that 
improved public infrastructure guided by the principles of urban design can 
contribute powerfully to the achieving of city branding objectives such as 
attracting residents, investors and tourists. 

Conclusion

This is the final chapter and concentrates on future developments and areas 
of interest. Robert Govers and Frank M. Go write from a combined consul-
tant and academic perspective. Which theoretical patterns can be discerned 
from the multidisciplinary perspectives offered in this series with regard to 
spatial and societal changes? And what may be their consequences which 
help to bridge theoretical deficiencies in the place branding debate and the 
gap between principles and “just place brand” practice? Our response to 
this query is framed in the “model of balanced centricity”, including the 
trade-offs that need to be made between measures of performance, that 
is efficiency (doing things “right”), equity (doing the “right” things) and 
effectiveness (doing the “right” things “right”). 
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INTRODUCTION

Frank M. Go and Robert Govers

Was Adam Smith’s Wealth of Nations wrong? Jane Jacobs (1984) thinks so. 
She claims that cities rather than nations have been the constituent elements 
of a developing economy since the dawn of civilization through “explo-
sive” import replacement. Cities are transformed through a variety of mate-
rial, socio-economic and symbolic interventions, manifest amongst others 
in place brands, to become exports; and these, in turn, finance imports. 
For example, growth machine theory attributes the role of the capability 
of business elites to the use of public resources for achieving their own 
private objectives. In contrast, location theory is concerned with the micro-
economics of space, taking input costs and transportation costs of finished 
goods and services to markets, particularly those with a favorable cost 
structure, into account as the stimulus of economic growth. On the other 
hand institutional theory holds that urban and regional economic activities 
driving growth are embedded in social networks and focus on the interac-
tions between firms rather than within individual firms. 

As inseparable as mushrooms and mycelia, place brands and networks 
demonstrate a reciprocity for sharing prosperity, as opposed to an economy 
of self-sufficient units. Therefore, economics will take investors and stake-
holders only so far in valuing the place brand’s growth options, prompting 
the question: Is the economist’s or historian’s model more realistic? The 
former “approaches choice making in terms of optimization, which condi-
tions are rarely ever met, [whereas the latter] follows a historical actor who 
is grappling with intractable choices” (Offer 2007, p. 5). Kondratieff wave 
theory points to a relationship between innovation and the long waves of 
economic growth and justifies inquiry into how the “golden ages” of cit-
ies came about. Across the ages these cities differed in respect of govern-
ment structure, the location of control and decision-making, but all were 
capitalist in nature and the global hubs of their time. Out of their network 
of interlinked urban economies came new artistic, technological creativ-
ity, new ways of organization and new production forms. These generated 
wealth and became magnets for the attraction of talented “outsiders”. Not 
belonging to the established order of power and prestige, they gave a voice 
to society’s discontent, sparked the creative drive and contributed to the 
representation of culture, which is indivisible from place branding. Fast 
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2 Frank M. Go and Robert Govers

forward and we observe how information technologies and aviation links 
have increased the “extensity, intensity, velocity of global flows and the 
impact propensity of inter-connectedness” (Held et al. 2000, p. 21), framed 
by the global value chain. 

What is relevant to note here is not the basic technology per se, but 
how affordances of distributed, co-creative, technological, social and legal 
knowledge network solutions have impacted on the place branding proc-
ess, turning places into creative hubs. Such hubs widen the place brand 
reputation over rivals, priming it for future growth, but also giving pause 
to rethinking the nature of rivalry in the global network context. This is 
particularly the case when not only the internal logic but also collaboration 
with a variety of stakeholders has proven important in achieving successful 
strategies. This raises a question regarding the direction of causality: did 
the place brand achieve its competitive identity consequent to systematic 
economic growth or, conversely, consequent to effective place branding? 
The answer to this issue of competitiveness depends on understanding par-
allel changes at both the company and regional cluster scale which, upon 
analysis, leads to an overarching challenge. How, despite the tensions that 
may exist between effectiveness and equality, between individual and col-
lective interests, can the renaissance of the city be achieved through smart 
growth branding? The contributions in this volume and dedicated journals 
like Place Branding and Public Diplomacy, Brand Management and Place 
Management and Development suggest that three conditions under which 
value-upgrading is likely to happen already exist: (i) the growing signifi-
cance of the knowledge-based economy; (ii) the global risk of climate 
change; and (iii) the increasing power of technologies and social media. 
Publications relating to each theme are summarized in Organization of the 
Book, while a linking thematic diagram is presented in Figure I.1. 

UNRAVELING PLACE BRANDING: WHERE DO PLACE 
BRANDS DWELL?

As we travel more, cultures mingle and borders are blurring, our national-
ity, religion and gender should matter less. Instead, the way we perceive, 
live and what we fear is increasingly dictated by our identity. A corollary of 
this may have been that researchers shifted their focus from place market-
ing (Kotler and Gertner 2002; Hankinson 2004; Kavaratzis 2004; Dinnie 
2010; Govers and Go 2009) to understanding places as brands and how the 
different demands of investment, tourism, export policy, etc. can be inte-
grated in the place branding process. Beyond the production and consump-
tion debate, critical cultural theorists such as Harvey, Urry and Zukin have 
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addressed social justice issues raised by differential consumer access to 
place, understood as a marketing commodity. They deal only incidentally 
with place branding issues as such and, insofar as they do so, indirectly. 
Instead their critiques address the impact of branding, in the broadest sense 
of the word, particularly referring to how capital investment and the socially 
constructed process generates growth and configures modern cities. 

Evidence gathered by Homer-Dixon (1999) from a wide range of inter-
national research projects has resulted in the development of a detailed 
model of the sources of environmental scarcity. For example, he refers to 
water shortages in China, population growth in sub-Saharan Africa, and 
land distribution in Mexico to illustrate that scarcities stem from the deg-
radation and depletion of renewable resources, the increased demand for 
these resources, and/or their unequal distribution. Homer-Dixon argues that 
these scarcities can lead to deepened poverty, large-scale migrations, sharp-
ened social cleavages, and weakened institutions. A consequence, partly 
of scarcity, is the ongoing turmoil in many African and Asian countries, 
which may spread in due course from the periphery to the core. Faced with 
conditions of resource-scarce cities, nation-states and supra-national lev-
els jockey to strengthen their positions. The latter raises direct or related 
issues that affect or are affected by place branding, the opportunities of 

Symbolic city
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FIGURE I.1  Place brand symbolism and the interrelating 

 socio-cultural, economic and political dynamics
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 geographically entangled brands, and also their contradictions (Gotham 
2007) that are “closely related to spatially uneven development through the 
articulation of and reinforcement of economic and social inequalities and 
unequal and competitive socio-spatial relations and divisions of labour” 
(Pike 2009, p. 619). This side of branding justifies considering the ethos of 
smart, sustainable and inclusive growth. 

Place, Branding, Smart Growth and Sustainability

The discipline of geography emphasizes that economic and material forces 
explain the making of place. Three phenomena have radically altered the 
economic, social and political dynamics (see Figure I.1) within urban 
regions. These are, first, the new means of consumption; second, the “signa-
ture” architecture; and third, staged mega-events. Their complex interplay 
of identity constructing processes, micro–macro relationships, represen-
tations and symbolization comes about through a “dialectic interaction 
between ‘hard’ technology/infrastructure and ‘soft’ concepts” (Normann 
2001, p. 86). This in turn brings about spatial restructuring (context) as 
well as concerns about the disparity between public investment and private 
profits, and environmental and social justice critiques (outcomes). Though 
definitions of terminology of the field of interest should arise from later 
analysis we suggest that there is a confusion regarding the fundamental 
terminology. Therefore we will define the relevant terms at the start.

Space and Place

An important element of Giddens’s (1991) analysis of self-identity and 
society is that in the pre-modern era the “when” markers (time and space) 
were connected to the “where” (place) not only of “social conduct but to 
the substance of that conduct itself ” (p. 16). But in the modern age, space 
has become an interval of distance seen as absolutely objective in nature. It 
is hard to arrive at a singular definition of place, because the literature is not 
coherent in character. In this section we do not attempt to assess the effec-
tiveness of these different traditions but consider the more general question 
of what is meant by the term “place” and how we can selectively define it 
for purposes of understanding how place making occurs, including beyond 
the process of branding.

There are different ways to define “place”. The ontological perspective 
delineates it as the existence of a particular point or part of space or of a 
surface. The epistemological perspective refers to a manner of knowing 
or looking at a geographical point, such as a town or city. Both the natu-
ral and social sciences emphasize that the production of new knowledge 
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is embraced or rejected in specific social, political and economic contexts 
(Ziman 1994). 

While neither of these definitions does justice to explaining the complex-
ity of the place concept, the latter evokes a two-pronged question consequent 
on possible “distance dispersion” (Van Fenema 2002, p. 21) that is relevant 
to defining what is meant by “local”. First, to what extent do inherent place 
characteristics represent either a co-located situation (e.g. a workplace) or one 
involving considerable regional distance (in selected cases where small coun-
tries could be reasonably viewed as local)? Second, to what extent are the inter-
ests and agendas of stakeholders compatible with collaborating in the place 
branding process and its perceived outcomes? Yi-Fu Tuan’s theory of place 
is positioned as “a break or pause in the movement – the pause that allows a 
location to become a centre of meaning with space organized around it” (1978, 
p. 14). Relph (1976), another geographer in the humanist tradition and Tuan’s 
contemporary, refers to sense of place as the ability to appreciate the distinc-
tive qualities of places, which is, in part, dependent on cultural context. 

At the same time Relph opines that the prevailing medium of commu-
nication (McLuhan 2003), involving the movement of goods, people and 
ideas from place to place, designed to overcome the constraints of bodily 
space and time, undermines place, resulting in the “spread of placeless-
ness” (Relph 1976, p. 90). In contrast, theorist Doreen Massey (1997) con-
ceptualizes space and place in both everyday life and wider politics. She 
rejects the humanist geographers’ introverted and exclusionary notion of 
place. Instead, she insists that places should not be considered in terms 
of boundedness but rather in a global sense as the product of processes 
that extend beyond the confines of a specific place. The social construction 
tradition addresses the changing spatiality of social practices and empha-
sizes the heterogeneous and multilevel nature of social exchange. That the 
epistemological perspective of knowledge is embodied in people and their 
culture is relevant to an adaptation of Zukin’s (1991, p. 54) view of place 
as “both specific representations of a more general notion of place [which] 
expresses how a spatially connected group of people mediate the demands 
of cultural identity, state power, and capital accumulation”. From Zukin’s 
(1995) perspective, place making resembles a socially constructed proc-
ess which configures cities largely through capital investment designed to 
generate economic growth via cultural tourism. The continued traditional 
growth ethos underpins and supports modern urban life. George Simmel 
(1911) summarized how this came to pass: “we were liberated from the 
chains of subjective dependence and thereby allowed a much greater degree 
of individual liberty. But this was achieved at the expense of treating others 
in objective and instrumental terms” (cited in Harvey 1989, p. 26). 
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Some of the intrinsic characteristics of place make it difficult to control 
and manage place in a direct and straightforward sense as one might a com-
mercial organization. These characteristics include the following. First, its 
inseparability, not only from mobility as the “dynamic equivalent of place” 
(Cresswell 2006, p. 3) but also from urban governance, which “cannot be 
isolated from city politics” (Braun 2011, p. 258). Second, its dynamism, i.e. 
if we think of “space as that which allows movement, then place is pause; 
each pause in movement makes it possible for location to be transformed 
into place” (Tuan 1977, p. 6). Third, its variety and diversity in terms of 
the manifold ways in which places are experienced, which render abstract 
analysis unproductive (Relph 1976, p. 45). Fourth, its ambiguity, i.e. places 
tend to be ontologically conceptualized as objects, while humans use 
selected spatial elements to socially construct places (Boisen et al. 2011, 
p. 137), which is a knowledge perspective derived from practice-based 
epistemology. Fifth, its susceptibility, i.e. the identity of places can be eas-
ily expropriated “by third parties … for instance, New York has had its 
brand identity applied to the New York/New York casino in Las Vegas” 
(Roulac 1999, p. 63). Finally, its fuzziness, i.e. “while many place prod-
ucts have clear spatial definition – in terms of, for example, administrative 
 boundaries – others can be more informally defined and often have admin-
istrative jurisdictions and elements of contestation” (Medway et al. 2008, 
cited in Warnaby 2009a, p. 407). 

Michel de Certeau (1984, p. 117) considers, as does Lefebvre (1991), that 
space is produced through interaction and practical undertakings: “a place 
(lieu) is the order (of whatever kind) in accord with which the elements are 
distributed in relationships of co-existence … a place is thus an instant con-
figuration of positions. It implies an indication of stability”. While our cur-
rent knowledge may not be amenable to direct control, Tuan suggests that 
differentiated space becomes place as we get to know it better and endow it 
with value. The ideas “space” and “place” require each other for definition 
(1977, p. 6). Tuan (1991, p. 684), particularly, underscores how the often 
ignored role of language in research contributes toward the making of place 
in a wide range of situations and cultural contexts: 

words alone, used in an appropriate situation, can have the power to render 
objects, formerly invisible because unattended, visible, and impart to them a certain 
character: thus a mere rise on a flat surface becomes something far more – a place 
that promises to open up to other places – when it is named “Mount Prospect”. 

His observation resonates with the contemporary significance of “word-
of-mouth” and “word-of-mouse”, acting both as solicited and unsolicited 
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organic agents in the place branding model (Govers and Go 2009, p. 41). 
Rather than suggesting that place be conceptualized as a self-contained 
arena, we are instead advocating an approach closer to Massey’s notion of 
place as unbounded, open and hybrid in character. The same underscores 
Hall’s (1998) suggestion that the infrastructure of the Internet and the World 
Wide Web provides a foundation for new industries, enabling technology-
mediated interactions of global proportions. Therefore, we emphasize the 
significance of developing analyses for understanding how the meaning of 
place branding dwells in the capability of interlocking micro-, meso- and 
macro-perspectives (Layton 2011), which lies beyond earlier territorialized 
conceptions such as “centre–periphery” and “nation–international order” 
binaries (Long 1997, p. 7).

Place Marketing Defined

The key assumption of marketing theory is that the customer’s needs 
should be central and precede and inform the marketing of goods, ideas and 
services. It is based on the premise that no organization can survive unless 
customers purchase what it has on offer. Put differently, marketing uses 
consumer needs as its guiding principle for the operations of an organiza-
tion. Translated to our field of interest place marketing seeks “to influence 
target audiences to behave in some positive manner with respect to prod-
ucts and services associated with a specific place” (American Marketing 
Association 1995, cited by Govers 2011, p. 228). A marketing approach 
which is not coordinated with brand equity building may alienate relevant 
multi-stakeholder representation (ibid., p. 230).

Brand and Branding 

While the terms “brand” and “branding” are commonly used in everyday 
vocabulary, they tend also to be misinterpreted. More than a logo or a name, 
a brand name is ideally linked to the organization’s identity (Kapferer 
2004), encapsulating the full organizational personality, both of the tangible 
and the intangible aspects, represented by the “promise-of-value” (Kotler 
and Gertner 2002). Its projected image serves as the  interface between the 
organization and its audiences and is typically applied in a narrative for-
mat to a myriad of objects, including a person (Rachel Carson), a busi-
ness (VW Blue Motion), a cause (War Child), a city (“London 2012 – the 
most sustainable Games ever”) and country (New Zealand’s world-leading 
sustainable tourism credentials). Gradually brands have become the domi-
nant channel of communications across the planet for products, services, 
ideas, celebrities, countries and cities. Cities are brands and affect the way 
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their brand is projected and how audiences perceive and interact with it. 
What has changed in today’s brand landscape is that shifts in global eco-
nomic power and societal trends have influenced brand ubiquity. In a “sea 
of homogeneity” place branding is a much sought after strategic compass 
for informing urban/regional regeneration, strengthening a sense of local 
identity (Govers and Go 2010, p. 123) and complementing place marketing 
strategy. The growth of the social media in particular has rendered com-
munities immersive and caused decision-makers to redraw geographical, 
industrial and ethical boundaries. In turn, this has caused the information 
order to become more “bottom up, distributed and dynamic” (Fouts 2010, 
p. 120). In the emerging landscape brands express ideas that can no longer 
be controlled. Instead, the simultaneously global and local (i.e. “glocal”) 
context is characterized by interconnectedness affording partnerships. On 
an applied level brands dwell in the hearts and minds of stakeholders, citi-
zens and consumers. Ultimately, their dialogue can serve as the potential 
glue to tie a place brand together in an inclusive, consistent and legitimate 
manner. 

This raises the question as to what the salient brand attributes are and 
whether these may be impacted on by the emerging conditions of resource 
scarcity and to what extent they are sustainable. The place brand “cannot 
deliver value, but only offer value propositions”, according to Vargo and 
Lusch (2008, p. 7). Their service dominant logic can be applied to integrate 
cultural policy and urban integration because “any form of urban planning 
is today, by definition, a form of cultural planning in its broadest sense, 
as it cannot but take into account people’s religious and linguistic identi-
ties, their modes of behavior and aspirations, and the contributions they 
make to the urban tapestry” (Worpole and Greenhalgh 1999, p. 4; cited in 
Evans 2003). So, an overarching consideration is how to develop an inte-
grated framework which involves the private and public (local, regional and 
supra-national) sectors in the co-creative place branding effort (Prahalad 
and Ramaswamy 2004; Go and Govers 2011, p. xxviii) of delivering value 
propositions, which refines further the scope of activity, workable proc-
esses and enumeration of the brand outcomes. 

Why Look at Smart Growth Now?

Historically, two broad perspectives can be distinguished that fuel 
contemporary scientific and societal debates regarding the “growth” theme. 
On the one side there is the “anti-growth” camp which draws, among 
others, on the thoughts of Thomas Malthus, Richard Layard, John Kenneth 
Galbraith, Avner Offer and Richard Wilkinson and Kate Pickett. These 
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thinkers claim, albeit in different ways, that the well-being of society lags 
its economic progress. On the other side there is the “pro-growth” camp 
consisting of such luminaries as Adam Smith, Joseph Schumpeter, Julian 
Simon, David Landes and Johan Norberg. Their ideas advocate, broadly, 
that capitalism and more growth is necessary to turn poverty into history. 
And there is a third perspective derived from physics which goes beyond 
earlier conceptions of social science based “anti-growth” and “pro-growth” 
dichotomies. 

According to researchers at the Santa Fe Institute (SFI), scaling and 
sustainability with an emphasis on cities can be synthesized in the inter-
disciplinary quantitative organizational and dynamical aspects of human 
and social organizations. Underpinned by “hard” science perspectives the 
comparative studies conducted there on biological and social systems reveal 
insights relevant to understanding the phenomenon of growth. In particular, 
when organisms double in size, other factors only increase by factors of less 
than one. This implies that the bigger the organism, the slower its growth. 
For instance, while the number of heartbeats per lifespan of elephants and 
mice is the same, the former have a slower heartbeat. In contrast, when 
cities are scaled by a factor of 1.15, not only do urban areas grow on a per 
capita basis by 15 percent annually in terms of wealth, patents, infrastruc-
ture and traffic, but also in terms of pollution and disease. This observation 
has led to a universal law of urban growth: the bigger the city, the faster its 
growth (Bettencourt et al., 2008). This law is intimately tied to economic 
development, driving the projected doubling of the urban population of 
emerging economies with profound consequences for social organization, 
land use and patterns of human behavior, and results in “a major challenge 
worldwide … to understand and predict how changes in social organiza-
tion and dynamics resulting from urbanization will impact the interactions 
between nature and society” (ibid., p. 7301). It is within this framework 
that the integrative analytical approach treats these interactions between 
various styles and models. It is more dynamic and considerate of history, 
institutions and geography, because knowledge does not move in a friction-
less way among economic actors. New ideas and the adaptive conduct of 
societies to changing economic and technological circumstances are a pre-
condition to sustainable growth. 

One such idea is “smart growth”, for which there is no single definition. 
Its meaning depends on context, perspective and timeframe. Van Assche 
et al. in Chapter 4 indicate that from the European perspective the smart 
growth concept is neither special nor unique, because of a particular tradi-
tion of urban reconstruction and development. The smart growth literature, 
mostly American in origin, has antecedents in different  planning  perspectives 
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and therefore lacks a universally accepted definition of “smart growth”. 
However, the Urban Land Institute defines smart growth as “growth that 
is economically sound, environmentally friendly, and supportive of com-
munity livability-growth that enhances our quality of life” (ULI 1999, p. 1). 
Smart growth is not “no growth”; it includes some of the following broad 
characteristics: “development is economically viable and preserves open 
space and natural resources; land use planning is comprehensive, integrated 
and regional; public, private and nonprofit sectors collaborate on growth 
and development issues to achieve mutually beneficial outcomes …; urban 
centers and neighborhoods are integral components of a healthy regional 
economy” and ecology (ibid., p. 3). Looking at smart growth now makes 
good sense given the global risks, particularly the macro-imbalances and 
fiscal crisis, state fragility and, especially, the economic disparity that stim-
ulates short-term responses that undermine long-term sustainability and, in 
turn, endanger the reputational risk of place brands (Go and Govers 2011, 
p. xxviii).

Is Sustainability a Pipe Dream? 

While the 1987 UN conference definition “meet present needs without 
compromising the ability of future generations to meet their needs” (WCED 
1987) provides a vision it fails to delineate specific human and environ-
mental parameters for modeling and measuring. The following definitions 
are more specific (see www.ejamn.org/defining-sustainability):

1. “Sustainable means using methods, systems and materials that won’t 
deplete resources or harm natural cycles” (Rosenbaum, 1993);

2. Sustainability “identifies a concept and attitude in development that 
looks at a site’s natural land, water, and energy resources as integral 
aspects of the development” (Vieira, 1993); 

3. “Sustainability integrates natural systems with human patterns and cel-
ebrates continuity, uniqueness and place making” (Early, 1993). 

From the above it follows that the site or the environmental context rep-
resents an important variable for working definitions of sustainability. 
Furthermore, the choice for smart growth is inextricably tied to social, 
economic and political dynamics which converge toward the place brand-
ing construct, the site-specific attributes embedded in it, and the knowl-
edge of place branding and its relationship with sustainable development. 
To understand the relevance of sustainability in relation to place branding, 
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much depends on what stakeholders have accomplished to date and how far 
they intend to carry their commitment, jointly. Sustainability does not have 
to be a pipe dream for organizations, whatever the size, sector or location, 
at least when it is properly reported in a tested framework for sustainability. 
The Global Reporting Initiative provides such a useful reporting framework 
(GRI 2000–11). 

CITY HUBS: CENTERS OF GRAVITY IN THE GLOBAL VALUE CHAIN

Our interest in analyzing the strategies of urban regions within the context 
of the global rivalry of cities started in the late 1990s with an importance-
performance analysis of Beijing as an International Meeting Destination 
(Go and Zhang 1997), followed by an investigation into how to achieve 
competitiveness in European tourist destinations (Go and Govers 2000) 
and a study on the so-called Dutch Delta-Metropolis, consisting of the 
spatial structure of the major cities situated in the western part of the 
Netherlands, including Rotterdam, Amsterdam, The Hague and Utrecht 
(Go et al. 2003). The research aims at developing tools to increase the 
knowledge dynamics in an effort to combine the “assets” of four medium 
sized cities so as to gain agglomeration advantages of a larger cluster. 
Under the heading of “vital cities” and in collaboration with local authori-
ties, the research team engaged in testing the best practices and identifying 
the performance characteristics that emerged, in particular in round tables 
with local stakeholders. 

Another step involved the research team building on the new measures 
that were developed in a wider project that addressed measures of “innova-
tiveness” developed for Dutch circumstances. The effectiveness of the stake-
holder dialog resided in its potential (amongst others) to create a “dynamic 
hub” in the Dutch Delta Metropolis (ibid.). In collaboration with groups 
of involved local stakeholders, which consisted of home-based as well as 
host-based companies alongside local communities, governments, trade 
unions and research institutes – a number of actual dialogs were organized 
to determine what could constitute a dynamic hub which would also display 
 characteristics of social proficiency. While the study concerned the posi-
tioning of the Dutch Delta Metropolis in the wider context of global cities 
and reference was made to the term “identity”, the notion of branding in 
the urban context hardly surfaced at the time. However, the study clearly 
showed how utterly disjointed and unrelated the four medium sized cities 
were. Their division rendered them incapable of joining forces, embracing 
the overall vision and exploiting advantages of scale and scope. So, this case 
illustrated the place-specificity of political power on the part of the four  cities 
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which declined to be seen as “sub-brands” and which kick-started a process 
for building trustworthy relations and identifying salient success criteria for 
provenance associations that could aid the levering of core values within the 
umbrella brand (Anholt 2004, cited in Iversen and Hem 2008). 

Another action research project attempted to understand the role of local 
identities in the face of globalization. To this end various studies were 
carried out (Govers and Go 2003; 2004), which culminated in “Virtual 
Tourism Destination Image: Glocal Identities Constructed, Perceived and 
Experienced” (Govers 2005) and ultimately Place Branding: Glocal, Virtual 
and Physical Identities, Constructed, Imagined and Experienced (Govers 
and Go 2009). The study applied an innovative computer-supported con-
tent analysis and its results compared Dubai to other destinations, including 
Flanders, Florida, Morocco, Singapore and Wales. It indicated that gaps 
existed due to a friction between Dubai’s rapid development as a global hub 
and its strong local identity and image. 

In particular, through the integration of the local and global duality in the 
dynamic place image formation model a triadic tension became obvious 
between place identity, its projection and the perceived image of  consumers. 
In turn, this tension, which becomes short-circuited during the travel expe-
rience in the global supply chain that we are questioning, has been driven 
by the goods dominant logic (Vargo and Lusch 2006), for over a century in 
the US and the UK, of real estate practice which has influenced such prac-
tice in other countries. It caused Maas et al. (2009) to ask: Are our dreams 
undermining the city? What is an urban vision and do we need one? 

New thinking regarding temporal and spatial conventions and mobility, 
underpinned by technologies, render interconnectedness possible for anyone 
at any time for networked smart growth. This implies that potential solutions, 
but also threats to city brands, can only be effectively explored when the 
oscillating of foci are brought together within the multi-layered framework. 
Within this wider context, including the macro-, meso- and microscale, it 
would be mistaken to treat branding as a simple process of adding value by 
way of attaching a brand label or logo to a specific city. Instead, the brand-
ing process concerns a series of contestations and negotiations in the layered 
global value chain (Clancy 1998) of service provision, involving economic, 
socio-cultural and political dynamics which entail specific arguments. For 
example, is there a shared strategic vision on chain development? Is there a 
strategic fit in terms of brand associations among important stakeholders? 
And are there reputational risks involved (Go and Govers 2011, p. xii)? 

These questions necessitate analysis of service flows and linkages fol-
lowing the creative processes of service value propositions and delivery 
into arenas of production, consumption and criticisms (see Conclusion) 
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to  identify those factors constituting user preferences and brand equity. 
Networks have brought about a defining shift in market structure and render 
reconceptualization of city branding from a multilevel perspective essential 
in both research and practice, in particular to understand the external effects 
of the “human capital” model (Lucas 1988) on micro-realities manifest in 
the practice-based city branding perspective at different knowledge and 
skill levels. To what extent might the latter impact on the place branding 
process and the place brand? Why have researchers been rather silent on the 
potential damage, including social inequalities that might result from city 
branding output? This in the face of evidence which suggests that equality 
is better for everyone (Wilkinson and Pickett 2010). 

Why Is Smart Growth Relevant to Place Branding? 

City branding is seen to function as a fundamentally affirmative device. For 
example, brand thinking and brand asset management have been dominant 
aspects of “American society and even changed the nature and dynamic of 
US politics” (Ham 2002, p. 250). Yet, Wilkinson and Pickett (2010) raise 
fundamental questions, particularly with regard to the changing relation-
ship between material success and social failure that is increasingly charac-
teristic of American society. In addition Pike indicates how the geographic 
entanglement of brands and branding intertwines with spatially uneven 
development consequent to their underlying dynamic of differentiation 
“predicated on the search for, exploitation and (re)production of economic 
and social inequalities over space and time” (2009, p. 620). The latter is 
evident in the USA and the UK which display a bigger gap between income 
equality and trust (Wilkinson and Pickett 2010, p. 52) than other industrial-
ized societies. That this gap is real illustrates the image of poverty and ine-
quality that dominated national and global news coverage of New Orleans 
during 2005 in the aftermath of Hurricane Katrina (Gotham 2007, p. 844): 

Like all variants of urban place promotion and marketing, urban branding is par-
ticularly silent about issues of social justice, equity, and inclusion. For tourism pro-
fessionals, the question of how to represent post-Katrina New Orleans does not 
include poor people, the homeless and the displaced. The rebranded city increas-
ingly reflects a series of carefully crafted branded images of rich history, delicious 
cuisine, and entertaining music. New logo design, brand (re) positioning, image 
segmentation and targeting, and other place marketing strategies fabricate an 
entertaining image that is insulated from the reality of life on the street.

In the globalizing society urban regions are not only becoming more reli-
ant for opportunities on inter-regional flows, but simultaneously also more 
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 vulnerable to global risks (Go and Govers 2011). Climate change is likely to 
impose a toll on urban regions in the form of natural and man-made disas-
ters. In addition, patterns of interactions between regions are experiencing 
rapid changes as a result of dramatic shifts in production and consumption 
patterns, advances in communication technologies and the emergence of 
new forms of harnessing knowledge and organizing collective action. 

The configuration approach considers the “entangled geographies of 
brands and branding” from “a novel but relatively overlooked point of 
entry” (Pike 2009, p. 621), which bring to the fore considerations of the 
economic, socio-cultural and political impacts of branding. 

However, the literature currently lacks “a more in-depth analysis of the 
governance setting in which city branding takes place, as well as the impact 
of specific choices made in the branding process that are particularly relevant 
for the implementation” (Braun 2011, p. 3). To this end Braun (ibid., p. 9) 
identifies eight factors that contribute to the including of spatial layers and 
which can (positively or negatively) affect the implementation of city brand-
ing as follows. The first four factors directly link to the context:

the majority view on city branding; the inclusion of city branding in the politi-
cal priorities; unambiguous political responsibility; and stakeholder  management 
… these factors are especially important for reinforcing the significance of city 
branding in relation to the city’s traditional policies … The remaining four factors 
link to the urban governance context through strategic choices regarding the sub-
stance of the brand and the approach to building the brand: genuine and credible 
city branding; umbrella city branding versus sub-brands; strategic co-branding with 
strong brands in the city; and the balancing act between distinctiveness and wide 
support for the brand. (Ibid., pp. 9–10)

Smart growth potential depends on, first, making the appropriate judg-
ments according to the relevant performance measures, which lie in the 
overlap of three factors: efficiency (doing things “right”), equity (doing the 
“right” things) and effectiveness (doing the “right” things “right”) (Tulder 
1999, p. 25, cited in Go and Govers 2010, p. xi). Second, it depends on 
configuring the variables appropriately, i.e. “getting it all together” in a 
 balanced-centric manner, which is a priority for future city branding (ibid.). 

Diagnosing Metropolitan Growth and Potential City Brand 
Responses 

While city branding from an objectivist knowledge perspective is consid-
ered a fundamentally affirmative device, we argue that the former overlooks 
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the multi-layered interdependencies to which city branding theory and 
practice are subject. These are, first, a top-down legislative framework; sec-
ond, participatory relations; and, third, the influence of the financial world. 
This raises an important question: to what extent, if any, does city branding 
depend on scale and scope advantages for attaining effective performance? 
In this section we present an empirical diagnosis based on McKinsey’s MGI 
Cityscope (McKinsey 2011) so as to identify some important indicators 
and the underlying premises. The aim is to come to a selection of the most 
pervasive economic and institutional drivers and diagnose, where possible, 
to what extent these may complement or substitute one another. 

We also draw on a typology of the European City (EU Commission 2007, 
cited by Clark and Huxley 2009) to comprehend the position of European 
Union cities within the emerging global system of cities and its implications 
for city branding practice. The rapid growth of cities around the world, now 
harboring more than 50 percent of the planet’s population, is marked by 
specific characteristics. As boundaries evaporate, new challenges are raised 
for territorial and business actors alike. Few seem well prepared for their 
impact and for levering city branding as a tool kit for steering the drivers 
toward smart growth outcomes. 

First, according to McKinsey (2011), 1.5 billion people presently reside 
in 600 cities, representing 22 percent of the world’s population. In this top 
600, measured by Gross Domestic Product (GDP), 380 cities, located in 
the developed world, accounted in 2007 for US$30 trillion, or 50 percent 
of global GDP. That same year, 100 cities in the top 600 generated $21 tril-
lion of the world’s total GDP (ibid., p. 1). Furthermore, 190 cities located 
in North America contributed 20 percent of the world’s total GDP; the 220 
largest cities in developing regions another 20 percent (China’s cities 4 per-
cent and Latin America’s largest cities another 4 percent); finally 23 cities 
with more than 10 million residents accounted for 14 percent of the world’s 
GDP in 2007. 

Accordingly, the salient characteristics of metropolitan agglomeration 
are concentration in clustered network effects that, in turn, spur economic 
growth (McKinsey 2011, p. 11).

The historical growth of metropolitan cities has lead to issues of, most 
noticeably, controlling power and immigration. More specifically, 25 cit-
ies effectively control most of the world’s financial transactions at the top 
of the hierarchy (Corbridge et al. 1994). The latter has its origin in special 
regimes that have attracted foreign direct investment since the mid-1900s 
and which has been adopted by 143 countries (Sassen 2006). A corollary of 
this can be observed in anachronistic or out-of-place activities, people and 
objects that are consequent on large-scale immigration, increasing income 
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and occupational polarization. While global cities are the sites of incredible 
riches they also portray increasing disparities in income and occupation, 
due to increased earnings inequality. 

How are cities responding to the challenge of disparities? Many employ 
branding strategies for purposes of differentiation aimed at international 
audiences. But to what extent do such strategies take into consideration 
insights into the “place-specific circuits of power linked to society, econ-
omy and the state” (Yüksel et al. 2005)? Such insights are necessary for 
the purposes of, first, “asset creation, asset protection and asset promotion” 
(Van Assche and Lo 2011, p. 116); second, planning a systematic organized 
response to critical issues, including those “of democracy and accountabil-
ity”; and, third, “the distribution of benefits and costs from the policy proc-
esses and policy outcomes” (Yüksel et al. 2005). 

The branding of Santa Fe in Mexico illustrates how the articulation of 
its brand connectedness with the world economy had an adverse effect, 
which caused social contrasts between the elites and marginalized groups 
and caused social inequalities to intensify, raising the question: to what 
extent does place branding as a pragmatic activity dodge “complex social 
forces that are shaping the urban context” (Negrete 2009, p. 33). While 
place brands represent the embodiment of symbolic meanings, branding 
serves as the process by which such meanings and symbols are reproduced. 
The political dynamics continue to be driven by hierarchical command and 
control within a silo-oriented regime of power. These are designed to serve 
the incumbent actors’ agendas, interests and objectives and therefore often 
fail to capture the value-in-context, which in turn results in suboptimal, 
inclusive, brand performance. 

Second, according to McKinsey (2011), looking for growth results in 
a list of the so-called middleweight cities, including around 230 that do 
not make it into today’s top 600, all of them located in emerging regions 
with current populations of between 150,000 and 10 million. These mid-
dleweights include many relatively unfamiliar cities such as Ahmedabad, 
Huambo, Fushun, Medan and Vina del Mar (ibid., p. 2). Two characteristics 
can be distinguished that render the middleweight cities important. First, 
they outperform most megacities in terms of household growth (ibid., 
p. 15); second, the growth hurdle of urban centers is their inability to keep 
pace with and manage their expansion (ibid., p. 12). 

How are cities responding to the challenge of being unable to keep pace 
with their growth? Networks are fundamental to the growth of cities in that 
they afford access and global interconnectedness supported by transport 
and information technologies, which can be understood as time saving 
devices. However, networks simultaneously enable and restrict. Presently, 
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the hegemony of network cities is evident in for example the “global struc-
ture of the internet” (Townsend 2001). The Internet has also become the 
medium for technological innovation in city marketing and the city brand-
ing process. Also particularly noticeable are the traffic flows between “hub 
cities” linked through networks or systems of communication, in which 
passenger and goods transport have nurtured urban growth; though, where 
urban expansion has been unbridled, e.g. in Cairo, Los Angeles, Beijing, 
Paris, Moscow, Mumbai and São Paolo, it has led to a story of energy, 
transport or water systems in crisis, which impede further growth. 

At another level, post-industrial conurbations, including Leeds, Glasgow 
and Nottingham, have been able to adapt to external changes successfully. 
Other cities, however, such as Stoke-on-Trent wrestle with their reported 
incapability of addressing a “negative parochialism”, which serves as the 
main explanation for its economic underperformance (Hallworth and Evans 
2008, p. 210). 

Typically, a decline in growth is followed by high unemployment, emi-
gration and empty buildings and neglected brown fields. This, added to a 
lack of investment, results in a state of collective depression, a loss of hope 
for “better times” and a negative city brand image, placing many medium 
sized cities in an unfamiliar position and in search of a new role and identity. 
Small and medium sized cities tend to owe their identity, at least in part, to 
one or few local entrepreneurs. The sudden loss of a major employer does 
not only imply lost jobs, but also a loss of identity and, if not arrested, may 
cause the city brand image to spiral downward. 

Highly competitive market regions rely on their identity to remain on the 
map. In this regard Warnaby (2009b, p. 216) underscores the emblematic 
role of transport infrastructure as “gateway, flagship and symbol”. So, the 
role of transport infrastructure goes well beyond what Kotler et al. (1999) 
referred to as “infrastructure marketing”. In this regard collective symbolic 
values can be leveraged in marketing communications, as illustrated by 
Denver International Airport, with its Teflon-coated roof which echoes the 
shape of the Rocky Mountains (Gordon 2008, p. 254, cited in Warnaby 
2009b, p. 215). 

But place brands are complex in nature, i.e. in terms of organizational 
mechanisms and the ways in which branding theory can be applied. Place 
branding researchers have largely overlooked the potential of the service 
dominant logic of marketing and its foundational premises (Brodie et al. 
2006; Warnaby 2009a, p. 403) as a means to respond dynamically to multi-
disciplinary perspectives and multi-layered spatial challenges that may be 
linked, e.g. to virtual and physical identities, which are constructed, imag-
ined or experienced in glocal brands (Govers and Go 2009). The glocal 
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approach can serve also to frame the unfolding processes of interterritorial 
branding, i.e. branding that crosses administrative boundaries (Pasquinelli 
2012). For instance, the case of the Cruise Baltic (Lemmetyinen and Go 
2010) represents a rich array of international actors from the ten countries 
around the Baltic Sea. It examines the various interactions within the tour-
ism business network with the aim of transforming the Baltic marketing 
approach of regionally concentrated destination to one focused on the com-
petitive global market. It illustrates how a linear process consisting of three 
temporal phases (initiated, integration and identification) result in achiev-
ing three levels of network outcomes which are functional, relational and 
symbolic cooperational. 

Third, according to McKinsey (2011, p. 28) 22 of the 25 largest cities 
measured by GDP are located in developed economies, though as economic 
power is shifting eastward this signals a defining move in market struc-
ture in the first part of the 21st century. The urban landscape of Western 
Europe differs from that of North America (ibid., p. 29): the 168 Western 
European cities in the MGI Cityscope are more broadly spread across the 
region than are the cities of North America. Western Europe’s leading cities 
have a combined GDP of $10 trillion today, accounting for 18 percent of 
global GDP. However, this represents only 60 percent of the region’s over-
all GDP (compared with 82 percent in North America), reflecting the fact 
that smaller cities and rural areas continue to have more economic weight 
in Europe.

 The contestation of boundaries is central to identity, and the enact-
ment of new boundaries has been a cyclical and ongoing process since 
ancient times. Berthon and Hulbert (2003, p. 39) demonstrate how such 
cycles involve stages and are nested; thus, “boundary breaking” dissolves 
old boundaries; “boundary shaping” creates new ones; and “cultivating 
boundaries” provides care and maintenance for their productive use. Such 
cycles overlap rather than being discrete and “boundary breaking, shaping 
and cultivating may coexist at the level of the firm, market, and industry” 
(ibid. p. 39). 

At the theoretical level the “current increasingly complex political situ-
ation where new places and regions are constantly created and branded” 
challenges researchers to consider the “character of places” from a spatial-
temporal perspective (Boisen et al. 2011, p. 137). In particular, by ques-
tioning the “conceptualization of places having a distinct identity”, this 
observation renders problematic the notion of identity within this “increas-
ingly complex political situation”. In the wake of the economic crisis, 
debtor states and cities are trying to manage domestic and international 
restructuring and the type of “solutions” which these patterns typically 



 Introduction 19

yield, which Boisen et al. (2011, p. 135) refer to as the “rise of new forms 
of spatial identities resulting in new places, and all places can be seen as 
having or being new brands”. The resulting spatial identities often overlap, 
contradict or complement each other across existing territorial administra-
tive levels (ibid.). This also raises important questions worth pursuing in 
order to understand place branding, not only as a multi-actor and multi-
 sector (public–private) process, but also as a multi-layered one. 

Multi-layers of markets oscillate foci from a specific place brand at the 
mesolevel to a market at the macrolevel so as to “make the scalable influ-
ence of context more salient” (Chandler and Vargo 2011, p. 35). The latter 
refers to a city’s openness to the world for drawing on socio-cultural and 
political dynamics so as to build economic viability and create employment 
through the social inclusion of culturally diverse groups. Business involve-
ment with the local innovative environment and strategic dialogs and social 
institutions can be influenced by urban governance as a vehicle for demon-
strating the intensions, actions and reactions of the stakeholders. Inasmuch 
as cluster market dynamics have distinct characteristics (McKinsey 2011, 
p. 34) it may be worthwhile on a more practical scale of city brand responses 
to invoke Freire’s (2009) plea to lever “local stakeholders, including hotel 
employees and taxi drivers as a critical dimension for place brand building”, 
as stereotyping by the local people conjures much of a place’s image. 

Beyond this prevailing eastward shift of power, “cities play very different 
roles in their host economies … The evolution of urban areas tends to have 
regional characteristics in both developed and developing regions” (McKinsey 
2011, p. 28). These impact on the dynamics of trade transactions, technol-
ogy transfer and capital flows toward change. The autonomy and authority of 
national states has decreased and globalization has resulted in three distinct 
categories of European cities, which the State of European Cities has catego-
rized as “international hubs, specialized poles and regional poles and within 
this typology 13 categories of cities can be distinguished” (EU Commission 
2007, cited in Clark and Huxley 2009, pp. 7–8). Against the backdrop of 
wider environmental, social and economic indicators the diverse characteris-
tics of the various city types can be used for benchmarking and identifying a 
possible development path for defining brand value propositions.

The first group – international hubs – are international centers with pan-
European or even global influence. We distinguish between:

1. Knowledge hubs: these are key players in the global economy, posi-
tioned above the national urban hierarchy, at the forefront of industry, 
business and financial services, and based on high levels of talent and 
excellent connections to the rest of the world; 



20 Frank M. Go and Robert Govers

2. Established capitals: these are firmly positioned at the top of national 
urban hierarchies, with a diversified economic base and concentrations 
of wealth;

3. Re-invented capitals: these are champions of transition and engines of 
economic activity for the New Member States.

A second broad group are the specialized poles. These play a (potentially) 
important international role in at least some aspects of the urban economy: 

1. National service hubs: these play an essential role in the national urban 
hierarchy, fulfilling key national functions and often some capital func-
tions in the (public) services sector;

2. Transformation poles: these have a strong industrial past but are well on 
their way to reinventing themselves, managing change and developing 
new economic activities;

3. Gateways: these are larger cities with a dedicated (port) infrastructure 
that can handle large flows of international goods and passengers;

4. Modern industrial centers: these are platforms for multinational activi-
ties as well as local companies that export abroad and involve high lev-
els of technological innovation; 

5. Research centers: these are in higher education, including science and 
technology related corporate activities, and are well connected to inter-
national networks;

6. Visitor centers: these handle large flows of people of national and inter-
national origin, with a service sector geared toward tourism.

The third group, a large number of regional poles, can be distinguished 
in many ways as the pillars of today’s, yesterday’s or tomorrow’s European 
regional economies:

1. De-industrialized cities: these have a strong (heavy) industrial base, 
which is in decline or recession;

2. Regional market centers: these fulfill a central role in their region, par-
ticularly in terms of personal, business and financial services, including 
hotels, trade and restaurants;

3. Regional public service centers: these fulfill a central role in their region, 
particularly in administration, health and education;
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4. Satellite towns: these are smaller towns that have carved out particular 
roles in larger agglomerations. 

Under conditions of resource scarcity cities will be faced with hard 
choices when formulating an economy based on knowledge and innova-
tion and which meets the three mutually reinforcing priorities within the 
Europe 2020 strategy for smart, sustainable and inclusive growth (European 
Commission 2010). However, “Without skillful planning and management, 
cities run the risk of diseconomies – such as congestion and pollution – 
starting to outweigh scale benefits, leading to deteriorating quality of life 
and a loss of economic dynamism” (McKinsey 2011, p. 12). 

McKinsey (ibid.) also notes that “the decline in importance of megaci-
ties is neither inevitable nor irreversible. Cities can move decisively to tackle 
infrastructure gaps, improve planning, foster high productivity jobs, and over-
come these diseconomies”. As we have seen, the “functions of city econom-
ics” develop by the grace of two master economic processes that are closely 
related: innovation and expansion by grace of import-replacing (Jacobs 
1984, p. 39). This has been a prevailing characteristic of cities for millennia 
as Sir Peter Hall (1998) shows by distinguishing four main stages of urban 
innovation: first, the stage of the artistically creative city (e.g. Athens in the 
5h century BC; Renaissance Florence between 1400 and 1450); second, the 
technologically innovative city (e.g. Detroit around 1900; the San Francisco 
Bay Area in the middle of the 20th century); third, the creative innovative 
city (e.g. Hollywood in 1920; Memphis in the 1950s); fourth, the city of 
urban innovation (e.g. Stockholm in the 1950s; London in the 1980s). 

Today, many “cities utilize the creative quarter and knowledge hub as 
the panacea to implement broader city expansion and regeneration plans” 
(Evans 2009, p. 1003), which in turn are increasingly linked to branding the 
urban (Eshuis and Edelenbos 2008). Knight (2011, p. 234) distinguishes 
three types of hubs: “student hub, skilled workforce hub, and knowledge/
innovation hub”, based on the rationales and nature of activities as opposed 
to the “location, level and scope of hubs”. The value-creating logic embed-
ded in knowledge and innovation hubs as multiple, price carrying, materi-
alized manifestations can be illustrated by how the Sloan Business School 
of the Boston-based Massachusetts Institute of Technology (MIT) posi-
tions its brand value of knowledge embedded in place to the world: “At 
MIT Sloan, the leading edge is a place, not a descriptor. It’s where leaders 
come together to work out solutions to many of the world’s most complex 
 challenges” (see http://mitsloan.mit.edu/faculty). 

Singapore has since the 1980s embarked on healthcare reforms in an 
effort to establish itself as a medical tourism hub. But the growing private 
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healthcare market has resulted, in the public sector, in a shortage of doctors, 
rising costs and user charges (Leng 2010, p. 336), which raises questions 
about the sustainability of such a medical tourism brand.

CONCLUDING REMARKS 

The history of nations is a chronology of haves and have-nots. David 
Landes (1998, inside front flap) summed this view up as follows: “we live 
in a world divided roughly into three kinds of nations: those that spend lots 
of money to keep their weight down; those whose people eat to live; and 
those that don’t know where the next meal is coming from”. Inequality has 
deeply rooted antecedents and making it history will take some doing. In 
this respect, judging from the point of view of branding may be an impedi-
ment to contributing to more equality in that over the ages cities have dem-
onstrated a strongly felt need to assert their “individuality in pursuit of 
various economic, political or socio-psychological objectives” (Kavaratis 
and Ashworth 2005, p. 506). At the same time the main consequences of 
rapid consumption-driven urban growth is that cities are responsible for 
about 70 percent of carbon dioxide emissions and also for economic dis-
parity which results in social inequality. This raises critical research que-
ries, which Lucarelli and Berg (2011, p. 22) formulated as follows: how 
“do brands and space mutually constitute and shape each other ... how 
do brands shape the soft and hard infrastructure of urban spaces, and to 
what extent are brands new semiotic spaces that re-organize the urban 
 experience?” 

The spatial dimension plays a central role of interactivity in value crea-
tion and exchange. Fully understanding these systems requires perspec-
tives that coincide with the need to connect the local (micro) level with the 
region/provincial (meso) level and national (macro) level (Go and Trunfio, 
2010; Layton 2011) to bridge the diversity gap and achieve a sense of gov-
ernance among stakeholders, which is needed for the implementation of an 
integrated and balanced, centric, place branding process. The place brand-
ing approach is not solely meant to raise the degree of urban attraction but, 
based on the capitalist regime of accumulation, is meant, first, to influence 
the rules of rivalry and a mode of regulation, and, second, to comprehend 
how interlocking circuits of production and consumption organize politi-
cal and social arrangements, e.g. in relation to income distribution. New 
spatial, urban interactions at multi-layered scales lead to new patterns of 
activities, relationships and forms of clustering and networking between 
regions and cause these to become increasingly fragmented in many ways: 
economically, socially, environmentally and also politically. In turn, their 
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classic forms of government, based on clear-cut arrangements amongst 
administrative levels, policy sectors and the public and private domain, 
are no longer sufficient. The governance of regional branding faces multi-
level, multi-actor and multi-sectoral challenges. In particular, the new spa-
tial interactions at new scales demand new approaches for the research, 
analysis, consultation and coordination of regional branding. The main 
challenge is to design a model to ensure stability and reproduction of the 
economic and social system within the framework of social, economic and 
political dynamics so as to achieve the desired value proposition outcome 
of the brand symbol. Normann (2001, p. 241) summarized this succinctly: 
A  territory

needs over the longer term – the capability to not only adapt within an existing 
business model and formula, and not only the ability to change when circum-
stances change, but rather it needs a constant process of questioning itself, of 
developing preparedness so that it can react quickly and structurally rather than 
with marginal improvements not only once but continuously over time. We may 
think of this as the ability to achieve recurrent purposeful emergence.

The three levels of outcome are subsequently: 

adaptation and correction, i.e. continuous improvement within a framework; 
frame breaking reconfiguration, i.e. structural change of the business to match 
paradigmatic change in the environment; and recurrent purposeful emergence or 
the capacity and preparedness to achieve frame breaking reconfiguration when 
required. (Ibid.)

In his novel Remembrance of Things Past, Marcel Proust (2003) states: 
“the real voyage of discovery consists not in seeking new landscapes, but in 
having new eyes”. Similarly, we argue that the realities of liquid modernity 
press the sedentary social sciences to adapt a new “lens” of ubiquity. Toward 
this end we tried to explore how mobility and dwelling in place are inex-
tricably linked and compel researchers and  practitioners alike to consider 
the issue of polysemy, i.e. the occurrence of different images and interpre-
tations of changes and how these affect disciplines as diverse as geogra-
phy, history, psychology, sociology, marketing and management. Place 
branding researchers and practitioners can either be enriched or divided 
by their diversity. Since Anholt launched the notion of nation branding in 
1997, the field has been a hotbed of contrasting ideas and beliefs, while 
debate has been common, because questioning is a way of advancing our 
knowledge. However, improving the practice of place  branding ultimately 
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requires bringing the academic and practice communities together to gener-
ate, transfer and apply knowledge. One important step in refining the scope 
of this activity is identifying research efforts at agenda setting that have 
recently been completed or are underway. For example, Hankinson (2010, 
p. 309) refers to various sources “setting out agendas for future research”. 
However, in a rapidly urbanizing world, it’s rather surprising that his 
“inventory” of themes does not include specifically the characteristics and 
attributes that render the spatial dimension of place branding distinctive 
from commercial type branding. 

Another main step is converging research toward “common ground”. 
We tried to argue previously that a robust body of knowledge, in terms 
of terminology, definitions, conceptualizations and theory, is needed for 
developing the defining characteristics of a paradigm; namely, a “shared 
constellation of beliefs, values, techniques … models and examples” (Kuhn 
1970, p. 175, cited in Go and Govers 2010, p. xxv). However, the refer-
ence to the mainstream corporate branding domain seems to assume that 
converging toward the latter (Hankinson 2010, p. 300) will result in a uni-
versally applicable model, though this value-free view overlooks the fact 
that regions are marked by their internal functional integration, i.e. the way 
they work as opposed to internal sameness, their identity rendering every 
branding situation unique and therefore untenable. 

Finally, we need to make two observations. First, from the beginning of 
this Introduction we have tried to frame the objects under investigation and 
indicate the nature of the issues we have been addressing. This has con-
cerned the dynamism which characterizes place branding. Brands repre-
sent knowledge or, to paraphrase Vargo and Lusch (2008, p. 7), an “operant 
resource”, a fundamental source for competitive advantage, which trans-
forms cities through “explosive” import replacement, composed of a variety 
of material, socio-economic and symbolic interventions. That is the “what” 
of our story. Second, how this process manifests itself in the city context 
depends on the choice made for a particular discourse, which, in turn, is 
driven by mind pictures or “Images of Organization” (Morgan 1986). In 
this Introduction we have sought to assess how contemporary mobility 
and politics cause the need for strategies to respond to territorial pressures 
while constructing and levering relational networks at multilevel govern-
ance arrangements, shifting scales of statehood and redrawing boundaries. 
In animating the theoretical debate, several scholars observe the confronta-
tion between state, rescaling of territories and emerging  relational topolo-
gies between actors. 

How the contributors to this volume treat the subject of place branding crit-
ically varies and depends in large part on their disciplinary  backgrounds and 
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personal viewpoints. Framed in Morgan’s (1986) “Images of Organization” 
(see also the Conclusion) the contributions to this volume range in their 
approach from work closer to the “machine” metaphor associated with the 
desire of local elites to connect their city with the global economy (Burbank 
et al. 2001). Chris Mabey and Tim Freeman’s reference to knowledge shar-
ing and cross-boundary learning may be understood as an operant resource 
and positions them adjacent to the “brains” metaphor. Iulia Gramon-Suba 
and Chris Holt’s environmental design-led place brand strategy relies on 
an ongoing co-creative improvement process and Paolo Russo’s “cultural 
industry model” for local development – which fits the “cultures” metaphor 
the closest. 

Nicholas Ind and Erling Dokk Holm plead for democratic policy-mak-
ing. Gildo Seisdedos and Pablo Vaggione’s reference to place branding 
processes in a political battlefield and Steve Little’s chronicle of top-down 
government policy-making in the face of recession and recent civil dis-
turbances situate these authors within the “political systems” metaphor. 
Wisely, Eli Avraham cautions against a “one-size-fits-all” approach which 
results from organizations clinging to the images which Roland Schatz 
presents as the “stickiness” of stereotypes that mimic the “psychic prisons” 
metaphor. 

The “systems in flux and transformation” metaphor is characterized in 
Alexander Otgaar’s common agenda for place branding strategy and indus-
trial tourism development, and in Wadim Schreiner and Frank Go’s work 
on the “public mood” index to enhance citizen participation. Place brand 
equity impact measurement can be accommodated by the “instruments of 
domination” metaphor, such as Jeremy Tamanini’s Global Green Economy 
Index for intelligent green strategically based nation branding, or they can 
take the form of public infrastructure as Keith Dinnie shows in sustainable 
place branding. 

Finally, the “living organism” metaphor can be recognized in the empha-
sis that Kristof van Assche, Ming Chien Lo and Raoul Beunen place on 
visioning planning and preservation. Lambooy (2002) inspired us to think 
of the place brand metaphorically, like a mushroom, its logo being the vis-
ible component of a larger, complex system, involving the dynamism of 
social, economic and political networks that give life to the city. The mush-
room’s task is to transform organic elements, such as leaves, into food for 
the nurturing of other species. But it does not carry out this task itself. 
Instead it is connected to the mycelium, a network of threads, which sup-
port other mushrooms that are part of the same structure. It is important to 
stress that place brands can be seen, of course, in different ways by any one 
person. 
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CHAPTER 1

Four Readings of Place and Brand 
Leadership
Chris Mabey and Tim Freeman

In a review of trends and conceptual models, Kavaratzis (2005) offers a 
reading of place branding as the application of marketing practices beyond 
physical goods and services, in the context of deindustrialization. Branding 
is conceived as a form of communication, in which brand identities medi-
ate between the activities of brand owners and consumer perceptions. 
Considered as a form of place management, place branding is thus positioned 
as the attempt to alter the way that places are perceived by specific groups 
of people – to develop and disseminate a recognizable identity for a place 
in order to promote processes considered desirable, such as inward finan-
cial investment, tourism or the development of political capital (Kavaratzis 
and Ashworth 2005). These concerns inform Hankinson’s (2007) principles 
for destination brand management and Gnoth’s (2007) functional, experi-
ential and symbolic dimensions of destination brands. While branding as 
place management might appeal to those charged with supporting regional 
growth and sustainability, the task is far from simple. Unlike product mar-
kets, notions of place exist in the minds of a wide  variety of actors prior 
to attempts to brand them. Thus the branding of places – neighborhoods, 
cities, regions – as attractive and sustainable requires  collaborative net-
working, entrepreneurship and innovation, knowledge sharing and cross-
boundary learning. In short, the complexity and political dimensions of 
the task implies a need for leadership. While reconceptualizing “place” in 
this way has immediate consequences for the nature of leadership required, 
place leadership is itself a field which remains relatively under-theorized 
to date. Our intention in this chapter is to propose discourse as a fresh and 
theoretically informed way to explore the leadership of place branding. By 
offering four different “readings”, we begin to identify contested assump-
tions of what is required to lead effectively in complex, sometimes chaotic, 
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policy environments, working across institutional, professional, territorial 
and community boundaries. 

A MULTI-DISCOURSE APPROACH

In order to map out the theoretical assumptions underlying different 
approaches to the leadership and branding of place, we refer back to previ-
ous paradigms of social and organizational inquiry (Alvesson and Deetz 
2000). These authors propose that two axes or sets of assumptions should 
guide such inquiries: those concerning social order and those concerning 
epistemology. With regard to social order, some researchers start from the 
premise of underlying consensus and therefore “both seek order and treat 
order production as the dominant feature of natural and social systems … 
through the highlighting of ordering principles, such existing orders are 
perpetuated” (ibid., p. 26). In contrast, research located toward the dissen-
sus extreme of this axis considers conflict, tension, dilemma and struggle 
to be natural facets of the social world. As such, any semblance of order 
is to be treated with suspicion and as an indication that the full variety of 
human interests is in some way being suppressed. Often such research is 
motivated by the desire to emancipate, to reclaim conflict with a view to 
somehow altering the balance of power within a particular field or indeed 
within society more generally.

The second axis concerns epistemology, namely the nature of knowledge 
and how it is derived. At one extreme, researchers set out from a relatively 
fixed standpoint, with a priori assumptions and “either/or” thinking which 
prompts them to look for theoretically driven classifications and taxono-
mies. It is assumed that the phenomenon under investigation is frozen in 
time, has an identity that is separate/separable from the rest of the social 
world and, with appropriate research tools, can be accurately reported. In 
contrast, emergent epistemology highlights the unfolding nature of social 
phenomena rather than treating them as objectively fixed, analyzable and 
ultimately measurable. Because the object of study is continuously shaping 
and being shaped by situated practice, theorizing is associated with emer-
gence and cyclical causality.

From these two axes four distinct perspectives or, more precisely, 
 discourses can be derived: the functionalist, the interpretive, the dialogic 
and the critical. A discourse may be thought of as a connected set of state-
ments, concepts, terms and expressions which constitutes a way of talking 
and writing about a particular issue. The idea of text (spoken or written) 
and other artifacts in a given space creating or constituting “reality” is a 
central tenet of a subjectivist thinking, since discourses may be viewed as 
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“systems of thought which are contingent upon as well as inform mate-
rial practices, which not only linguistically but also practically – through 
particular power techniques … produce particular forms of subjectivity” 
(ibid., p. 97). As a particular historical and social mode of engagement that 
shapes what is thinkable, knowable and doable in its disciplinary domain, 
the use of  discourse offers a valuable analytic device for exploring the lead-
ership and branding of place (see Figure 1.1).

Discourses are not intended to be theoretically watertight boxes and their 
permeability allows us to be more imaginative about the way they might 
flow into each other. Indeed, the central point of this chapter is that a more 
searching understanding of the leadership and branding of place requires 
consideration of multiple discourses, especially those that bring a more 
critical edge. We will now consider each of these four “readings” in turn. 

Dialogic discourse

Place LOCUM: a constellation, an
unfolding production, a subjective

experience or encounter

Leaders: Influence and leadership
attributed by the discourse 

Critical discourse

Place  LOCUS: arena of scarce
resources, shifting coalitions of

actors and groups

Leaders: Those best positioned to 
leverage power to achieve partisan 

rights

Interpretive discourse

Leaders: Meanings of leadership
socially and culturally reconstructed

Place LOCALE: social site arising
from heterogeneous groupings

Functionalist discourse

Place LOCATION: definable,
relatively stable entity or space

Leaders: Those who display the
qualities/status to secure effective

outcomes

EMERGENT 

DISSENSUS

CONSENSUS

FIXED

FIGURE 1.1  Four discourses of leadership and place
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A FUNCTIONALIST DISCOURSE OF LEADERSHIP, PLACE BRANDING 
AND PLACE LEADERSHIP

Leadership studies informed by a functionalist discourse are guided by a 
priori (fixed) propositions and assume that social consensus is both feasible 
and possible. We might characterize place as a specific location (organi-
zational and/or territorial) with relatively stable boundaries and definable 
limits. Leaders are those who have the capability and reputation to iden-
tify performance gaps and galvanize collective action around specified 
economic imperatives. Leadership research has, until recently, tended to 
focus exclusively on the individual leader, whether this be their situational 
choices, traits and psychological make-up, behavioral repertoire, relation-
ship to followers or transformational skills. One consequence of this is that 
approaches to leadership development have also been predominantly indi-
vidualized and attribute-based in order to identify and select those leaders 
capable of delivering the required policy, program or outcomes. 

Anholt (2005a) provides a functionalist summary of place branding prac-
tice as the distillation of the core “essence” of a place, through reinforcement 
of a coherent set of “truths”, to the advantage of the local community. From 
this perspective, place branding consists of uncovering and amplifying a 
pre-existing reality of place and making it available for wider consumption. 
Thus place branding may provide societal benefits in the form of emancipa-
tion and increased opportunities for individuals through the development of 
diverse markets in international tourism, the export of goods and services, 
or the location of corporate headquarters (Anholt, 2005b). 

When applied specifically to the leadership of place, functionalist dis-
course highlights the changing context of leadership. This includes a shift 
from hierarchical professional silos to networked (Cooke and Morgan 1998) 
and cross-boundary working (Sullivan and Skelcher 2002). Secondly, it 
requires new leadership competencies/skills in partnership building across 
thematic, organizational, local and professional bodies (Gibney et al. 2009). 
Thirdly, it points to the need for leadership skills associated with collabora-
tive learning (e.g. Powell 1990; Maskell 2002), with the aim of supporting 
and developing successful and sustainable collaborations. 

AN INTERPRETIVE DISCOURSE OF LEADERSHIP, PLACE BRANDING 
AND PLACE LEADERSHIP

Whereas functionalists tend to regard knowledge as an objective commod-
ity and leader capability as an individual asset, sometimes referred to as 
human or intellectual capital, interpretive discourse sees leadership more 
as a fluid consequence arising from, contributing to and shaped by social 
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practices, thus emphasizing relational or social capital (Day 2001). Hence 
the term locale in Figure 1.1. For all their plurality, interpretive studies, 
like functionalist ones, remain largely consensus-oriented in the sense that 
they seek to portray a faithful picture of what is going on within a commu-
nity, subregion or network, albeit from a particular, sectional, vantage point 
(e.g. residents as opposed to elected politicians, women as opposed to men, 
municipal government as opposed to grass-roots activists) with a strong 
emphasis on the language deployed by each respective grouping. 

An interpretive reading of place branding emphasizes the extent to which 
brands exist as networks of associations in the minds of disparate target 
audiences (e.g. tourists, businesses and residents/workers) and is open to 
the likelihood that brand associations vary widely between these groups. 
Similarly, groups may themselves be further segmented, for example 
between current and potential new residents where industrial decline neces-
sitates an influx of workers to service new creative industries. Potential 
conflicts and synergies between the needs of each of these groups pose chal-
lenges and necessitate the need for a careful balancing of requirements. 

Leaders, or more likely, leadership informed by interpretive discourse play 
close attention to the cultural and symbolic in articulations of “place” – the nar-
ratives, myths and stories that are told and their use to evoke a shared sense 
of place. Similarly, distributed leadership provides an important resource 
for interpretive leadership of place in its orientation toward constructing a 
shared vision across networks lacking in hierarchical structural authority. 
On this reading, the “who”, “what” and “how” of leadership is recast and 
conceptualized as a distributed and interdependent set of  practices enacted 
by all rather than specific traits possessed by figureheads at the apex of a 
hierarchy (Gronn 2002). Embedded in social interaction, leadership is pre-
sented as a collective activity occurring in and through collaborative rela-
tionships (Spillane et al. 2001), centered on mutual learning, understanding 
and positive action and requiring the facilitation of reflection and the co-
creation of ideas (Lambert 2003). The hierarchical assumption of leader-
ship embodied in a single person at the apex of a unitary organization gives 
way, to be replaced by an acceptance of the importance of change agency 
behaviors from a broad range of collaborators, co-creating a shared vision 
toward which they work.

A DIALOGIC DISCOURSE OF LEADERSHIP, PLACE BRANDING AND 
PLACE LEADERSHIP

In common with the interpretive discourse, dialogic discourse rejects any 
separation of the knowing subject (e.g. the leader) and the known object 
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(e.g. leadership capability). In contrast to functionalism’s ontology of 
being, this might be characterized as subscribing to an ontology of becom-
ing. Within a dialogic reading, instead of seeing individuals or social 
groupings as entities, organizational and individual identities are seen as 
constituted by ongoing human interaction. Individuals and their worlds 
are continuously in process. Through institutionalizing interaction in cul-
tures and discourses, we constantly create (or constitute) a sense of who 
we are, of what we are doing and of where we are going, in which indi-
viduals and organizations are constantly in a process of becoming (Watson 
2005, p. 223). From this we might extrapolate that there is no single and 
static leader of place, as such; rather there is a multi-actor process of place-
making – brought about through relating and talking to a series of locums. 
Similarly, there is no leadership as such within this ontology, there is only 
leading – again accomplished through negotiation, consultation and ascrip-
tion. Furthermore, the dialogic discourse rejects any notion of singular, 
objective and universally applicable truths. Indeed it views any attempt to 
produce or privilege such truths (even socially constructed ones, as in the 
constructivist discourse) as serving dominant interests, inherently open to 
challenge and ripe for deconstruction. Thus Grint (2000) rejects leader-
ship as a concrete natural phenomenon, his constitutive theory of leader-
ship arguing instead for the socially constructed and contested nature of a 
multiplicity of accounts of leader, follower and context. As leadership is 
constructed within the confines of particular social institutions it cannot 
exist independently of a given context and is attributed by others; leaders 
are those who enact the behaviors and messages required by those able to 
confer leadership status. Neither leader nor context may be unambiguously 
known since all judgments informed by particular assumptions are subject 
to counter-claim. 

From a dialogic perspective, place branding is presented as a site for 
the generative construction of difference; “places” here are a discontinuous 
assemblage of people, ideas and material “things”, the meaning of each of 
which is developed and reiterated continuously in networks of understand-
ing (Mayes 2008). A leadership of place informed by dialogic discourse 
focuses on the instability of articulations of “place” and the performative 
nature of both “place” and “leadership”. Underpinned by a performative 
theory of truth, in which the naming of a term brings about the existence of 
that which is named, Ford and Harding (2004) provide a dialogic reading 
of Lefebvre’s critical analysis of space and place. They argue that “space” 
is not simply that which is there before it is filled, but is instead a produc-
tion – the result of social practices – and a conceptual triad is developed 
to capture the physical, mental and social elements of the production of 
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space. These constitute spatial practice which concerns the production and 
reproduction of space, representations of space which are images tied to 
the signs and codes of dominant knowledge within a society, and represen-
tational spaces which are directly lived, making symbolic use of physical 
objects. On this reading, places are characterized as articulated moments in 
networks of understandings: 

Individuals invest in place through their labour and the discursive construction of 
affective loyalties, investments that are imbricated with politics, political economy 
and all manner of (mis)representations arising from the fantasy of the psyche. 
(Ford and Harding 2004, p. 818)

A CRITICAL DISCOURSE OF LEADERSHIP, PLACE BRANDING AND 
PLACE LEADERSHIP

The critical discourse may be described as dualist in the sense that it tends to 
represent the world in terms of analytically distinct divisions, such as truth 
and falsity, oppressors and oppressed, agency and structure, individual and 
collective. Although the critical discourse does not necessarily deny proc-
esses of social construction, and hence multiple images of reality, it tends 
to treat these as no more than images. This contrasts with a dialogic reading 
that makes no distinction between images of reality and what it considers 
to be the inherently multiple nature of reality in itself. Ontologically, there-
fore, the critical discourse lays claim to the objective existence of ultimate 
and singular truths about the social world. 

Epistemologically, however, the critical discourse considers that our 
means of accessing such truths will always be socially, historically and 
politically mediated. Hence, in Figure 1.1, we characterize place as locus, 
a contested arena of privilege, power and partisan knowledge. This also 
gives rise to one of the main concerns of the critical discourse, which is 
to expose what it sees as the false consciousness of individuals whenever 
they unthinkingly acquiesce to social dynamics or ideologies that do not 
serve their own true or real interests (Garrick and Clegg 2001). A stark 
example of this dualism, with its distinction between the oppressive holders 
of capital (in this case government, construction magnates and the Local 
Docklands Development Corporation) and the sellers of labor (i.e. employ-
ees and residents), comes from the redevelopment of the defunct docklands 
on the Isle of Dogs in London: 

The money central government spent indirectly to encourage this development 
made it an extremely expensive fiasco for the taxpayer, who subsidized big  business 
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and also had to pay the lion’s share of infrastructure costs. Instead of gaining a 
vibrant and humane new borough that would have taken its place within the larger 
framework of the metropolis and enriched the poorer communities in its vicinity, 
Londoners acquired a chaos of commercial buildings. (Rogers 1997, p. 109) 

A salutary lesson for those seeking growth which is both smart and 
 sustainable.

Mayes’s (2008) reading of place branding incorporates critical elements, 
presenting culture as a manifestation of the operation of relations of power 
in which society is characterized by competition between rival interests 
with unequal access to material and symbolic resources. While function-
alism positions place branding as uncovering and promoting the essence 
of a place for the benefit of all, critical analyses consider the selection of 
essential properties for branding purposes as a political act which privi-
leges sectional interests. Thus the cultural exchange fostered by a tourist 
industry may operate hegemonically to reproduce and reinforce structures 
of dominance.

Ford et al. (2008) outline two challenges to functionalist leadership the-
ory from a critical perspective. The first questions the positivist and quan-
titative basis of much functionalist leadership research, the point being that 
if the practice of leadership concerns the ability to influence social con-
structions of reality, its proper study requires qualitative methods capable 
of exploring local understandings. The second is an emancipatory chal-
lenge which rejects functionalism’s supposition that leaders are required 
for the effective functioning of organizations. Rather, it recasts leadership 
as a political process by which certain individuals succeed in shaping the 
perceptions of others. The critical response identifies problems including: 
an exaggerated belief in the impact of the CEO; the potential destabilizing 
effects of charismatic leaders in a rush for change; and the negative effects 
of charismatic individuals, including grandiosity, distrust, suspicion and 
paranoia (Maccoby 2000). 

Similar to dialogic discourse, a critical discourse of place leadership 
is also focused on the unstable and unfixed nature of place; however, it 
goes much further than the way that multiple actors seek to articulate and 
“name” place, by concerning itself with the emancipation of those groups 
which are marginalized and disempowered. It does this by seeking to sur-
face not only the hidden narratives between different discourses (i.e. asso-
ciated with the different views of multiple actors) but by also pointing out 
where there are tensions and contradictions emerging within these different 
discourses. A critical approach therefore not only offers a constructive chal-
lenge to dominant ideologies within a given place but also addresses issues 
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of  empowerment and inclusivity. It suggests the importance of moral duty 
toward the development of socially important ends, commitment to trans-
formation, and communal or distributed forms of leadership as the means 
by which diverse voices may be harnessed to create a cultural environment 
consistent with principles of social justice. From a critical perspective it is 
important not only to analyze power distributions, but also actively to work 
to disrupt them in the interests of the disempowered.

CONCLUSION

The purpose of this chapter was to show that the activity of leading place 
for smart and sustainable growth is subject to multiple readings. By utiliz-
ing discourse, which encourages us to examine underlying assumptions, 
we can arrive at quite different interpretations as to how a given “place” is 
being branded and led. This awareness of ontological and epistemological 
assumptions is not merely an academic exercise. Such awareness can only 
improve our understanding of place leadership, in terms of both theory-
building and of effective place leadership policy and practice. In contrast, 
fixation upon a single “reading” will lead to, at best, a partial and, at worst, 
a misleading prognosis. Our observation is that much of the early writ-
ing about the leadership of place falls within a functionalist discourse (e.g. 
Stough 2003). But with a growing emphasis upon leading processes of col-
laborative learning and associational working across conventional organi-
zational, professional, territorial and community boundaries (Gibney et al. 
2009), it is important to bring other readings into play.

With its emphasis on instrumentality and the economic imperative, func-
tionalist research holds much promise for revealing the kinds of skills and 
competencies necessary for those seeking to lead place-shaping projects 
or networks. Indeed functionalist concerns help to reintroduce agency and 
the power of leadership actions to a field dominated by structural and sys-
temic determinism. However, such competencies will be radically different 
from those comprising traditional leadership models and they will rarely 
be invested in a single leader, but rather be distributed across a range of 
“players”. So, the quest for quantifiable outcomes (perhaps studies which 
seek to connect leadership impact to successful brands and place-shap-
ing) is natural for organizations, agencies and governments seeking wise 
allocation of resources. The limitation, of course, is that the imposed, or 
in some cases elitist, nature of such branding and place-shaping is rarely 
questioned.

In contrast the interpretive discourse tends to shift the focus toward 
the social, symbolic and cultural aspects of organizational life for their 
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own sake, rather than being subordinated to economic and instrumental 
 concerns. This reading views places and their associated brands as social 
sites composed of distinct cultural groups, each of which are expected to 
have distinct ways of making sense of the organizational world. Viewed 
from this perspective, the significance of place leadership or branding – its 
purposes, implementation and effects – is considered to be a function of the 
sense-making of these cultural groups. A principal aim and contribution of 
interpretive research, then, is to provide a voice to such groups and enable 
the players seeking to co-create sustainable outcomes for a particular place-
shaping project or organization to be viewed and interpreted through the 
eyes of those groups.

The dialogic discourse also has profound implications for leadership of 
place. This reading alerts us to the notion that, far from being a rational 
and/or technical process of building leadership capability, creating and 
sustaining vibrant places becomes a key resource in the very constitution 
of leadership identity. Brands are built. Places are produced. Social rela-
tions of production are continuously reinscribed within a space, thereby 
reproducing it. Organizational, community and regional places are char-
acterized by their multiple natures and are not capable of being reduced to 
a single overarching organizational vision. Nor are such spaces capable of 
being unambiguously orchestrated by a single leader or leadership team. 
Similarly, the different cultures in organizational or regional places are 
not subcultures within a dominant and over-arching culture, but rather are 
multiple (and occasionally contesting) organizations. Taken to an extreme, 
places are considered to be devoid of material substance, having only meta-
physical presence:

The metaphysical presence of an organisation is therefore the urgent belief 
that something exists and is present to apprehension, and which offers the 
architechtonic vision that organises the work which goes on “within”. (Ford and 
Harding 2004, p. 827)

Just as the dialogic rejects the dualism or ontological separation between 
subject and object, it also challenges other dualisms that are typically taken 
for granted within functionalism. Indeed, the very labeling of, and separa-
tion between, leaders and nonleaders is questioned, as is the expectation that 
to become an effective leader there is a predetermined body of knowledge 
or repertoire of skills to be mastered or context to be managed (Massey 
2005). For this reason, we suggest that a dialogic reading may hold the key 
to explaining why well-marketed community projects designed to promote 
smart growth frequently falter and sometimes fail.
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In a similar vein, but prompted more by a motive of active emancipation, 
place leadership research operating within a critical discourse could help to 
uncover the often covert power dynamics at play in place-shaping endeav-
ors. This reading prompts a healthy suspicion of the way in which regional 
development initiatives and projects routinely aid and abet the dominant 
coalition, mask or minimize opposing interest groups and perpetuate ine-
qualities within social spaces. We would point out strongly that learning 
from corporate branding in the unilateral functionalist manner implied by 
Kavaratzis (2005) and Hankinson (2007) risks masking the more critical 
stakeholder-oriented considerations of Mayes (2008). Similarly, Gnoth’s 
(2007) model of destination brand leverage, while attending to functional-
ist and interpretive dimensions, risks marginalizing more critical concerns. 
Indeed, in practice none of the four discursive models presented above can 
exist in isolation, as the interactions of stakeholders will inevitably cut 
across the qualities of leadership implied by each of the models. Although 
this may sound threatening to those seeking swift and effective socio-
 economic outcomes, a deeper and more considered awareness of the histor-
ical, political and ideological context of a given place-shaping project may 
assist a more sustained and successful leadership and branding of place in 
the long run.
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CHAPTER 2

Beyond Place Branding
Nicholas Ind and Erling Dokk Holm

In spite of the long history of places promoting their virtues to visitors, com-
mentators and investors, the concept of place branding is relatively new. In 
this context, the idea that there should already be a “beyond” might seem 
hasty. However, we will argue in this chapter that much place branding 
as it has been practiced has really been place marketing, concerned more 
with creating an image through external communication than developing 
the experience of a place. This has tended to make place branding seem 
superficial and short-termist – more concerned with visitor numbers, repu-
tation indices and growth figures than connecting with the needs and wants 
of citizens. So here we will turn place branding inwards and focus on three 
trends that are creating the opportunity to promote citizen participation and 
to develop more sustainable approaches to brand building that can deliver 
well-being for all – the sort of benefits that Robert F. Kennedy observed in 
a 1968 speech and which tend to go unmeasured in statistics: 

the gross national product does not allow for the health of our children, the qual-
ity of their education or the joy of their play. It does not include the beauty of our 
poetry or the strength of our marriages, the intelligence of our public debate or 
the integrity of our public officials. It measures neither our wit nor our courage, 
neither our wisdom nor our learning, neither our compassion nor our devotion to 
our country, it measures everything in short, except that which makes life worth-
while. And it can tell us everything about America except why we are proud that 
we are Americans.

THE PROBLEM WITH (PLACE) BRANDING

The challenge for branding in general and place branding in particular 
is rooted in its orientation toward communication and the concentration 
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of resources on building external images (Morrison and Crane 2007). 
Traditionally there has been an emphasis on one-way communication, 
whereby brands make selective promises that align with stakeholders’ needs 
and wants. The communications led approach also tends to treat stakehold-
ers as passive recipients of brand meaning (Prahalad and Ramaswamy 
2004). However, this model is breaking down as communication becomes 
more interactive, organizations more transparent and relationships more 
focused on service. Increasingly branding is concerned with enabling dia-
log as the brand evolves in interaction with its stakeholders. Meaning is 
no longer controlled by brand managers but rather co-created in the inter-
section between the brand and the individual (Cova and Dalli 2010). This 
perspective sees stakeholders as active participants who help to create value 
(Vargo and Lusch 2004; Curtis et al. 2009). This is particularly notable in 
those arenas where brand discussion escapes the attention of brand man-
agers, such as in naturally occurring brand communities where commen-
tators and enthusiasts gather to discuss brands and to construct meaning 
together (Muniz and O’Guinn 2001). Organizations can play a supportive 
role in such communities and they can also learn from them, but the temp-
tation to instrumentalize them and make them a marketing channel has to 
be avoided. 

As brand building moves beyond the control of organizations and institu-
tions and the importance attached to communications diminishes relative 
to the other components that define brand experience, so branding, as tra-
ditionally practiced, loses relevance. It could be argued that this represents 
the death of branding – yet brands seem to matter as much as they have 
always done. Rather, it is the process of brand building which is chang-
ing and becoming more open and participative. Stakeholders have a clear 
desire to be active in shaping what brands are and may become and they 
increasingly expect brands to be responsive and responsible in engaging in 
a dialog (Ind et al. 2012). When it comes to place branding specifically the 
temptation to focus on defining and communicating those attributes that are 
defined as unique, increasingly looks misplaced. As Anholt (2008) argues, 
“there appears to be no evidence to suggest that using marketing communi-
cations to influence international public perceptions of an entire city, region 
or country is anything other than a vain and foolish waste of taxpayers’ 
money”. This view moves brand beyond the narrow idea of communication 
to something that involves stakeholders in an active way in place making. 
In other words, the focus should be on how institutions can better con-
nect strategy, culture and widespread involvement (Ind and Schultz 2010) 
and how individuals, groups and organizations can be encouraged to rec-
ognize their responsibility for making life worthwhile for themselves and 
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for  others. So, rather than just trumpeting slogans to investors, tourists and 
businesses, place branding should turn inwards and encourage democra-
tization and help people to shape sustainable places that nurture wit, wis-
dom, courage and compassion. Here we will look at the emerging trends 
that signpost the changes taking place.

LIVING WITH PARTICIPATION

Our participatory culture asks “not for passive spectatorship but for active 
participants who share a certain responsibility towards what could be seen 
as the objects of our world, that is to say, the common” (de Vugt 2010). It 
would seem obvious that governmental and economic institutions play an 
important role in making a place. Governments set agendas, run budgets, 
create structures and systems, define strategies and play an integrative role. 
They determine whether a city gets a new opera house, whether there is 
sufficient funding for environmental initiatives and whether the transport 
infrastructure meets the needs of citizens. The challenge here is that these 
decisions can often seem remote from people. A Hobbesian view of govern-
mentality, where the interests of the citizen and sovereign power are unified, 
would argue that people’s views are represented. Governments are to some 
extent a reflection of the people they govern. However, Hobbes’s approach 
is an abstracted ideal that focuses on the sovereign entity, whilst relying 
on the virtue of the sovereign power for good governance (which Hobbes 
himself recognized was not always the case). Foucault (2003) argues that 
we have to get rid of Hobbes’s “Leviathan” precisely because it suggests 
a unity that denies the importance of individuality and difference, while 
Balibar (2008, p. 100), referring to the rationally conceived city, writes that 
it is “indeed a collective individuality, bound together by affects of friend-
ship, morality and religion, but it is not founded on uniformity”. 

Instead of uniformity, places ought to welcome diversity and try to capture 
the energy and intellect of citizens – to draw on their skills and knowledge. 
It has long been an argument in the corporate world that value is created 
through intellectual capital (Edvinsson and Malone 1997) and that it is 
wasteful to ignore the creativity and knowledge of individuals. Companies 
such as Google, 3M, Intuit and Mozilla adopt policies specifically designed 
to draw on the innovation potential of their employees by creating the time 
and the space for the exploration of the new. Such organizations also blur the 
boundaries between the inside and the outside by bringing customers and 
partners into idea generation and development. However, with places there 
tends to be a belief in the primacy of expertise as embodied in  politicians 
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and administrators over the creativity of people – which is perhaps one 
reason why there is an alienation from democratic politics and failings in 
city planning. In an analysis of how New Orleans’ planners failed to seize 
the opportunity, in the aftermath of Hurricane Katrina, to reconstruct the 
city for the well-being of all, Kristina Ford argues that  there was a lack of 
participation. In The Trouble with City Planning, she suggests that good 
city plans tap into the knowledge and creativity of citizens and stimulate a 
“wider conversation about the city’s future and spreads responsibility for 
bringing about what a citizenry desires” (2010, pp. 230–1). 

Places do sometimes adopt a participative philosophy, but there could 
be far greater dialog between government and citizens, more involve-
ment of people in co-creation and greater democratization. The value of 
this ought to be obvious. By tapping into the diverse skills that engineers, 
teachers, scientists, designers and other citizens can bring to a challenge, 
relevant innovations can emerge. As Steve Johnson argues concerning large 
groups in Where Good Ideas Come From (2010), it is not the crowd itself 
that becomes wise, but rather that connected individuals become smarter. 
Johnson’s thinking applies both to breakthrough ideas and smaller ideas 
of innovation development. In an analysis of innovations since 1400, he 
concludes that “less than 10 percent of innovation during the Renaissance 
is networked; two centuries later a majority of breakthrough ideas emerge 
in collaborative environments”.

There is an argument here about whether people really want to partici-
pate. In the corporate world, it is clear that individuals do want to take 
part in brand communities, because they offer opportunities for meaning 
making and socialization (Ind et al. 2012). In the case of communities of 
place, the importance of meaning making and socialization ought to be 
heightened as the environment in which we live generally matters more to 
well-being than the design of a yoghurt pot or the advertising for a new soft 
drink. If individuals fail to engage, it is because of a feeling of remoteness; 
that it is difficult to make one’s voice heard and to have a genuine dial on 
things that matter. Yet, when the opportunity to participate is created there 
are clear benefits. For example, studies in Scandinavia demonstrate that 
there is a link between the ability to participate in local politics and the 
well-being of citizens (Baldersheim and Rose 2010). Citizens in smaller 
municipalities are more satisfied with the level of public services than those 
who live in larger municipalities. More important though is that citizens in 
smaller municipalities have a more solid trust in the political and adminis-
trative unit and their elected representatives – in other words in the demo-
cratic system – than those living in larger municipalities. Cities that offer 
citizens a real say are in a much better position to meet the demands of the 
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future, not only because democratic activity identifies what inhabitants are 
interested in, but also because democratic participation produces meaning 
and loyalty. We can also see in Switzerland, where there is a long history 
of direct democracy at all levels of government, and where every munici-
pality and canton has its own constitution, that citizens are very active in 
determining how they live their lives. Interestingly, where the political par-
ticipation levels are highest, one finds better public services and stronger 
economies (Kaufmann 2007). 

The underlying implication of greater involvement is a willingness to 
share and to  practice democratization. Spinoza argued that people can only 
truly participate in society if they are aware of the issues. He suggested that 
governments often avoid sharing knowledge, because they “wish to transact 
everything behind the backs of citizens”, while cloaking their actions in “the 
essential interest of the commonwealth” and in “a show of utility” (Spinoza 
1998, VII, 27). Thus while there is a need for individual responsibility and 
involvement, governments need to create the structures and conditions for this 
to happen. In this context, it is interesting to note that Iceland has adopted an 
open approach to the creation of a new constitution. Following the financial 
crisis of 2008 and the seeming involvement of politicians in it, there was an 
agreement that a new constitution was required to avoid the situation occur-
ring again. There was also a heightened sense of the importance of transpar-
ency and accountability in public affairs. Rather than use “experts”, a group 
of 25 citizens was involved from the start of the process both in face-to-face 
sessions to set the agenda and then online to discuss and develop ideas with 
others. As ideas progressed, the constitutional council posted draft clauses 
and invited comments on its website and through Facebook. The aim was to 
create something made by and for the people of Iceland. 

As well as officially sanctioned processes, there are also instances of 
empowered citizens simply seizing the initiative. Tuqan (2010) describes 
how a group of concerned citizens took action after the 2010 Haiti earth-
quake. As often happens in disasters, many groups and agencies offered 
help and despatched people. The problems on the ground meant though 
that there was a lack of coordination. The solution was a real-time Haiti 
crisis map, modeled from ongoing social media input, the Web, SMS and 
email. Interestingly, the map was not made by an official body, but by 
a group of students at Tufts University in Massachusetts and volunteers 
from Ushahidi – an open-source project that was set up to map reports of 
violence in Kenya. Tuqan notes, “the fact that a handful of students could 
mobilize so quickly to meet such a challenge speaks not only to the power 
of the individual, but also to the inability of governments to react faster 
than their citizens to a crisis”.1
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Similarly when the former industrial area around the Meatpacking 
District in New York was due for redevelopment, along with the High Line, 
a 13-mile stretch of elevated train track that used to transport meat car-
casses, the assumption was that there would be demolition and redevel-
opment into offices. The then mayor, Rudy Giuliani, and the real estate 
speculators believed that the High Line would go. However, two local resi-
dents, Robert Hammond and Joshua David, formed a nonprofit organiza-
tion called Friends of the High Line and argued it would be better to use the 
railway as a high-level urban park area. They galvanized local people and 
attracted high profile supporters and managed to raise the money to stop the 
demolition and build a new green space in Manhattan. Ten years after the 
project started, the first section of the High Line Park has opened, complete 
with grass, trees, wildlife and water features. The result of this initiative has 
not only been significant for New Yorkers, but as an inspiration for other 
would-be urban conservationists.

ENABLING PEOPLE TO CONNECT

To break down the borders between government and citizens, politicians 
and administrators need to encourage the sort of co-created processes as 
witnessed in Iceland. This concerns listening to and supporting existing 
online and offline communities and also creating communities of interest 
and expertise where people together can solve problems and innovate. This 
means overcoming traditional modernist thinking based on a rigid con-
servative societal structure that stresses the distance between governors and 
governed and instead promoting a soft urbanism. In place of the certain-
ties of modernism, soft urbanism stresses the inseparability of the audience 
from the performance; a lessening of the boundaries such that meanings 
evolve in the space between as a specific type of social and cultural life 
emerges. This approach leads to the dissolution of the traditional opposi-
tions that have been part of the modernist credo. Whereas once loneliness 
and sociality, high and low culture, production and consumption, local and 
global, and private and public space were seen as separate spheres, now 
they merge together. Nowhere better exemplifies this than the ubiquitous 
coffee shop (Holm 2010).

The key to the coffee shop, and other types of soft urbanism, is infor-
mality. These are places where people can go alone without feeling shy or 
uncomfortable. The coffee shop is somewhere where solitude is legitimate 
but also where more social interaction is possible. This dual capacity is a 
defining characteristic of many of the most important soft spots of post-
modern urban life. Coffee shops represent a kind of cultural relaxation and 
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ease. This can be seen in the fusing of low and high culture in the way that 
coffee bars accommodate an element of connoisseurship in the discourse 
on specialty coffee, while offering coffee as a normal no-brow drink which 
appeals to everyone.

Coffee shops are often portrayed in the media as being the domain of the 
white upper-middle class, closely related to gentrification and the emer-
gence of a new social stratum labeled the “creative class”. Dominant post-
modern theories also produce similar claims.2 Yet coffee shops are more 
diverse than that and create a space that allows for people from diverse 
backgrounds to occupy the same area comfortably. Coffee shop customers 
also become a part of the theatre of production. Employees and customers 
exist on a similar level. Of course, baristas still serve customers and custom-
ers do not step behind the counter to do the dishes, but the culture through 
which the relationship is mediated is softened. Coffee shops fuse private 
and public space. It is possible to sit in one for long periods without buying 
anything while connecting with other people both inside and on the street. 
While the coffee shop is the most obvious example of soft urbanity, there 
are a wide variety of spaces that have some of the same features: libraries, 
gyms, train stations, squares and parks. With a clear understanding of the 
concept of soft urbanity, city planners, entrepreneurs, politicians and citi-
zens can achieve a more friendly and attractive urban environment where 
distinctions are played down and possibilities for well-being are enhanced.

DELIVERING SUSTAINABILITY

The third trend is the move toward sustainable thinking. Concerns about the 
future of the planet now occupy center stage for governments, businesses 
and individuals. While we might note that the rhetoric often exceeds action 
and that consumption now significantly exceeds resources, nonetheless 
environmentalism and the somewhat blurry notion of sustainability have 
become part of our everyday discourse and some significant steps have 
been taken. The Brundtland Report, first published in 1987 – at a point 
when demand equaled available resources – talked of sustainable develop-
ment as “development that meets the needs of the present without com-
promising the ability of future generations to meet their own needs”. This 
was an apt message that, like Kennedy’s, tried to encourage people to think 
of both the present and the future; of individual needs and those of others. 
More recent commentators have also picked up on the theme of sustainabil-
ity and the problem of the dominance of economic growth. Hamilton notes 
that “growth not only fails to make people contented; it destroys many of 
the things that do. Growth fosters empty consumerism, degrades the natural 
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environment, weakens social cohesion and corrodes character” (Hamilton 
2004), while Hakim (2011, p. 656) observes that the “consumption-based 
model is not sustainable. It does not positively impact our behaviours, our 
sense of well being or the well being of our society and the planet”. In 
addition, there have been two emerging schools of thought around smart 
growth – growth that enhances lives while significantly reducing environ-
mental risks and ecological scarcities – and degrowth. This latter concept 
emerged out of the First International Conference on Economic Degrowth 
for Ecological Sustainability and Social Equity that took place in Paris in 
2008. Focusing on the idea of frugal innovation (also a theme developed 
by Hakim) and adjustment in resources, institutions and human behavior, 
degrowth challenges the “centrality of economic growth as an overarching 
policy objective” (Schneider 2010, p. 828). 

The encouraging aspect of the growing awareness of sustainability is that 
some citizens and place managers are taking action. While we do live in a 
dominantly consumerist society where you are free to do anything, as long 
as it involves shopping (Böhm and de Cock 2007), it has been noted that 
there are increasing numbers of people who have recognized the discon-
nect between increased material wealth and happiness. The group known 
as “voluntary simplifiers” is a category of people who have made the con-
scious decision to reduce their consumption levels and find meaning through 
reducing their spend on products and services and using their time more on 
activities that generate meaning for them. This group is anti-consumerist 
and ideologically motivated (Oates et al. 2008; Belz and Peattie 2009). The 
size of this audience is difficult to estimate, but it is suggested that in the US 
alone there are some 60 million people who fit into the category (Sandlin 
and Walther 2009). These are still consuming individuals, but they are, in 
their eyes at least, consuming responsibly within self-defined boundaries. 
It can be argued that this may not be the case for the rest of the US. As one 
indicator of the temptation to over consume, in 1984 Americans rented 300 
million square feet of self-storage space. Today the figure is 2.4 billion 
square feet that presumably houses all the things people thought they must, 
or ought to, have.

There is also some evidence at the city level of places following sustain-
able models. Burdett and Rode (2011) note “there is growing evidence that 
urban environments with higher-density residential and commercial build-
ings, a well distributed mix of uses and public transport reduce the energy 
footprint”. This is a positive move away from the traditional modernist city 
with its problems of social alienation and environmental degradation caused 
not least by the love affair with the car. Sheller and Urry (2006) observe 
that the private car is in conflict with the humanistic aspects of urbanity in 
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that it destroys the public aspects of a city and restricts social interaction. In 
the last two decades some pioneering cities have tried to alter the balance 
between the private car and more environmental forms of transport. This 
has included the promotion of shared bicycle schemes, the promotion of 
car pooling and car clubs, more electric and biofuel driven public transport, 
tariff schemes and better public transport infrastructure. For example, in the 
southern Brazilian city of Curitiba, which is one of the group of C40 cities 
focused on tackling climate change, public transport has been revolution-
ized. Buses have dedicated lanes, use a simple pricing system and provide 
safe and easy access. The service is used by 85 percent of the population 
and it has transformed many aspects of the city: about 1,100 buses make 
12,500 trips every day, serving more than 1.3 million passengers, which is 
50 times the number in 1990. This not only helps to improve air quality, but 
also enhances interaction and leads to improvements in the quality of life. 

SUMMARY

As places become more participative, interactive, innovative and environ-
mentally aware, they better meet the needs and wants of citizens. Place 
managers can and should be at the forefront of creating opportunities for 
democratization and engaging with the wide diversity of talents that live 
and work in communities, towns and cities. This is valuable for citizens 
because it provides an opportunity for meaning making and social interac-
tion and is beneficial to places because they can better meet the needs of all 
their stakeholders. To make this change place managers need to move away 
from an emphasis on external brand building and turn inwards to communi-
cate better with citizens, businesses and institutions to help people to real-
ize their potential and to encourage innovative approaches to tackling the 
pressing problems of over consumption and environmental damage. At the 
same time, citizens, both as individuals and as part of communities, need 
to take responsibility in helping places maximize the well-being for all and 
in doing so realize Robert Kennedy’s vision of the real meaning of growth.

NOTES

1. http://medinge.org/if-brands-and-governments-dont-do-their-job-someone-else-will-do-it-
for-them/.

2. Lash’s claim is that the producers and the relevant audience of modernist and postmod-
ernist culture are found in particular declining and emergent social classes and class frac-
tions (Lash 1990, ix). His perspective appears to have a wide range of followers. A study of 
consumption and gentrification in Sydney, Australia, illustrates how consumption practices 
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signify gentrification, described as a collective middle class project (Bridge and Dowling 
2001, 101). A rhetoric analysis of Starbucks describes the way coffee is consumed there as 
a “ritual … to cover the sins of postmodern consumer culture” (Dickinson 2002, p. 5).
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CHAPTER 3

Crisis Communication and Sustainable 
Place Marketing: A Preliminary 
Analysis before Choosing a 
Restorative Media Strategy
Eli Avraham

In the field of image restoration, it is customary to distinguish between 
two types of negative destination images. The first type is a negative image 
caused by an unexpected crisis, such as terror attack, natural disaster or 
sudden epidemic. The second is a prolonged negative image generated by 
long-lasting problems, such as economic hardship, high crime rates, con-
tinuous war or political instability. The question of how to restore a place’s 
positive image was dealt with in a number of academic and practical pub-
lications in the field of “crisis communication”. The variety of techniques 
and strategies proposed were important in creating a block of knowledge in 
image restoration; however, the same solutions were offered for places that 
differ greatly from one another. Moreover, the solutions proposed did not 
take into account the type of crisis experienced or the characteristics of the 
target audiences to be addressed. This is problematic, because clearly coun-
tries that are located on the margins of global tourism, such as Somalia, for 
example, cannot adopt the same image-restoration strategies as that of a 
country that is a major world tourism player, even if each experienced the 
same crisis, such as a terrorist event or an epidemic. Somalia’s location, its 
previous image, the availability of resources and its target audience are all 
very different elements from those characterizing that other country. 

In this chapter I offer a preliminary analysis of three types of 
characteristics – related to the place, audience and crisis – that must be con-
sidered before selecting a strategy to restore the positive image of a place 
that has experienced a crisis. This discussion makes both practical and theo-
retical contributions. On a practical level, the analysis helps marketers in the 
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 selection of the correct strategy for restoring an image; on the theoretical 
level, it offers an extension to existing models of place-image restoration.

THEORETICAL BACKGROUND

Despite the growing popularity of the destination marketing field, the 
existing knowledge is not always relevant to the marketing of all types of 
destinations. Although well-known destinations like Paris, London and 
Frankfurt can hire an advertising agency to come up with a new tourism 
campaign, this tactic will not work or be feasible for destinations suffering 
from a problematic image (Baker 2007). In the global era, a negative image 
is a major obstacle to attracting tourists, high-quality residents and inves-
tors (Kotler et al. 1993; Beirman 2003; Baker 2007; Govers and Go 2009). 

The fields of “image restoration” and “crisis communication” comprise 
several existing models that provide suggestions on how firms and organiza-
tions can restore their image post-crisis. For example, Stocker (1997) cites 
three or four steps that are included in the basic response strategy: expression 
of regret that the situation happened; action to resolve the situation; action to 
ensure that the situation will not recur; and if necessary the offer of restitu-
tion to injured parties. A more elaborate model is offered by Benoit (1995; 
1997), who lists five communication strategies that can be used in response 
to a crisis: denial, evasion of responsibility, reducing offensiveness of events, 
corrective action and mortification. Similarly, Coombs (1999) identifies 
seven communication strategies: attacking the accuser, denial, excuse, jus-
tification, ingratiation, corrective action and full apology. One can see that 
most of these strategies are suitable mainly for places experiencing an imme-
diate crisis and less for places suffering from a prolonged image crisis.

Contrary to earlier models, Avraham and Ketter (2008) proposed a new 
model that was designed and created exclusively for assisting localities to 
alter negative destination images. It offered a choice of three groups of media 
strategies, with the focus on the source of the message, the message itself 
and the target audience. Source strategies focus on affecting, influencing 
or replacing the sources of the negative message (mainly the mass media). 
Message strategies focus on the message itself, handling the problematic 
image components directly, and include four groups: (1) disregard for/par-
tial acknowledgment of the crisis (ignoring the crisis, acknowledging the 
negative image, limiting the scale of the crisis); (2) full acknowledgment 
of the crisis and adoption of moderate coping measures (tackling the cri-
sis, hosting spotlight events, hosting opinion leaders); (3) full acknowledg-
ment of the crisis and adoption of extreme coping measures (delivering a 
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counter-message, spinning liabilities into assets, ridiculing the stereotype); 
and (4) disengagement from the place’s main characteristics (branding 
contrary to the stereotype, geographic isolation). Lastly, audience strate-
gies focus on the target audience, its values and perceptions (for example, 
emphasizing cultural similarity to the target audience, use of patriotism and 
nationalism, and changing the target audience). 

According to Avraham and Ketter (2008), media strategies in each group 
can be classified on a continuum between moderate and extreme. The cri-
terion for the classification of a given strategy is the distance of its pro-
jected new image of the destination from the existing one. The more the 
components of the new image projected in the campaign differ from the 
destination’s characteristics, the more extreme the strategy to be used. For 
example, in order to disconnect the Israeli resort of Eilat from the problem-
atic image of Israel – during a prolonged tourism crisis that occurred in the 
early 2000s – marketers “relocated” it, presenting it as “Eilat on the Red 
Sea”, disregarding the city’s formal location. In this chapter I offer a prelim-
inary analysis of the three groups of characteristics: crisis  characteristics, 
audience characteristics and place characteristics (CAP analysis). I believe 
that this pre-analysis can help marketers in their decisions regarding the 
strategy to be chosen in order to restore a place’s positive image. 

CRISIS CHARACTERISTICS

When assessing a crisis, the first thing that should be analyzed is its char-
acteristics. Crises, as we know, different greatly. Some are caused by terror 
attacks on tourist destinations, others, by a sudden plague; certain crises 
cause enormous damage and thousands of casualties, whereas others leave 
no casualties; there are prolonged crises and short-lived ones. Given all this 
variation, different recovery strategies are necessary. 

Geographic Scale

The location of the region/city/resort struck by the crisis should be noted. If 
it is determined that it is geographically a limited-scale crisis, then the use 
of a media strategy called “limiting the crisis by geographical scale” can 
be recommended. In such a case, the country’s marketers inform tourists 
that the crisis is limited to a certain region in the country, but that it is still 
safe to visit other regions. The UK, for example, employed that strategy 
after marketers realized that the foot-and-mouth epidemic was confined to 
remote areas of the country. Subsequently, the tourist campaign empha-
sized that the rest of the UK’s areas were quite safe to visit (Hopper 2002). 
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Origin/Nationality of Casualties

Another issue arising from the geographical location of a crisis is the 
 nationality or the origin of the casualties. When the victims of a crisis are 
tourists – especially from industrialized countries – the crisis will gain 
widescale media coverage. The amount of this coverage may itself affect 
the perception of the severity of the crisis, unfortunate as this may be. 
Studies of media coverage have found that the international media have a 
“scale of blood”, according to which the odds that a crisis in a developing 
country will win media coverage increase as the number of foreign casual-
ties rises (Beirman 2003). 

As inappropriate as this phenomenon is, it still affects the choice of a 
media-recovery strategy. For example, if there were no Western casualties 
in a crisis that took place in an African country, it is quite likely that the 
crisis will receive very little media attention (tragic as the incident may be) 
and that the place’s image will not be (severely) damaged. In such a case, 
place marketers are advised to ignore the negative event in their advertise-
ments and PR campaign (“ignoring the crisis” strategy). 

Duration 

Time is another important factor for analyzing a crisis. How much time 
has passed since the crisis began? At what stage is the crisis now? The 
answers will help to ascertain whether the current negative events are part 
of an ongoing crisis or are a one-off event. The first necessary distinction is 
between long-term and short-term crises. With the former, we may expect 
many negative events, and therefore it is more likely that the target audi-
ence has heard about the crisis. By contrast, a short-term crisis may well 
be concluded without news of it reaching the target audience. In that case, 
local decision-makers might do well to ignore the crisis and adopt a “busi-
ness as usual” approach. 

Stage

Campaigns are affected not only by the crisis duration but also by the crisis 
stage. At the height of the crisis, usually in its initial stages, the marketers’ 
message should focus on minimizing damage to the place’s image, whereas 
the message in the final stages should focus on getting back to regular 
 business. Such messages, geared to the stages of a crisis, can indicate that 
the tourism infrastructure is undamaged, attractions are fully open and that 
tourists are back. In any event, crisis duration and stage have an effect on 
the choice of a media-recovery strategy. Every stage in the crisis life cycle 
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renders a unique message and makes different use of advertising and PR 
resources to alter the negative image created (Mansfeld 2006). 

Type of Threat and Scale of Damage 

Crises may differ also in nature, type of threat they present and the scale of 
damage they cause. Each of these three factors has an effect on the choice 
of media-recovery strategy. According to Mansfeld and Pizam (2006), each 
crisis type is perceived differently by the target audience, has different con-
sequences for consumer behavior and affects a campaign’s messages dif-
ferently. For example, it is likely that a crisis that threatens the personal 
safety of tourists will be perceived as more severe than a crisis causing 
them disappointment or inconvenience as a result of poor infrastructure or 
unexpected bad whether. Another influential factor in assessing a crisis is 
its actual severity and the scale of the damage caused. Accordingly, it is 
important to examine whether the tourism infrastructure has been damaged 
and whether incoming tourists will be able to enjoy the same variety of 
attractions that the place offered prior to the crisis. Naturally, places that 
have sustained damage to their tourism infrastructure must employ  different 
recovery strategies than those places not damaged. This conclusion also 
holds for places that have undergone a crisis and are now trying to attract 
investors, firms and residents. In this case, if the relevant  infrastructure – 
telecommunication, electrical power and transportation – has been dam-
aged, it might be better to delay the marketing process and to start with 
infrastructure rehabilitation. 

AUDIENCE CHARACTERISTICS

Different target audiences are motivated by different needs, have differ-
ent perceptions of places and are differently affected by the occurrence of 
a crisis event. Many studies have been conducted on the audience and its 
important role in the communication process (Caspi 1993). The delivery of 
messages is useless if the target audience does not receive, understand or 
accept them.

Audience Knowledge and a Place’s Former Image 

Images of people, products and places evolve over time (Kunczic 1997). 
The mind processes new information and adds it to existing images. If, for 
example, the media reports the murder of a tourist in a place that was con-
sidered safe, it is more likely that part of the audience will preserve that 
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place’s former positive image on the grounds that “that kind of incident can 
happen anywhere”. However, another part of the audience, which perceived 
the place differently, will now consider it a “dangerous place” for tourists. 
Hence, a place’s former image affects the way new information about it is 
accepted and processed (Elizur 1987). When a place has a history of involve-
ment in conflicts, violence and negative events, one more report on disorder 
will be received differently than a similar report about a place that was never 
associated with violence and conflict. Thus, when a violent incident occurs 
in a place known to be risky, it will have a greater influence on that place’s 
image than if it happened at a place free of any existing problematic image 
(ibid.). All this affects the marketer’s decision on the choice of a strategy. 
An interesting example of the effect of a place’s past image on its current 
image is presented by Krauze (1994, cited in Kunczic 1997). Krauze argued 
that old stereotypes of Mexico affect the present (1994) coverage of this 
country in the international media. He asserted that the coverage of negative 
events, such as murder, violence and revolts, arouse the old negative images 
of a “barbarous, violent and unstable country” (ibid., p. 7). 

Another aspect of the impact of a place’s former image is that places con-
sidered well-established brands, such as London and Paris, have a greater 
durability in crisis events, since the audience has many positive images 
associated with those places. For places with a strong positive image, the 
use of a more moderate media strategy is advised, sometimes even to the 
point of ignoring the crisis event, allowing the passage of time to reestab-
lish the place’s positive image. One more aspect of the audience’s knowl-
edge of the crisis/place is the perceived severity of the crisis. Crises that are 
perceived as severe and that cause booking cancelations demand an imme-
diate and sharp response. On the other hand, if visitors continue coming to 
the place despite the negative events, a more moderate response strategy is 
advisable. 

Audience Type and Size

A place should be marketed differently for different audiences. For exam-
ple, an audience that visits a place for religious reasons is different from an 
audience seeking a sea-and-sun destination, cultural activities and histori-
cal monuments. The former will likewise be less concerned about a crisis 
than the latter (Mansfeld and Pizam 2006) and should be taken into account 
during the recovery campaign. Another important factor to be assessed is 
the size of the target audience and what percentage of them knows about 
the crisis. If, for example, the vast majority has not heard of the crisis, it 
might be a waste of resources to launch a campaign aimed at overcoming 



62 Eli Avraham

the negative image. In this case, the advice is to ignore the crisis (Avraham 
and Ketter 2008). 

Proximity/distance between Target Audience and Place 

Different kinds of proximity or distance – based on geography, social class, 
religion, political ideology and culture – may exist between the target audi-
ence and various places that have experienced a crisis (Elizur 1987). The 
level of proximity or distance affects our knowledge and perceptions of and 
our attitudes toward places. The level of proximity between two countries 
might also affect the amount and type of media coverage a crisis receives. 
Proximity generates interest, which works on newsroom considerations 
and routines. For example, it is reasonable to believe that a crisis in Europe 
involving world-class tourist attractions and harming European tourists will 
receive wide media coverage in the West, in contrast to a crisis erupting in 
a developing country in consequence of local conflicts and which affects 
mainly local residents (Beirman 2003). Proximity/distance also affects the 
way the target audience perceives, accepts and reacts to news about mar-
keting campaigns on behalf of a certain place. A place that is geographi-
cally distant but is perceived as enjoying spiritual proximity to the target 
audience may use media strategies that highlight the similarity between the 
residents of the two places. One such example is a campaign launched by 
Israel with the aim of improving its image among Americans. Relying on 
the motif of spiritual proximity, the campaign highlighted certain apparent 
similarities: both countries are democracies, were founded by immigrants 
and are technologically advanced (Avraham 2009).

The Audience’s Sources 

The media provide our main source of information about distant places, 
though the coverage can sometimes be manipulative (Kunczik 1997). 
A check, therefore, should be made of whether the crisis is represented 
in a balanced manner, whether the causes of the crisis are being clearly 
explained, and whether the crisis is being dramatized to increase its news 
value. Place marketers should examine the credibility of media outlets that 
report the negative events. If the reporting is found to be questionable, the 
campaign managers can attempt to undermine the outlet’s credibility; if 
they succeed in this endeavor, the negative messages and images that are 
delivered will be perceived as unreliable. In extreme cases, in which the 
media present a distorted image very different from the reality, a proper 
media strategy might include the use of alternative sources – a destina-
tion’s website – to deliver contrary messages. Ketter and Avraham (2010) 
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describe how African countries employed their websites to promote them-
selves and to fight negative stereotypes and perception. 

The Social-political Environment and Essential Values 

Marketing in general and delivering specific messages in particular depend 
on the social-political environment (Avraham 2003). The success of a cam-
paign rests heavily on the setting: some messages can be extremely effec-
tive in one society and exert very little influence in another. Accordingly, 
marketing professionals try to take advantage of local values to promote 
certain products. For example, if the essential values in a certain society are 
individualism, modernity and multiculturalism, marketers will claim that 
their product promotes these same values (Hestroni 2000). It is only natu-
ral for marketing professionals to analyze the dominant values in a certain 
society and to use them to promote a place. For example, following the 
9/11 terror attacks, the marketers of New York took advantage of national 
patriotic feelings, which usually characterize American society in any case, 
and which were now heightened, to promote the city after the 9/11 crisis. 
This approach was most successful at the time. It is doubtful, though, that 
the same messages can be used in other types of crisis, such as a plague or 
severe flood. Some response strategies may be limited to certain types of 
crisis and certain societies. 

PLACE CHARACTERISTICS

Places naturally differ greatly. For this reason, even if two countries suf-
fer from the same type of crisis and both aim at the same target audience, 
they will probably use different recovery strategies owing to their indi-
vidual characteristics. These differences are especially salient in respect 
to developing countries, which in most cases have a lower status and fewer 
resources than industrialized countries, and so have to invest far more effort 
in altering their image.

National/International Status

Places differ in terms of national and international power and status. The 
common factors used to gauge a place’s status or power include physical 
resources – such as size, economic stability and natural treasures – and 
abstract resources – such as a place’s media or public image and cultural 
centrality. Given those two groups of factors, places with visible and acces-
sible power can be distinguished from places with hidden and  inaccessible 
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power (Kotler et al. 2002). Similarly, Wolfsfeld (1991) distinguishes a 
place’s general status from its status in the media. General status com-
prises the place’s resources, physical size and ability to influence national 
 decision-makers. 

In the media, a place’s status is measured by its news value and its impor-
tance in the minds of journalists and editors. Many studies have found a 
firm link between a place’s general power and its power in the media, as 
the media tend to keep track of the powers that be. Headquarters of news 
corporations are located in the hubs of political, economic and cultural 
power, such as New York, London, Paris, Los Angeles and Brussels, a cir-
cumstance that only supports and magnifies media power (Avraham 2003). 
Such places are more durable during immediate crises, and their marketers 
can choose to adopt a less-drastic strategy to overcome the negative image 
after a crisis.

Resource Availability 

A place’s resources are key elements in choosing a media strategy, as alter-
ing a negative image can be costly. One reason for the high cost of cam-
paigns is the price of media space. For example, the campaign to reattract 
tourism to Washington, DC, following 9/11 was estimated to be $3.37 mil-
lion (Stafford et al. 2006), and the campaign to restore tourism to Singapore 
following the SARS epidemic was estimated to amount to US$33 million 
(Beirman 2003). It may be a truism that every place needs money to market 
itself effectively (Wolfsfeld 1997; Avraham 2003); however, most places 
cannot afford such sums, which accumulate by hiring spokespersons, 
conducting image surveys, buying media space and producing expensive 
events – hence they must adopt less costly media strategies. In other words, 
the choice of media strategy is directly affected by a place’s resources. For 
example, if a place chooses to produce sports events, music festivals and 
other mass cultural activities to attract visitors and journalists, it requires 
extensive resources. Similarly, deep pockets are also needed to finance 
other image-altering initiatives, such as providing journalists and opinion 
shapers with free airline tickets, free tours and free entrance to local attrac-
tions. This was exactly what New York City did in the aftermath of 9/11, 
handing out free tickets to Broadway shows in order to attract tourists to 
the city. By contrast, places without such resources cannot afford to spend 
money on producing spotlight events and have to choose modest responses. 
To conclude, mainly rich states or cities can produce mega-events, a fact 
that reinforces their image (which is already positive) and facilitates their 
rapid management of crisis events. Still, it is also possible to rely more on 
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PR than on advertising, to cooperate with local firms and tourist organiza-
tions, and to create successful events without depleting the local treasury 
(Lahav and Avraham 2008). 

Type and Variety of Tourist Attractions

Besides financial resources, places differ in the amount, type and variety of 
tourist attractions they offer, and in the demographic characteristics of the 
visitors they attract. If, for example, a place that offers sea-and-sun tour-
ism suffers an image crisis, it will be very easy for its audience to find 
an alternative, since the same kind of vacation can be enjoyed at many 
places. However, if a crisis befalls a place that offers unique experiences, 
such as New York, Paris or Venice, it is reasonable to believe that those 
places will overcome the crisis relatively quickly because the attractions 
they offer are almost irreplaceable and perhaps not duplicated elsewhere. 
Similarly, places that offer religious sites usually have a high crisis-dura-
bility status. One such place is Mecca in Saudi Arabia, which attracts mil-
lions of pilgrims every year regardless of tragedies that take place during 
the pilgrimage, caused by stampedes, fires and hotels collapsing, all of 
which have  happened in recent years. Large numbers of pilgrims likewise 
travel  annually to Rome, Jerusalem and Nazareth, and barely consider the 
image of those places. In addition, places can also use the famous institu-
tions located in their territory (for example CNN and Coca-Cola during 
the promotion of Atlanta) or celebrities who live in a place – as part of a 
campaign aim to attract back tourists and to promote the message that the 
place is safe. New York marketers, for example, used that strategy after 
9/11 (Stafford et al. 2006). 

Location 

Without doubt, a good location is an important advantage for any country, 
city or tourist destination. As mentioned, a strategy applied by an image-
crisis country located in Europe or North America will probably be entirely 
different from the strategy chosen by a country suffering from a similar cri-
sis located in the Middle East, Asia or South America. One of the main rea-
sons for this difference is the proximity and high accessibility of Europeans, 
who can easily travel to a place in Europe that has undergone a crisis. This 
audience will perceive the place in crisis in a much less stereotypical way 
and with fewer generalizations than people usually tend to make regarding 
remote and unfamiliar places that are engaged in crises. Another important 
factor arising from a place’s location is its distance from the core of the 
crisis. Specifically, it should be assessed whether the place is at this core 
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or only at its periphery. If the latter, it might be advisable to represent the 
place as an independent region or to disassociate it from the crisis area; this 
approach has been taken with Taba and Eilat, each of which has presented 
itself as an “independent” place, not located in Egypt or Israel, following 
a crisis.

A Place’s Tourism Industry Life Cycle

Like any person or product, places have a life cycle. Some places are still at 
an early stage, battling for recognition and market share; others are devel-
oped and well-established, and slowly becoming irrelevant with the pas-
sage of time. The marketing of a place is affected by its life-cycle stage. 
Marketing an unfamiliar place or one that has a prolonged negative image 
is significantly different from marketing a place that is well known (Kotler 
and Armstrong 1989). Accordingly, crisis-response strategies for places 
at different stages will differ too; new and unfamiliar places (i.e. those at 
the start of their life cycle) are more likely to choose an extreme and bold 
strategy, whereas places that have gained a (positive) reputation (normally 
in the middle of their life cycle) can achieve the same campaign effect by 
employing a moderate strategy. 

Regime and Local Leadership 

The field of urban studies is replete with tales of failure or prosperity, which 
is mainly dependent on the actions of the local leadership. The upshot is that 
places alike in location, population and sources of income have developed 
differently. At the international level, the type of regime can affect the suc-
cess of countries. Just as the type of regime and the actions of local leaders 
affect the way a place is managed and impinge on its economic prosperity, 
the leadership can also influence the choice of media strategy for market-
ing the place. For example, democracies oblige local leaders to take public 
opinion into consideration when a decision needs to be made about the 
place’s well being; as a result, those leaders will tend to involve residents 
in their decision-making and in launching marketing campaigns (Avraham 
and Ketter 2008). By contrast, the role of public opinion in non-democratic 
regimes is less important, and those places are less likely to invite resi-
dents to participate in municipal processes. In some of those countries, the 
government indeed decides where the residents will live, where new fac-
tories should be located and what tourist attractions are to be developed. 
Discussing the choice of a marketing strategy for those places is meaning-
less; the decision is solely that of the government. In addition, municipali-
ties and local authorities, democratic or not, that are governed inefficiently 
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will probably do just as poorly when trying to run an advertising and public 
relations campaign. To conclude, local leadership, the local regime and its 
functioning exercise a direct effect on a place’s image and on the choice of 
a marketing strategy (Avraham 2003). 

SUMMARY

In this chapter, I have presented a preliminary analysis of what must be 
considered before marketers determine the image-restoration strategy for 
a place suffering from a negative image because of an immediate or pro-
longed crisis. The preliminary analysis included reference to three types 
of characteristics associated with the crisis, the audience and the place. In 
analyzing these three groups of characteristics, I have shown how such an 
analysis greatly assists place marketers with making a decision on the cor-
rect strategy to restore the place’s image. 

The variety of factors and characteristics that should be considered dur-
ing the analysis demonstrated just how misguided was the tendency of pre-
vious publications in the fields of place marketing and branding to offer the 
same solution to the same places. There is no doubt that future research in 
place promotion should concentrate more on places that suffer from a nega-
tive image, which thus require much more knowledge and new creative 
ideas than do regular places to restore their image. Although most of the 
examples for recovery strategies presented in this chapter are from the field 
of advertising, it is worth remembering that there are other tools and tech-
niques for restoring place image, such as public relations, media relations, 
tours for newspeople, information centers and press conferences (Avraham 
and Ketter 2008).
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CHAPTER 4

A Perspective on Planning, Smart 
Growth and Place Branding
Kristof van Assche, Ming Chien Lo and Raoul Beunen

In this chapter, we argue that planning strategies sensitive for place brand-
ing could increase the appeal of smart growth projects by creating value 
for places and for things in those places. We develop a perspective on the 
potential synergy between smart growth and place branding that can be val-
uable in various contexts – in the US, the EU and communities  elsewhere – 
since many encounter obstacles to comprehensive planning that could 
be reduced by paying closer attention to how value can be affected by 
 planning.

SMART GROWTH AS REBRANDED PLANNING

As an intellectual movement to counter urban sprawl and other urban devel-
opment that was considered undesirable in the US, smart growth literature 
prospered in the 1990s and continued in the 2000s in various directions 
(e.g. Kelly 1993; Nelson and Duncan 1995; Porter 1997; Zovanyi 1998; 
Beaumont 1999; Weitz 1999; Burchell et al. 2000; Downs 2000; 2005; APA 
2001; 2002; Bengston et al. 2004). Although different authors define the 
concept differently, overlapping interests can often be found,  including:

■ Growth that is sustainable and environmentally sensitive.

■ Growth that involves well-designed networks of transportation, hous-
ing, businesses, etc.

■ An environment opposite to those that create urban sprawls.

■ Restricted growth in certain areas (e.g. existing farming that is environ-
mentally sensitive).

■ Growth with multifunctional land use.

F.M. Go et al. (eds.), International Place Branding Yearbook 2012
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The concept of smart growth was not new. Almost all of the elements can 
be found in earlier planning literature, and in many cases in older practices. 
The American urban sprawl that was observed after World War II demon-
strated that the concept and the practice had taken a break (e.g. Endicott 
1993; Burchell et al. 1998; Beaumont 1999; Benfield et al. 1999). More 
importantly, with a different planning tradition and a skepticism against 
government led planning efforts, it was the academia in the US that took 
an activist role in the movement and championed the smart growth concept 
as a repackaging of what is basically comprehensive planning. In its gen-
esis, the smart growth literature is predominantly an American one that is 
thoroughly grounded in the woes of American planning. After a century 
of planning, zoning and urban design, most planning in that country may 
be described as localist, legalist and lacking comprehensive spatial vision-
ing (Knaap and Nelson 1992; Ndubisi and Dyer 1992; Weitz and Seltzer 
1998; Platt 2004; Downs 2005). In other words, planning as design is a rare 
phenomenon (Van Assche and Lo 2011), and planners have to reassert and 
reconquer their position in local politics. From the European perspective, 
because of a different tradition of urban reconstruction and development, 
the smart growth concept is neither special nor unique. But in the context 
of American planning, putting old wine in new bottles was essential for 
rebranding a tradition that was lost after the war. For many American cities, 
comprehensive planning had been formally adopted but its implementa-
tion has proven difficult (Jacobs 1998; Arendt 1999; Platt 2004; Van Assche 
and Lo 2011). In this unique environment, the smart growth proponents in 
the US are highly aware of the obstacles in legal, political and economic 
systems as well as in the cultural mindsets of people. Thus, by creating the 
“smart growth” label, they make it more persuasive for pushing their agenda 
at creating desirable neighborhoods in communities to policy-makers, 
developers and residents (e.g. Kelly 1993; Downs 1994; Burby and May 
1997; Porter 1997; Gihring 1999; Mehrhoff 1999; Gustanski and Squires 
2000; APA 2001; 2002).

When it comes to making the concept a reality, non-governmental groups, 
planners and their backers in governments and groups of large developers 
all play the role of advocates according to different motives (cf. Downs 
2005). Environmental lobbies and professional groups (e.g. architects) 
saw this as an opportunity to promote their cause or vision (Downs 1994; 
Benfield et al. 1999; APA 2001; 2002). Governments in major cities either 
believed in the intrinsic value of comprehensive planning or were interested 
in the cost-saving and revenue-making promises of smart growth (Zovanyi 
1998; National Association of Counties 2001; Platt 2004; Downs 2005). 
At the Federal level, the US Environmental Protection Agency considered 
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smart growth a way to integrate environmental and development policies 
(APA 2002). Motivated by potential profits, some large developers became 
advocates and believed that they were better positioned in the movement 
because they were financially and logistically resourceful (e.g. Urban Land 
Institute 1998; National Association of Home Builders 1999).

In spite of the efforts of the aforementioned groups of advocates, the 
impacts of smart growth have been limited. Starting with zoning ordinances 
in the 1920s that the courts upheld, local government gained more powers 
in regulating land uses (Arendt 1999; APA 2001; Nolon 2003; Nolon and 
Salkin 2006). Nevertheless, due to political pressures in local politics and 
the lack of expertise and resources in local governments, long-term plan-
ning perspectives were hard to articulate or implement. As a result, plan-
ning, rebranded as smart growth, had limited success in countering this 
environment (cf. Nolon 2003; Liverman 2004; Downs 2005).

PLACE BRANDING, PLACE IDENTITY AND SMART GROWTH

In recent years, the concept of place branding has moved from being a type 
of product branding to a topic of governance (Anholt 2007; 2010; Hildreth 
2010; Van Assche and Lo 2011). Narrowing the view of a place as a product 
(Pike 2005; Pasquinelli 2010) limits our perspectives and prevents research-
ers and practitioners from discovering, creating and promoting the value of 
a place and a community. A place, with its people, is a community that 
has to be governed, that has its own recognition of assets and risks, and its 
own narratives about self, past and future (Hjortegaard Hansen 2010; Van 
Assche and Lo 2011). We claim that elements of place branding can be use-
ful for implementing smart growth in both the American context and a more 
general context outside the US. More importantly, we will pay closer atten-
tion to value creation and destruction in and by planning (Allmendinger et 
al. 2005; Allmendinger and Haugton 2005). 

A brand is a name or an image that is reputable. A well-established 
brand is one that will reduce the future cost of marketing as media buzz 
and words of mouth from informed customers to prospective customers are 
generated. But there are costs associated with creating a brand and main-
taining the brand. To brand a product, experts must find its value and create 
a coherent narrative to persuade consumers. Because a place/community 
is more complex than a product and involves multiple organizations and 
groups, much of the effort of place branding is to create the unity of vision 
based on a new identity that is built on some existing identity narratives 
(Czarniawska 2002; 2008; Sonnino 2007; Hjortegaard Hansen 2010). This 
unity of vision is crucial to smart growth. Without this, smart growth and 
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the related  planning strategy will just be a complicated concept and process 
to the audience; and the idea as well as the benefits will remain costly to 
promote.

Anholt (2007; 2010), Hildreth (2010) and many others have already 
pointed out the advantages of bringing branding experts in at the early stage 
of planning. In a planning process, almost certainly there are a number 
of ways to link up different policies, concepts and assets into a coherent 
 identity narrative (Throgmorton 1996; Soja 1997; Hillier 2002; Van Assche 
et al. 2012). Branding expertise can be helpful in selecting the narratives 
and images that can speak to the imagination and create value, while, in the 
other direction, planning and other experts can indicate positive or negative 
implications of these preferred visions for a variety of topics and policies 
(Van Assche and Lo 2011). 

Spatial planning is about drawing conceptual boundaries. If we talk 
about large areas that are impacted on by smart growth, the division in 
neighborhoods and the lines drawn by roads, green areas and water may not 
be regarded as constant spatial boundaries that delineate different “prod-
ucts”. Neither may one regard the lines between spatial scales as stable 
(Swyngedouw and Heynen 2003). Instead, one must realize that these 
boundaries and scales are not given in nature but are conceptual lines drawn 
by stakeholders in political, cultural and economic games (Paasi 1991; 
Forrest and Murie 1995; Van Assche et al. 2008). There are many ways 
to draw lines; but once lines are drawn, “commodities” – residential, busi-
ness, transportation, recreational and natural – are delineated. The process 
of “line drawing” can inspire branding efforts, and that in turn allows lines 
to be drawn in ways that will make its commodities marketable or make 
it easier to promote them. In such spatial commodification, new identities 
and values are created.

Here, we do not consider commodification necessarily to be a negative 
process, as in much of the geographical and anthropological literature where 
it is seen as an undesirable by-product of neo-liberalism (see e.g. Jessop 
1998; Peck and Tickell 2002; Swyngedouw and Heynen 2003; Lury 2004; 
Gotham 2007). Rather, commodification is an essential feature of capital-
ism. Branding is indeed more than marketing. It is the continuous chang-
ing of the boundaries of what can be considered marketable (Moor 2003; 
Hildreth 2010). It creates new commodities and seeks potential commodi-
ties (de Chernatony 2006). This does not mean that entities that provoke 
sentiments, like places, culture and nature, are reduced to lifeless physical 
objects for trade (Czarniawska 2002; Hjortegaard Hansen 2010; Hildreth 
2010; Bellini et al. 2010). On the contrary, such an understanding of the 
success and failure of virtually anything in capitalist democracies – of the 
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underlying principles of commodification and decommodification (Anholt 
2007; 2010) – provides opportunities to assign value to more things, places 
and activities, and more opportunities to stabilize these values-in-place.

Things that are delineated, recognized as distinct from their concep-
tual and/or spatial environment, can more easily be valued, devalued or 
revalued. Very often, we first value a certain experience, then articulate it as 
an object or related to an object which will then become tangible for mar-
ket exchanges (Appadurai 1988; Callon et al. 2002; Verdery 2003; Lury 
2004). In space, planning can create units, neighborhoods or sites that are 
more clearly distinguishable from their surroundings than other parts of the 
landscape. Spatial differences can be observed, and the discourse among 
local governments, developers and media can further articulate a difference 
(Czarniawska 2002; 2008). These together can create an object. Planning 
will naturally increase this process of objectification, because it wants to 
make a difference and has to make a difference to legitimize itself. 

From the very beginning, smart growth, as a rebranding of planning, 
attempted to include the developers’ community because the lack of support 
on their part was seen as a major reason for the failure of planning in many 
cities and regions (cf. Urban Land Institute 1998; National Association of 
Home Builders 1999; APA 2001; 2002; Downs 2005; Nolon and Salkin 
2006). Advocates for smart growth did not only promote the approach in 
the direction of residents and politicians, but also to developers. Planning 
repackaged as smart growth was perceived to be easier to “sell” to develop-
ers and customers. A smart growth neighborhood was perceived to be more 
clearly circumscribed as an identifiable product, more commodified and 
marketable than a neighborhood that simply followed the rules and ideas 
of a comprehensive plan. In that sense, the proponents of smart growth in 
many cases understood the power of commodification and opened the door 
to place branding.

CONCLUDING REMARKS

The potential for place branding in smart growth is vast, but it also linked to 
governance in an intricate manner. The place branding literature has already 
moved in the direction of governance, with a recognition that places are 
complex products, or in fact many products, and that commodification and 
decommodification take place all the time. In Van Assche and Lo (2011), 
using the examples of Tuscany, Missouri and northern Minnesota, we 
acknowledged that the creation of value by means of new identity narratives 
stands a much better chance if it is embedded in the identity narratives and 
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ascriptions of value in the community. Instead of visioning planning and 
place branding as independent processes, sustainability movement such as 
smart growth will benefit from a combination of both.
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CHAPTER 5

Case A Sex and the City: City 
Branding in Spanish Cities
Gildo Seisdedos and Pablo Vaggione 

The concept of place branding has been pervasively adopted by communi-
ties, cities, regions and nations (Gertner 2011); branding and brand man-
agement can be said to have been one of the leading areas of focus both for 
marketing academics and practitioners during the final two decades of the 
20th century (Hankinson 2001). There is, however, an evident confusion 
in the use of the term (Kavaratzis 2004; 2005). Branding and marketing 
are managerial tools precisely defined in business management literature 
(Aaker 1991; Kotler et al. 1993). Both tools share a common philosophy: to 
connect certain positive values to a product in order to make it unique and, 
through this, to gain relevance in a competitive environment. As globali-
zation has increased competition between cities, marketing and branding 
have broadened their scopes from the corporate world to urban manage-
ment, expanding the design of public policies for sustainable urban growth 
(Kotler and Levy 1969). Initially, the application of branding and market-
ing to cities took the form of a simple promotion of the city but, very soon, 
more complex and sophisticated approaches were developed, including 
spatial-functional, organizational and financial measures (Ashworth and 
Voodg 1990). 

However, thinking that marketing practices of cities necessarily involve 
the development of a media campaign, the logo and tagline is still one of 
the most common misconceptions about place marketing (Hospers 2010). 
A wider definition of city branding would include “the means both for 
achieving competitive advantage in order to increase inward investment 
and tourism and also for achieving community development, reinforcing 
local identity and identification of the citizens with the city and activating 
all social forces to avoid social exclusion and unrest” (Kavaratzis 2004).

Tourism has quickly and successfully adopted destination marketing: 
destinations are seen as mere amalgams of tourism products, offering an 
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integrated experience to consumers in an extremely competitive global 
market (Buhalis 2000) for tourism. Agriculture, foreign direct investment 
and skilled labor (or talent) are also other well consolidated fields for place 
marketing and branding (Papadopoulos 2004).

It is obvious that city branding and promotion is an important activity for 
cities around the world (Lucarelli and Berg 2011). The 28 responses from 
12 different countries included in the Eurocities Questionnaire revealed, for 
example, that the average city marketing budget allocated for city branding 
in these cities was a400,000 per city, ranging from a130,000 to 10 million 
per year (Seisdedos 2006). 

Although promotional expenditure is the most visible part of city brand-
ing efforts, bidding for events or building iconic cultural equipment could 
also be considered as part of city branding strategies. As place branding 
identifies the core brand, preferably based on a unique identity of place and 
competitive advantage and tries to align the image, identity and experience 
(Hulleman and Govers 2011), these flagship projects are seen as the stand-
ard bearer of the new values the city wants to appropriate, as the quickest 
way to manage the level of hospitality in a place as they link place identity, 
product offering and perception together through consumption experience 
(Govers and Go 2009).

SPANISH CITIES: FROM NOW ON ... WHAT?

Thirty five years ago, Spanish cities were not really part of modern Europe. 
In the last four decades, they have transformed themselves into the urban 
fabric of a modern European democracy, repositioning themselves through 
an ambitious promotional program using Joan Miró’s sun to symbolize the 
step change in the modernization of Spain. This modernization program 
was accompanied by advertising on a national, regional and city level, the 
impact of hosting the Barcelona Olympics and the rebuilding of great cities 
like Bilbao with the Guggenheim Museum (Gilmore 2001). In 1999, Spain 
was said to be “amongst the best examples of modern, successful national 
branding” (Preston 1999, p. 23). Spain initially reaped important benefits 
from its membership of the single European currency and access to credit. 
As a result, a surge of foreign investment set off an economic boom that 
raised living standards and attracted migrant workers. But, nearly at the 
same time as the national team won the Euro 2008 football championship, 
international economic press headlines stated that, after two decades of 
economic growth, the party was over (Catan 2008). Since 2010, Spain has 
been among a handful of European economies that have been in the line of 
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fire of investors because of budget deficit and economic weakness in terms 
of low growth and high unemployment. 

This radical shift has affected city branding in Spain. The reasons 
behind this shift are related to the new economic environment and, closely 
linked to this, the need for institutional reforms (financing, competence 
attribution, or even an in-depth redesign of the existing territorial model) 
that are under debate and consideration in an environment marked by 
crisis and austerity. In the wake of the financial crisis Spanish cities are 
gripped by the economic asphyxia linked to the burst of the real estate 
bubble. This situation is affecting city branding and new patterns seem to 
be emerging.

METHODOLOGY

This chapter is based on a set of 35 interviews with public officers in charge 
of the marketing and branding strategies of major Spanish cities. Size in 
terms of population was the selection criteria, and the following cities 
were part of the sample: Madrid, Barcelona, Valencia, Seville, Saragossa, 
Malaga, Murcia, Palma de Mallorca, Las Palmas, Bilbao, Alicante, Cordoba, 
Valladolid, Vigo, Gijón, Hospitalet, La Coruña, Granada, Vitoria, Elche, 
Oviedo, Santa Cruz de Tenerife, Badalona, Cartagena, Tarrasa, Jerez de la 
Frontera, Sabadell, Móstoles, Alcalá de Henares, Fuenlabrada, Pamplona, 
Almería, Leganés and San Sebastián y Castellón de la Plana.

The method of research chosen was the semi-structured interview. The 
framework of themes to be explored covered a broad spectrum of city 
domains with an emphasis on urban services, governance, housing and 
local environment, work, health, work–life balance, subjective well-being, 
social participation, quality of social services, quality of society and city 
branding.

The framework of interviews, in common with previous editions of mer-
coCIUDAD, was reviewed and improved in close cooperation with the IE 
Business School. While the priority was to retain core themes to enable 
trend analysis, a certain number of new areas were identified where the 
survey’s scope could be usefully extended. The draft version of the master 
framework was tested in the pilot survey.

The diversity of the organization charts made every city a particular case, 
so these interviews were granted by directors of strategic planning, com-
munications directors, councilors in charge of local economic development, 
PR managers, research directors and other managers, under a wide range of 
denominations, in crafting urban branding policies.
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The reason for this round of interviews was the preparation of the third 
edition of mercoCIUDAD,1 a study of Spanish cities. These interviews 
brought to the table a shift in city officers’ thinking, exemplified through 
the following three brief case studies. 

First, Barcelona is the Spanish city with the most powerful global brand, 
which is in the process of being redefined. Paradoxically, this project with 
an innovative approach has turned into a low profile project. The reason is 
that a key project to keep up Barcelona’s competitiveness is now seen as a 
source of vulnerability from a political perspective. 

Second, L’Hospitalet de Llobregat is a fascinating city, noted for its high 
social diversity, the densest population in Spain and for being a living labo-
ratory for urban and social policies. In recent years, the city undertook an 
ambitious process of urban regeneration. As a result, a new skyline emerged, 
including the luxurious Hesperia Hotel, designed by Richard Rogers and 
aimed at being the new icon for the recovered self-esteem of the city, which 
is trying hard to communicate this project as a strategic asset for addressing 
growing social demands and unrest. 

Third, but probably the most illustrative case, is Saragossa. On 14 
September, International Expo Zaragoza 2008 ended and the city com-
pleted the most ambitious process of urban transformation in Spain, jump-
ing ahead through an impressive renovation of all its infrastructure. The 
city had all the ingredients in terms of branding to succeed, which it pro-
jected to the world through this impressive event. Paradoxically, the fol-
lowing day, Lehman Brothers filed for bankruptcy and the world has not 
been the same since. Talking with the Saragossa team for city branding, a 
meaningful sentence came to the table: “when we got to the finishing line, 
the rules of the race had changed”. The perception behind this sentence has 
been unanimously endorsed by all the city officers interviewed; their infer-
ences for city branding are listed in the following sections.

FROM FLAGSHIP PROJECTS TO WHITE ELEPHANTS

A star project is a flagship development project which aims to market a 
certain area of a city as a whole. The development as an entity in itself 
is important, yet it is the wider promotional value that makes the flag-
ship distinctive. It is clear that the greater the investment in an area, the 
greater the rent that can flow, providing, of course, that the overall level 
of economic activity permits this (Smyth 1994). Flagship developments 
are at the forefront of testing concepts for marketing a city. They are also 
an important part of the armory for regenerating areas and employment. 
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Many were  privately led, many were initiated by local public agencies, and 
a large number were undertaken as partnerships between the public and 
private sectors. This occurred when urban regeneration projects were being 
property-led in policy terms. Central government was “reducing” interven-
tion and endeavoring to contain the efforts of local government, while local 
government was trying to recreate ways of intervening in the local economy 
and property markets. Flagship developments have been an entrepreneurial 
solution for many authorities and a way of creating development opportuni-
ties for the private sector (Hospers 2010).

In the aftermath of a property boom, within recessive conditions and a 
changing political milieu, it is appropriate and relevant to evaluate flag-
ships, both as developments and as vehicles for regenerating urban areas, 
for promoting cities and therefore for regenerating local and regional econ-
omies (Smyth 1994).

One of the conclusions of the set of interviews is that flagship develop-
ments are turning into white elephants. The term derives from the sacred 
white elephants kept by Southeast Asian monarchs: possessing a white 
elephant was regarded as a sign that the monarch reigned with justice and 
power. So far, urban projects used to follow this pattern, maximizing the 
number of white elephants to increase urban competitiveness in the global 
arena. These projects fitted into a wide typology, ranging from iconic build-
ings to hosting global events. But, because white elephants were consid-
ered sacred and laws protected them from labor, receiving a gift of a white 
elephant from a monarch was a blessing but also a curse. It was a sign of 
the monarch’s appreciation but a curse because the animal had to be fed and 
could not be put to work to offset the cost of keeping it. Interviews show a 
growing awareness by Spanish citizens about the final bill being presented 
to the public for flagship developments and star projects conceived by 
overzealous developers in conjunction with power-driven politicians. Star 
projects are now seen in many cases as white elephants; or, at least, it is 
now felt necessary that an in-depth and detailed explanation is provided 
regarding the return on the investment made. In particular, who benefits 
from such investment? Politicians and developers must ensure that urban 
policies follow a sense of equitability, i.e. that they contribute to “doing the 
right things” in regard to urban development. 

A SHIFT ON CITY BRANDING 

Urban policies constantly evolve and change. Before the new economic 
cycle, town planning was the main engine for urban economic growth in 
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Spanish cities (Gilmore 2001). When the engine began to overheat, the 
reaction was more emphasis on city branding, more ambition and an expo-
nential growth of star projects. We could mention plenty of breeds of white 
elephants, which in many cases were the products of a forced real estate 
market. Ecodistricts, financial cities, museums, film cities, cultural events, 
bidding for hosting global events, a high speed train and exhibition centers 
are only some of them. Hosting the Olympic Games was the dream (Waitt 
1999) but, if this was not possible, a mega-cultural event, Guggenheim-
style, would fill the role (Zukin 1995).

From the perspective of managerial tools, there was a strong duality at 
work here. Officers from the town planning department issued master plans, 
cutting the cities into parts of a real estate ecosystem and, simultaneously 
but uncoordinatedly, making city branding a key issue in strategic plans 
oriented at generating a consensus and selling the city.

When the real estate bubble burst, the model depicted in Figure 5.1 was 
unfeasible for two reasons. First, it turned out to be financially unsustaina-
ble. The factor “land” ceased to be an economic asset for Spanish cities and 
probably will remain like this in the near future. Second, even if affordable, 
it would be an opportune time for civil society to start pressuring the gov-
ernment for a new set of urban policies, for a more realistic paradigm: one 
which would place more focus on the prevailing socio-economic conditions 

FIGURE 5.1  Duality on urban management tools
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and particular problems at the local level, and less emphasis on ambition in 
terms of “putting the city on the map” or in constructing iconic buildings 
(Krantz and Schätzl 1997). 

This fact has strong implications for city branding as the challenge is to 
meet these new expectations and create a new narrative around them. The 
contrast between masculine and feminine thinking, between masculine eth-
ics of justice and feminine ethics of care, offers some interesting possibili-
ties for explaining the new paradigm in the design of urban strategies.

MASCULINE VERSUS FEMININE THINKING AND CITY BRANDING

Gender has been recently introduced in urban theory; for instance, 
Rotterdam uses femininity as a branding strategy to “cleanse” the city of its 
working-class mythology. Gentrification is most often approached in the-
ory and research as a class issue. However, it has been argued that gentri-
fication is essentially a product of the dissolution of the patriarchal family 
(Lees et al. 2008) and the formation of relatively new ways to live and new 
combinations of paid and nonpaid work. And people often tend to think of 
cities as gendered: Rotterdam is a muscleman; Frank Sinatra sang “LA is 
my lady” (Van den Berg 2012).

A quick review of the state of the art in this field shows its potential to 
explain what is going on with cities today and to create a powerful narra-
tive explaining the differences between the new situation and the previous 
one (MacDowell 1999). Debate on ethics and gender is a huge field that is 
used here to get a very simplified model to apply to Spanish cities in order 
to understand what is going: understanding and modeling the new situation 
is a sine qua non for choosing the right policies. 

Plato made no distinction between men and women when referring to 
“the life of the soul”, to thinking and ethically acting. He concluded this 
from his distinction of soul and body. Gender remains in the body; ethics 
and morals lie in the soul. Consequently, there is no masculine or feminine 
ethics or thinking. Nowadays, many authors share Plato’s perspective and 
defend gender as not being an essential factor; from this perspective, edu-
cation could explain most of the existing nuances (Davis 2008).

But there is not a peaceful consensus on this point. According to other 
authors, there are intellectual and moral differences whose roots are genetic 
and, consequently, related to gender (Gilligan 1982). The ethics of care 
emphasize the emotional dimension of relationships and some authors have 
linked ethics of care with a way of typical feminine thinking and acting. 
From this viewpoint, it will make sense to distinguish between a masculine 
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and a feminine ethics. For the purpose of this chapter, I have simplified 
the huge theoretical debate on the issue under two main labels: masculine 
versus feminine thinking; and ethics of justice versus ethics of care. Under 
the label of “masculine ethics” or “ethics of justice”, I will gather ethi-
cal approaches giving preponderance to formal criteria (as in Kantianism), 
legal aspects (as in legal ethics) or decision-making to maximize social util-
ity (as in utilitarianism).

On the other side, I will place “feminine ethics” or “ethics of care” – 
which is more centered in the individual, in his or her relationships and affec-
tions, in his or her way of getting into a particular moral dilemma, in his or 
her  willingness to taking care of his fellow’s well-being – and I will jump 
over the existing abstract rules that do not provide an understanding of the 
emotional dimensions of a particular situation. According to this, men tend 
to underline the importance of rights and justice, of abstract values, while 
women emphasize the sense of responsibility that comes from human rela-
tions, which is especially strong between parents and sons (Gilligan 1982).

I will use this model to draw an analogy between gender thinking and 
the shift on city branding in Spanish cities I have identified. Following this 
analogy, cities have been defining their strategies from a masculine per-
spective oriented toward abstract values: city managers offer their citizens a 
set of projects following a global and depersonalized analysis of the social 
utilities linked to each one of them (Baier 1985).

The economic crisis is generating important new social needs; this fact 
brings to the table new feminine patterns where looking face to face at the 
citizen is critical for understanding their specific problems and providing 
warm and emotional answers to them. The “cold” management of social 
utilities gives way to policies adapted to the emotional dimensions of every 
particular situation (Fretter 1993).

This shift in urban policies could be explained away by the introduction 
of the ethics of care. The city switches from the eyes of the father to those 
of the mother, focusing on taking care, being attentive to the diversity of the 
children, to their different needs and sensibilities. Let’s take a closer look to 
consider what this means.

Ethics of Care: A New Paradigm for Urban Policies and City 
Branding

So, the emerging model is feminine and based on the ethics of care: city 
branding becomes less aggressive and ambitious. New challenges for urban 
policies (and branding) are protecting my citizens with loving care, tak-
ing into account their different needs, emphasizing social policies, using 
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an introspective approach, and showing an interest in providing services 
adapted to the citizenship’s diversity that demands custom-made attention. 
The consequences for city branding are important as the new paradigm 
has very different implications. From the ethics of care, learning about the 
context in a more detailed way becomes critical as applying the same rule 
everywhere could be unfair. Holding tight to the rules without taking into 
account context involves ignoring the citizenship’s diversity.

The ethics of care appeal to the specificity of each citizen and his or 
her context. The powerhouse of the feminine thinking would be rejecting 
impartiality, separation and depersonalization and taking into account the 
demands of every particular citizen when delivering a service. At the same 
time, the risk of marginalizing social groups will be offset with processes 
of participation, negotiation and the debate of public policies.

The citizen should be addressed as a specific individual and not as an 
abstract concept. City managers should be committed to people, not to a 
generic idea. This is one of the most important contributions of the ethics 
of care when applied to cities: the citizen should be seen as an individual 
because that is necessary to make right decisions on how much, when and to 
whom care should be delivered. In the new paradigm, city branding requires 
not only thinking from the citizen’s point of view but also establishing an 
open dialog with all of them. The idea of citizens as passive and dependent, 
and the city government as the only active agent, should be overcome. The 
main features of each one of the models are schematized in Table 5.1.

IMPLICATIONS

Revisiting the ethics of care in the present situation can be extremely 
inspiring because of its implication for city branding in Spanish cities. 

TABLE 5.1 City branding models

Model in crisis Emerging model

Stereotype Masculine Feminine
Ethics Justice Care
Objective Put city on map Protect
Password Ambition Closeness
Emphasis Star project

Urban hardware
Social policies
Urban software

Orientation Outwards Inwards
Communication Mass media Segmented
Focus Globalization Diversity
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Caricaturing diagnosis, we could state that the importance of social poli-
cies for crafting a powerful brand will be pivotal. Urban stakeholders will 
attribute a higher value to messages whose core is closer to the role of a 
loving mother than to those, prevailing until recently, focusing on making 
us proud about how powerful and strong our father is. Consequently, star 
projects run a growing risk of being perceived as white elephants, as a bur-
den, instead of as a source for pride and joy.

Signs of this shift were identified in all the city councils interviewed and 
are also present on the streets of our cities, and growing every day. There is 
a common feeling about this change, although putting forward a theory is 
risky, above all since the change is so recent and incipient. Reading wisely 
what is going on would throw some light on how cities can make the most 
of this change.

CONCLUSION

The process of building mercoCIUDAD – a comprehensive study on urban 
management and city branding in Spain – has provided a very detailed 
insight through personal interviews on how city branding and tools for 
urban strategy are evolving. Out of this insight, three main conclusions 
could be drafted.

First, there is a strong shift in the way civil society assesses urban  policies 
and city branding efforts, based on a collective action perspective. What 
unites citizens nowadays within the civil society context is embraced in a 
demand for a voice, i.e. to be heard loud and clear by local government – 
this can be considered a “sea change”. 

Second, this change is recent but is also powerful and has come to stay. 
This shift is radical: what formerly was pride is now a political battlefield, a 
source of suspicion regarding the alleged opportunity of a project. Instead, 
civil society seeks trust. 

Third, a new model for urban strategy and city branding has arrived; a 
shift from a masculine to a feminine model, from the ethics of justice to 
the ethics of care, has taken place. City branding needs to adapt its further 
developments to this new emerging model, otherwise citizens will turn 
their backs on it: the proposed conceptualization aims to be a useful tool to 
understand the nature of this change and adapt to it. Here, Spain’s scores 
on Hofstede’s “power distance” (high) and “uncertainty avoidance” (high) 
may present barriers to adaptation, whereas “masculinity” (low) presents 
hope for progress (Hofstede 1991). 
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NOTE

1. On a year to year basis, mercoCIUDAD analyses 78 major Spanish cities from four con-
vergent perspectives: compiling data on 154 objective variables, meeting with 100 experts 
and city managers, 10,000 interviews with citizens and, in addition, a questionnaire to every 
city council to learn about the best practices in their judgment. See www.merco.info/es/ 
countries/4/rankings/3
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CHAPTER 6

Case B A Common Agenda for 
Place Branding: Made in Torino
Alexander Otgaar

The image of a place is a co-creation of public and private stakeholders. 
Local authorities, businesses and citizens share a collective interest in hav-
ing an attractive place brand, since soft, intangible location factors become 
increasingly decisive in the global competition between regions. In line with 
behavioral location theories residents, firms, investors and tourists choose 
particular locations because of their perceived qualities, though these are 
often different from the actual qualities. 

Every region faces the challenge of developing an attractive place brand 
that corresponds with the actual qualities of a place. While some regions 
such as Paris and New York benefit from a very appealing and a maybe 
even too positive image, others are struggling with an image that is too neg-
ative (an image gap), or is biased and incomplete, or – worst of all – there 
is no image at all. This should not only be a concern for policy-makers, but 
also for businesses and other organizations who have a stake in the region’s 
future. 

One way to improve and to enrich the image of a place is to open the doors 
of companies. The development of industrial tourism presents “opportuni-
ties for city and enterprise” to enhance and enrich the image of a city and its 
industries (Otgaar et al. 2010). In contrast with industrial heritage tourism, 
industrial tourism can be defined as “visits by tourists to operational sites 
where the core activity of the site is non-tourism oriented” (Frew 2000, 
p. 1). Industrial tourism enables visitors to learn about a city’s economic 
activities. In a broader definition it also encompasses company museums, 
communication centers and brand parks such as Volkswagen Autostadt 
in Wolfsburg (Marcon et al. 2000; Steinecke 2001). Industrial tourism is 
a small but growing segment of the tourism industry that facilitates the 
demand of tourists for unique, authentic and real experiences (Speakman 
and Bramwel 1992; Otgaar 2010).

F.M. Go et al. (eds.), International Place Branding Yearbook 2012
© Palgrave Macmillan, a division of Macmillan Publishers Limited 2013
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In this chapter I discuss the increasing need for a common agenda in 
the development of a place branding strategy and industrial tourism in par-
ticular. I first identify the fundamental trends that raise the importance of 
such an agenda. I then focus on the question of how to realize a fit between 
the development of industrial tourism and the intended images of city and 
enterprise. I then discuss the feasibility of a common agenda on industrial 
tourism by analyzing the case of Made in Torino. This case study is based 
on a literature review and interviews with local stakeholders (see the list of 
discussion partners at the end of this chapter). 

FUNDAMENTAL TRENDS

Several fundamental trends change the environment in which cities and 
their industries are operating. These are: globalization; the shift to an infor-
mation and knowledge economy; the increasing concern about the environ-
ment and climate change; the growing attention to corporate citizenship; 
and the transition to an experience economy. These trends raise the impor-
tance of a common agenda for place branding and the development of 
industrial tourism.

At the present time sustainability has become a leading paradigm in 
the competitiveness of cities, industries and individual firms. Sustainable 
urban development (SUD) takes into account the interests of future genera-
tions which is not only a matter of securing the ecosystem but also requires 
social and economic stability. SUD not only depends on the intervention 
of (local) government, but on that of private actors as well. Many scholars 
agree that SUD requires the involvement of citizens and businesses, argu-
ing that the knowledge, power and resources to secure sustainability are 
distributed among various stakeholders (Bryson and Crosby 1992). There 
is an increasing need for cooperation and coordination between govern-
ments, businesses, knowledge institutions and civic organizations. 

The future of cities depends on the actions of firms, but the reverse is true 
as well: businesses have a stake in an attractive, well organized environment 
(cf. Logan and Molotch 1987). In a globalizing world firms need to build 
good relations with the communities in which they operate: to try to become 
a “neighbor of choice” (Burke 1999). Kaptein and Tulder (2003) advise 
companies to adopt a model of “consultation and cooperation” instead 
of “competition and confrontation”. It is not a coincidence that the three 
pillars of the “Triple P Bottom Line” (People, Planet, Profit) correspond 
with the three dimensions of SUD. Companies are expected to be account-
able for their contributions to social, environmental and economic place 



 A Common Agenda for Place Branding 95

 performance (“urban competitiveness”) indicators such as hiring minori-
ties, reducing carbon emissions and creating jobs at other local firms. 

The mutual dependence of city and enterprise also reveals itself in the 
marketing and branding of places and industries, as I have already briefly 
mentioned. And this is where industrial tourism comes to the fore. Company 
tours can be used by firms to communicate with stakeholders in a more 
direct way: demonstrating that their corporate social responsibility (CSR) 
policies are more than window dressing. In more general terms, industrial 
tourism can help to establish a bond between stakeholders (e.g. consum-
ers, suppliers, employees, neighboring residents) and a brand (Mitchell and 
Orwig 2002): this not only applies to corporate brands but to place brands 
as well. According to this “involvement theory”, brand loyalty increases if 
stakeholders can witness economic activities. Industrial tourism can thus 
be used to strengthen the image of a single firm, the industry to which it 
belongs and the city in which it is located. Industrial tourism can assist cit-
ies to communicate a more realistic, up-to-date image of their industries: 
not only manufacturing industries, but also creative industries and service-
oriented firms.

A COMMON AGENDA FOR INDUSTRIAL TOURISM: HOW TO 
REALIZE AN IMAGE FIT 

The development of industrial tourism can be seen as a collective action 
problem: individual firms and actors at the level of a city may recognize 
common or compatible interests, but they do not necessarily cooperate to 
reach shared objectives. From urban regime theory we know that a com-
mon policy agenda requires consensus on the main objectives and strat-
egies to reach these goals (Stone 1993; Mossberger and Stoker 2002). 
Austin (2000) refers to a connection based purpose that engages people. 
This purpose should be clear, ensuring congruency between the missions, 
strategies and values of the participating actors. According to the concept 
of organizing capacity (Van den Berg et al. 1997) the challenge for cities is 
to involve all relevant stakeholders and to define a common vision for sus-
tainable development. Alignment and coordination in place branding and 
the development of industrial tourism not only make it easier to gain politi-
cal and societal support, but also to reduce transaction costs which allows 
stakeholders to use their scarce resources (e.g. budgets for marketing cam-
paigns) in a more efficient way. 

One of the key issues for which consensus needs to be reached regard-
ing the development of a common agenda on industrial tourism is the fit 
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between industrial tourism and the intended image of a firm and the city in 
which it is located: the “image fit”. The intended image is defined here as 
the values and strengths a company or a city wants to communicate. 

For an individual firm, company tours could be used, for example, to 
demonstrate good citizenship, a care for quality and an attractive working 
environment (a good employer). Industrial tourism can benefit the firm if 
company tours help to create good ambassadors (Rudd and Davis 1988): 
visitors are not only (potential) consumers, but also investors, employees, 
business partners and neighboring citizens. For companies the key question 
is not so much if they want to open their doors, but who they allow to enter 
the workfloor or a visitor center. What matters is the relevance of these 
groups for the continuity of the firm (minimizing wastage in marketing 
terms) and whether industrial tours actually raise their loyalty. To give an 
example: tours to factories in the food industry are sometimes less effective 
at attracting consumers as a confrontation with the production process is 
likely to reduce their appetite (Mader 2003). Another condition for firms is 
the cost efficiency of industrial tourism compared to other forms of market-
ing and public relations. The director of Celestial Seasonings once said that 
“one visit has more value than one hundred commercials when guests rate 
their positive experiences to friends and family” (Brumberg and Axelrod 
1995), though this may not be a valid argument for all CEOs.

A city could see industrial tourism as an instrument for promoting itself 
as a good business location for particular industries or clusters of activi-
ties. The question, however, is whether cities are actually willing to connect 
tourism with industry in their marketing activities. Some cities are reluctant 
to use industrial tourism as a tool for place marketing, arguing that leisure 
tourists associate industry with negative values such as pollution and noise 
(Schmidt 1988; Fontanari and Weid 1999). A solution could be to replace 
the term “industrial tourism” with neutral terms such as “company visits” 
or positive terms such as “economic discoveries” (Morice 2006). In addi-
tion, organizations at the level of a city could try to facilitate the develop-
ment of industrial tourism in industries and firms that fit in with the desired 
image of the city (cf. Pechlaner et al. 2006). In this way industrial tourism 
can become an instrument of cobranding, assuming a two-way relationship 
between corporate brands and place brands (Azevedo 2004; Kavaratzis and 
Ashworth 2005). In other words: (1) the city wants to be associated with 
host firms and their products; and (2) the host firm appreciates the associa-
tion with the city in which it is located.

The increasing need for SUD and a “sustainable reputation” for cities and 
their industries provides opportunities to align the interests of public and 
private actors through industrial tourism as an instrument of  cobranding. 
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Company tours can be used to connect the image of a place with attrac-
tive and responsible firms: demonstrating care about their local and global 
environment, the quality of their products, a safe and healthy environment 
for employees, etc. It may be even more interesting for cities to open the 
doors of companies that actually make a contribution to SUD: firms in the 
emerging “green economy” (e.g. recycling, clean energy, climate adapta-
tion, sustainable transport). From the company’s point of view industrial 
tourism helps to strengthen the branding association between a firm and 
a city. The argument presented here is that if a city becomes known as a 
“center of excellence” for a particular cluster of activities, the members of 
this cluster (the firms) will also benefit: it will be easier to attract support-
ing industries and human capital and to sell products and services to busi-
nesses and consumers. 

MADE IN TORINO: TOUR THE EXCELLENT

Turin is one of the most active European cities in the development of indus-
trial tourism. In 2005 they launched a program called “Made in Torino: 
Tour the Excellent”, hereafter abbreviated to “Made in Torino”. Through 
this program residents and tourists get the opportunity to visit companies 
that demonstrate the economic vitality and diversity of the region. It is a 
joint initiative of the City of Turin’s tourism agency (Turismo Torino) and 
the Chamber of Commerce for the Turin Province, in close cooperation 
with the participating firms. In our view Made in Torino is an interesting 
example of a public–private initiative to use industrial tourism for cobrand-
ing the city and its industries. This single case study can help us to gain 
some understanding if it is feasible to develop a common agenda, notably 
in view of the “image fit”.

First, let us briefly introduce the city. Turin is an industrial city (popula-
tion: 2.2 million) with an economy that used to be dominated by one single 
firm: at the end of the 1950s approximately 80 percent of all industrial 
activity was related to the production of cars. Like many other industrial 
cities, Turin has been confronted with industrial decline but also with a 
diversification of the economy (Symcox and Cardoza 2006). Compared to 
other Italian and European cities, the share of industry in employment is 
still high: more than 30 percent. Apart from the automotive industry, sev-
eral other industries have been earmarked as “key industries”: aerospace, 
ICT, life sciences and biotechnology, logistics, nanotechnology, environ-
ment and renewable energy, artistic handicraft, contemporary art, writing 
tools, agro-food and the movie industry (Chamber of Commerce for the 
Turin Province 2008).
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While the economic structure of Turin has changed over the years, 
the image has remained about the same (City of Turin 2000). Before the 
Olympic Winter Games took place in 2006 many people had a biased per-
ception of the city as one dominated by the automotive industry and Fiat, 
while other people had no perception of the city at all. Like many other 
hosts of the Olympic Games Turin considered the mega-event as a tool for 
improving its image: promoting the city as a business location and tourist 
destination (Van den Berg et al. 2002). Although the development of indus-
trial tourism was not mentioned in the strategic plan formulated in 2000, 
the launch of the industrial tourism program in 2005 was clearly in line 
with the ambitions that were formulated in this plan. 

The objective of Made in Torino is to demonstrate the “excellence” of 
Turin and its companies, not only to tourists, but to residents as well: they 
are the ambassadors of the city. After 2005 the initiators gradually devel-
oped a package of company tours to firms that are symbolic of the region’s 
economic diversity and strength. They started with the automotive industry, 
including not only car manufacturers (Fiat, Iveco, New Holland) but also 
famous car designers (Bertone, Giugiaro, Pininfarina). Furniture designer 
Gufram was also added to the program. 

Another cluster promoted by Made in Torino concerns the production 
of luxurious pens, including brands such as Aurora, Lecce and Stilolinea. 
In 2006 the aerospace cluster opened its doors enabling people to visit 
Alenia Aeronautica, Thales Alenia Space and Galileo Avionica. In 2008 
the program was expanded with the so-called “taste makers” industry, 
which involved producers of coffee (e.g. Lavazza), beverages (Martini and 
Rossi), bread, chocolate and sweets (Pastiglie Leone). Recently the pro-
gram has been updated and organizes company visits in five categories: 
(1) The Delight of Luxury; (2) Producers of Taste; (3) Automotive and 
Design; (4) The Aerospace Adventure; and (5) The Art of Printing (see 
www. turismotorino.org).

As the main sponsor of this program the Chamber of Commerce has 
managed to open the doors of “key industries” that represent the regional 
economy and contribute to a richer image for the city. The strategy is to 
expand and update the program step by step. Apparently the City and the 
Chamber of Commerce see industrial tourism as a tool to improve and 
enrich the city’s image. But does this also apply to the participating com-
panies and other stakeholders? Below we briefly discuss the views of three 
companies and the regional authorities.

Fiat receives more than 20,000 visitors a year, but most of these visits 
are organized by the public relations department. Less than 1 percent of the 
visitors are delivered by Made in Torino. The car manufacturer sees factory 
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tours as a way of improving customer loyalty but also as a way of demon-
strating good citizenship and attracting future employees. By showing the 
working conditions Fiat wants to convince young people that factories are 
not the gray, dark and sad places their parents talked about. In this way the 
global company indirectly contributes to city branding, although the rela-
tion between Fiat and Turin is not as strong as it used to be.

Gufram accepted the invitation to participate in Made in Torino to improve 
its visibility, particularly regarding the production of special design objects 
for consumers. Company tours are considered less relevant for the other core 
business: the production of armchairs for public venues such as theatres. 
An additional reason to open their doors was to build and maintain good 
relations with the City of Turin and other local authorities, thus providing 
evidence of good citizenship. For visitors with a leisure motive, Made in 
Torino is the only supplier of tours to Gufram. Tours for professional visi-
tors and students are organized by the firm’s marketing department. Gufram 
considers the company tours of Made in Torino not the most effective but 
certainly a cost-efficient tool for promoting the Gufram brand. The indi-
viduals who book a tour to the firm are not necessarily potential custom-
ers or employees, which implies a high level of wastage. Nevertheless the 
company appreciates participation in the program because the brochures 
and website of Turismo Torino help to promote its corporate brands (i.e. 
free publicity).

Pen producer Aurora receives visitors via Made in Torino but also through 
other channels. Company tours fit in with the firm’s outward-looking strat-
egy which aims at building good relations with relevant stakeholders. 
Moreover, industrial tourism is considered an instrument for communicat-
ing the connection between the company and its products on the one hand 
and the company and the region on the other. The fact that pens are pro-
duced in Italy adds a premium to the brand and the products that carry the 
brand.

While the City of Turin and the Province support the industrial tourism 
program, the regional authorities of Piedmont are less enthusiastic about 
Made in Torino. The regional strategy identifies four product categories: 
the mountains (skiing); the lake area; the hills with their wine, castles and 
culture; and the City of Turin (meetings, incentives, conferences and exhi-
bitions). There are two reasons why the region ignores industrial tourism. 
First, it is a relatively small segment of the tourism market, generating only 
a few bednights, which is an important performance indicator for determin-
ing the budget allocated by the Italian government. Although it is difficult to 
count industrial tourists (no data is available) the region certainly has much 
more to offer than company visits. Second, because industry does not fit in 
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with the desired image of the region, policy-makers are afraid that tourists 
will not appreciate the association of tourism with industry. There is clearly 
some resistance to connecting industry with tourism in place  marketing.

CONCLUSION

The case of Turin shows that the City and the Chamber of Commerce (as a 
representative of the private sector) have developed a common agenda on 
the development of industrial tourism. It is an example of a public–private 
initiative for enriching the image of a city using a cluster-oriented approach. 
It will be difficult to prove the effectiveness of the program (as with many 
other branding instruments), but the fact that both instigators still support 
the initiative is an indicator of its success. Made in Torino could inspire 
other cities to take similar initiatives, notably because the required invest-
ments are limited (approximately a100,000 a year). Industrial tourism can 
be developed at low costs, because the attractions have already been devel-
oped: it is mainly a matter of opening doors and improving accessibility 
and visibility.

The participating companies are positive about the program because 
they expect an improved reputation, promotion of their brands and strong 
relations with local stakeholders, notably with the City of Turin itself. 
Although many visitors that enter the firms via Made in Torino are less 
relevant as stakeholders, companies do expect reputation benefits, mainly 
because the program itself generates a lot of free publicity. The city wants 
to be associated with the companies. But does it also work the other way 
around? Yes, but not always! In the case of Aurora we saw that the com-
pany expects added value from the brand association with the region. For 
the two other firms we found no evidence. In general we could say that 
many firms (including Fiat) appreciate the association with Italy (not spe-
cifically with Turin) because Italy is a strong brand connected with design 
and quality. 

We expected that companies would also recognize an interest in a strong 
city brand and a good reputation of the cluster. It is difficult, however, 
to find supporting evidence for this hypothesis in the case of Turin. One 
explanation could be that the firms we analyzed actually do not belong 
to the clusters as defined by Porter (2000) but to industries that consist of 
individual firms not necessarily connected to each other. For Fiat this is cer-
tainly not true: many suppliers (including car designers) are located in the 
region. An alternative explanation is that the Chamber of Commerce acts as 
a representative of the private sector concerning issues of cluster and city 



 A Common Agenda for Place Branding 101

development, making individual firms less aware of their interests and less 
inclined to take action. 
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CHAPTER 7

Case C Sustaining a Brand through 
Proactive Repair: The Case of 
Manchester
Stephen E. Little

The current global recession has created economic and social pressures on 
governments at national and local level. Currently regional and urban gov-
ernments in England are under pressure from two directions – the national 
government’s rejection of regional development mechanisms in the form 
of regional development agencies and their replacement with ad hoc “local 
enterprise partnerships”, and the bottom-up dissatisfaction and unrest 
resulting from the consequences of severe austerity measures.

In August 2011 the bottom-up reaction was expressed in an extreme form 
in London, with the civil unrest which spread from the north to the south 
of the capital with considerable damage to property, before erupting in four 
other major cities. Five lives were lost in addition to the fatal shooting by 
police which triggered the initial Tottenham riot. These disturbances pre-
ceded the London “Occupy” movement, part of a wider and more focused 
international expression of dissatisfaction with the governance of financial 
institutions and national government austerity programs.

In the run up to the 2012 Olympics, and as the main tourist destination 
for the UK, as well as being the financial center, London was most widely 
affected by the perceived loss of confidence in urban governance and the 
consequent damage to its brand image, a situation not helped by the dra-
conian sentencing of a range of minor offenders. The Guardian newspa-
per reported that a Manchester mother of two was jailed for five months 
for receiving a pair of shorts given to her after they had been looted from 
a city center store; while in London, a 23-year-old student was jailed for 
six months for stealing £3.50 worth of bottled water from a supermarket 
(The Guardian 2011a). While satisfying some elements of public opin-
ion these sentences gave the impression of a deeply threatened system of 
 government.
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Unlike the other affected cities, London has had a Greater London 
Assembly (GLA) since 2000. This is the successor to the Greater London 
Council, which was abolished in 1985 along with other English metro-
politan county authorities. The GLA enjoys jurisdiction across the whole 
London conurbation and has powers over the regulation of public transport 
and strategic policy that are denied to other English authorities. The other 
cities affected have had fewer direct controls with which to counter reputa-
tional risk and brand vulnerability. 

At the time of previous extensive unrest in 1981 several cities were attempt-
ing to develop forms of “municipal socialism” (Cochrane 1988) in opposition 
to the policies of the national government. By the following decade, budget 
reductions and compulsory outsourcing of services had removed many of the 
means to pursue alternative strategies from the direct control of local authori-
ties. While the Manchester region still aspires to the role of alternate metropol-
itan growth pole to London and the south-east (e.g. Peel Holdings 2010), it has 
fewer direct mechanisms with which to pursue this aim than the capital city.

With such limited governance options, reputational risk assessments 
might help to facilitate place brand sustainability. However, Cartmell (2010) 
reports a hostile reaction from NGOs to the Burson-Marsteller consultancy’s 
Brand Vulnerability Index (BVI), which is aimed at “identifying  emerging 
risks, allowing pre-emptive engagement and mediation; and assessing com-
parative risk against competitor brands”. This is achieved through a data-
base of 3,000 NGOs and a summary of the issues they are currently talking 
about in reports, online and in the media. Burson-Marsteller argue that 
trends toward overt campaigns can be predicted through the monitoring of 
building momentum around the issues 12–18 months before mainstream 
media coverage begins. The BVI is intended primarily to assess and coun-
ter threats from NGOs which might target any number of areas and issues 
from supply chains to marketing strategies. However, the developers and 
managers of place brands must monitor an even broader range of poten-
tial threats. While Knowles (2006) suggests that the British Prime Minister 
Harold Macmillan may not actually have characterized the key uncertain-
ties of a political environment as “events dear boy events”, it is events like 
those of August 2011 which can unsettle a carefully planned brand strategy 
and demand a rapid response.

Immediately after the civil unrest of 9 August 2011 Manchester launched 
a set of campaigns and coordinated events to repair the city brand. The 
same social media alleged to have been used by rioters were combined with 
traditional channels to coordinate innovative and established events. The 
context of this reaction to the events of that month in the defense of the city 
and region brand is the subject of this chapter.
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BRAND MANCHESTER: FROM COTTONOPOLIS TO MADCHESTER

Place brands, whether for countries, cities or regions, retain a strong element 
of path dependence. Braun (2011) explores this in relation to Rotterdam. 
Liverpool leveraged its status as 2008 EU Capital of Culture to consoli-
date a strong and positive culture brand. In doing so it produced a selective 
narrative of the city’s recent past, and significant events were only re-
acknowledged in subsequent years (Little 2009). Nevertheless, when seek-
ing visibility in north-west England’s knowledge economy of science and 
life sciences, the Liverpool First agency found that Merseyside, beyond the 
Liverpool city core, retained older negative connotations. To escape these, 
new brands with different and wider spatial references, such as the “Mersey 
Corridor” or “Atlantic Gateway”, were required. 

Manchester’s path dependence has a literal element, as the city pio-
neered a number of key transport innovations in its industrialization and is 
currently a strong supporter of the HS2 high speed rail proposal recently 
approved in principal by the UK national government.

Manchester’s status as the international center of the cotton and textile 
processing industries during the 19th century was reflected in its unoffi-
cial name, “Cottonopolis”. For the author Charles Dickens the archetypal 
northern industrial textile city was CokeTown through which he satirized 
the more extreme forms of utilitarianism which led the economic develop-
ment of north-west England (Dickens 1854). While Dickens is thought to 
be referencing the Lancashire city of Preston, Manchester’s present day 
pragmatism owes something to these origins, as when a 1996 IRA bomb 
attack in the city center was leveraged into effecting a review and a comple-
tion of the post-war redevelopment of the area (Quilley 2000). This com-
mercial and civic robustness coupled with technical innovation constitutes 
the mainstream narrative of Manchester’s development.

The visit of the Iwakura mission from Japan in 1872 was a significant 
step in the global diffusion of the Manchester brand. The principal focus 
of this mission was on military and transportation technology. Manchester 
factories subsequently delivered over 350 out of 1,023 railway locomotives 
between 1890 and 1911 (Checkland 1998), but more significantly a cotton 
industry was established around Osaka, utilizing the best Manchester tech-
nology. Over 100 years later the term “Manchester” is still used to indicate 
cotton and fabric goods in Australian department stores.

Three major innovative projects were landmarks in the creation of the 
infrastructure which supported this global presence. In contemporary terms 
they would qualify as “megaprojects” under the rubric of Flyvbjerg et al. 
(2003), and they characterize the 19th-century vision of Manchester.
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The Bridgewater Canal

Manchester’s 19th-century prominence was derived from a range of innova-
tions in both technology and transport infrastructure. The switch from water 
and steam power in Manchester and its surroundings gave an advantage over 
locations to the north and east in the Pennine valleys which provided the 
superseded waterpower. The demand for coal to generate steam led to the 
construction of the Bridgewater Canal, the first component of what became 
a national canal transport system. Developed by the Duke of Bridgewater to 
transport coal from his mines at Worsley to the Manchester mills, the canal 
opened in 1761, becoming the first not to be based on an existing water-
course, crossing the river Mersey on the first aqueduct of the modern era.

The Liverpool and Manchester Railway

The improvement of technology in the first decades of the 19th century 
increased output dramatically. This in turn led to a bottleneck in the importation 
of raw materials and export of finished textiles. Manchester was reliant on the 
Port of Liverpool, and by the 1820s the capacity of existing roads and canals 
was inadequate. Proposals for a railway between Liverpool and Manchester 
gained approval from Parliament in 1826. The choice of locomotive over sta-
tionary steam haulage using cables to haul trains was made relatively late in 
the planning, but, when completed, the railway contained a range of innova-
tions which became commonplace in subsequent railway construction. 

The Manchester Ship Canal

By the end of the 19th century port to rail transhipment between Liverpool 
and Manchester were regarded as restricted and expensive in a time of pro-
longed recession. The project to create a 36 mile (58 kilometer) long ship 
canal utilizing the rivers Mersey and Irwell and incorporating sets of locks 
to lift vessels some 60 feet (18 meters) to Manchester was completed in 
January 1894. The 18th-century Bridgewater aqueduct was replaced with 
the Barton swing aqueduct that permitted ocean-going ships to pass. Its 
construction made extensive use of mechanical equipment alongside the 
navvies or navigators – the labor force that had constructed the narrow 
canal system and the railways by hand. 

Opposition from Liverpool delayed the passage of the necessary Act of 
Parliament by three years, but the £15 million investment made Manchester, 
40 miles (64 kilometers) inland, Britain’s third busiest port.

The Parallel Narrative: Social Infrastructure 

The technocratic narrative of commerce, transport and manufactur-
ing  technology set out in Manchester’s Museum of Science and Industry 
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(www.mosi.org.uk) is paralleled by a different pathway depicted in the 
People’s History Museum (www.phm.org.uk), one which is framed by unrest 
from the 18th to the 20th century. 

Manchester has a history of social and political dissent and innovation. 
The city raised a company in support of the Jacobite uprising of 1745–46 
which sought to restore the Stuart monarchy. In the following century it 
was the locus of a succession of social campaigns.

On 16 August 1819, in what is now St Peter’s Square, Manchester, over 
60,000 peaceful campaigners for parliamentary reform gathered and were 
attacked by armed cavalry, an event which became known as The Peterloo 
Massacre. Although this event is a key moment in the emergence of popular 
democracy in England, the memorial plaque at the site was amended from 
“subsequent dispersal by the military” to “men, women and children … 
attacked by armed cavalry resulted in 15 deaths and over 600 injuries”, only 
after a campaign this century. The narrative remains sensitive after almost 
200 years. These events occurred during a period of immense political ten-
sion and mass protests when fewer than 2 percent of the population could 
vote and agricultural protection had made bread unaffordable.

Subsequently Manchester became the center of the Co-operative move-
ment. The North of England Co-operative Wholesale Industrial and 
Provident Society Limited was created in 1867 by 300 individual coop-
eratives in Yorkshire and Lancashire, becoming in 1872 the Co-opera-
tive Wholesale Society. The successor organization remains a major UK 
retailer.

Manchester was the home of the Pankhurst family and a center for 
the women’s suffrage movement of the late 19th and early 20th century. 
A campaign based in Manchester organized the Kinder Scout mass trespass 
in 1932 which led to legislation on countryside preservation and access, 
including a system of national parks being established after the Second 
World War and a legislated “right to roam” implemented in 2005.

Moss Side and “Madchester”

In July 1981 riots returned across British cities, including Manchester, 
with unrest in and around Moss Side, south of the city center, lasting 
for some 72 hours. Local shops and others in Rusholme to the east were 
burned and looted. Moss Side had been a migrant destination, particu-
larly for Caribbean immigrants, over the previous decades. Contemporary 
 commentary blamed, alternatively and in combination, racial tension, mass 
unemployment and policing methods. At the time, the government insisted 
that the disturbances were criminal and not political. However, in August 
2011 Prime Minister David Cameron contrasted the 1981 “political” riots 
with the 2011 “criminal” disturbances.
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The opening of the Haçienda nightclub, an initiative of Factory Records, 
in May of the following year, marked a turning point for Manchester’s 
popular music culture, providing the basis for a favorable comparison with 
neighboring rival Liverpool. The strong club culture that grew up around 
this initiative gave rise to the term “Madchester” and was instrumental in 
attracting students to the city’s growing universities, as well as in underpin-
ning pride and identity for the region’s youth. 

Such key informal and counter-cultural initiatives were eventually 
included in the corporatist narrative of a shifting local government ethos. 
The “Gay Village”, which is now a key sub-brand within Manchester’s lei-
sure sector, was initially a political response to the policing policies of the 
chief constable associated with the 1981 riots. Binnie and Skeggs (2004) 
describe the contradictions of its current situation and suggest that this 
reflects Žižek’s (1997) identification of the division and incorporation of 
previously marginalized groups by late capitalism.

Cochrane (1988) suggests that, following the re-election of Margaret 
Thatcher’s conservative government in 1983, the post-riot period of 
the 1980s saw a shift away from building “municipal socialism” as a 
 bulwark against a neoliberal national government and toward an align-
ment with private sector interests in order to achieve relatively limited 
policy  objectives. Quilley (2000) suggests that Manchester is the most 
 interesting case of transformation from municipal socialism, not least 
because of its relative success in the physical and cultural transformation 
of the city. This shift paralleled the rebranding of the national Labour 
Party as “New Labour”.

Official attempts to raise the positive profile of Manchester went ahead 
strongly in this period. The city bid for the 1996 Olympic Games, even-
tually hosted by Atlanta, was eliminated in the first round of voting, but  
Manchester reached the third round in 1994 with a bid for the 2000 games, 
eventually held in Sydney. These unsuccessful bids forged regional net-
works and built the confidence which underpinned successful bids for high 
profile Millennium lottery funded projects and for a successful bid for the 
Commonwealth Games.

Cochrane et al. (1996) argue that the politics of Manchester’s Olympic 
bids powerfully symbolize many of the supposedly transformative 
 features of the new urban politic presented more widely as “New Public 
Management” (e.g. Boston et al. 1996): 

as the old images of municipal welfarist (bureaucratic) politics have apparently 
been superseded by those of a dynamic and charismatic (entrepreneurial) business 
leadership. But while there are superficial similarities between these  developments 
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and those highlighted by analysts of US “growth coalitions”, the Manchester case 
reveals how they are as much about struggles over the role, meaning and struc-
ture of the state, as they are about urban growth. Manchester’s Olympic bid com-
mittee resembles not so much a growth coalition as a grant coalition. This said, it 
is important not to underestimate the significance of the new urban imperative to 
talk about growth in order to get grants. 

To borrow a phrase later adopted by the City Council as its new slogan, the new 
politics he symbolised had to be about “Making it happen”. This was portrayed 
as a common-sense and apolitical approach. (Cochrane et al. 1996, pp. 1319, 
1324)

Following the successful Commonwealth Games bid Manchester was one 
of eight cities to host the 1996 UEFA European soccer cup. It was also the 
target of a massive truck bomb detonated by the IRA. This devastated a 
substantial area of the city center, fortunately with no fatal injuries, largely 
due to the significantly increased level of policing for the tournament. 

The 2002 Commonwealth Games represented the culmination of the 
physical renewal efforts that Manchester had driven forward in the wake of 
the bombing. The main athletics stadium was designed for conversion to the 
new home ground of Manchester City, the “other” soccer team, and formed 
the centerpiece of a regeneration corridor into east Manchester. This was 
intended to be reinforced by an extension of the city’s “Metrolink” light-
rail system which was eventually scheduled to open in 2012:

This (the 1996 bombing) cleared the way for a £1.2 billion root and branch rede-
velopment which has transformed the cityscape, opening out the River Irwell for 
the first time since the industrial revolution, and allowing for the construction of 
palatial new developments (the world’s biggest M&S opposite an equally superla-
tive Boots). But if the IRA inadvertently created the opportunity, it is also true 
that the speed and imagination of the subsequent redevelopment was only the 
logical extension of the previous ten years of regeneration – both in terms of the 
sustained vision of what the city could be like, but also the high-level partnerships 
which have been further consolidated with each development and with each 
phase of boosterish hype. (Quilley 2000, p. 610)

AUGUST 2011

The most recent civil disturbances in Manchester reflected the contradic-
tory stresses created by top-down government policy-making in the face 
of recession. This included the dismantling of regional policy and the 
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 substitution of poorly resourced alternative partnerships under the banner 
of “localism”.

Riots began in Tottenham on Saturday 6th August following a specific incident – 
a fatal shooting by police. This had spread to 12 areas of London by the 7th 
and nationally to 44 areas by Monday 8th August, lasting five days in total. (Riots 
Communities and Victims Panel 2011, p. 44)

Between 6 and 10 August 2011, an estimated 13,000–15,000 people were 
actively involved in the riots across England. By the time the interim report 
of the Panel had been drawn up, more than 4,000 suspected rioters had been 
arrested. Nine out of ten were already known to the police. In total, more 
than 5,000 crimes were committed, including five fatalities, 1,860 incidents 
of arson and criminal damage, 1,649 burglaries, 141 incidents of disorder 
and 366 incidents of violence against the person. 

In Salford reported crimes totaled 186, in Manchester 388, although there 
were differences between the two areas. In Salford looting and arson at a 
local shopping precinct accompanied an almost ritual stand-off between 
youths and police outside a local police station. In Manchester it was the 
core of the city retail area which was subject to attack. The disturbances of 
1981 were confined to inner suburbs associated with deprivation and to the 
destruction of relatively local resources (Newburn et al. 2011).

As an eyewitness I can confirm that the febrile atmosphere in the city 
center on the night of 9 August was strongly reminiscent of that in the city 
center on the Monday following the IRA bombing during the Euro 96 soc-
cer tournament. The prompt reaction of Manchester city council in closing 
down the city center saw the bemused patrons of the venues there mingling 
with potential rioters as one group replaced the other.

Taken together, the interim report of the Riots Communities and Victims 
Panel (2011) established by the national government, and The Guardian 
and London School of Economics joint inquiry into the August distur-
bances which involved 270 interviews with rioters (The Guardian 2011b), 
place the summer disorder in context:

The rioters were not a homogenous group of people all acting for the same reasons. 
They acted differently depending on why they decided to riot and what they wanted 
to get out of it. We break down those present at the riots into five broad categories:

■  Organized criminals, often from outside the area.
■  Violent aggressors who committed the most serious crimes, such as arson and 

violent attacks on the police.
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■  “Late night shoppers” – people who deliberately travelled to riot sites in order 
to loot.

■  Opportunists – people who were drawn into riot areas through curiosity or a 
sense of excitement and then became caught up in the moment.

■  Spectators – people who came just to watch the rioting. (Riots Communities 
and Victims Panel 2011, p. 11)

A difference from the events of 1981 was arguably the speed with which 
unrest spread across England over four nights, with the media highlight-
ing the BlackBerry messaging service that enabled “flashmobs” to congre-
gate at prearranged locations (The Guardian 2011). In 1981, serious riots 
in Brixton, south London, pre-dated by four months similar disturbances in 
Liverpool, Leeds, Manchester and Birmingham. However, these later dis-
turbances then spread to a further five cities within a week.

The Guardian and the London School of Economics’ joint inquiry argues 
that the rush to blame communication technology is nothing new: 

The government mistakenly blamed social media such as Twitter and Facebook 
for the “viral” spread of the August 2011 riots. During the LA riots, rolling TV 
coverage was the scapegoat, while riots in France in 2005 were partly explained 
by reference to young people communicating via text message, email and blogs. 
(Newburn et al. 2011)

The Guardian/LSE report cites scare stories from 1981 that, in Manchester and 
London, rioters were communicating using “£10 radios” – the Citizens Band 
radio fad which pre-dated cellphones by a decade. It argues that social media 
were as significant in the coordination of community resistance to robbery 
and arson as they were to the organization of disorder. The Riots Communities 
and Victims Panel (2011, p. 12) also argues that social media networks should 
not be shut down during any future disturbances. Evidence from several cities 
that social media were used to coordinate grass-roots “clean-up” campaigns 
in the immediate aftermath of the violence supports this position.

Riots and Brands

In contrast to the 1981 riots, attacks on retail and commercial premises 
were not confined to the inner city areas of high relative deprivation, and 
arguably this visibility in the commercial urban core triggered the subse-
quent punitive sentencing.

The Riots Communities and Victims Panel (2011) reflected on the 
rise of consumer brands and their impact on aspirations and as  markers 
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of  individual self-esteem. They argue that we live in a society where con-
spicuous consumption and self-worth have become intrinsically inter-
linked. In interviews the desire to own goods which give the owner high 
status (branded trainers and digital gadgets) was seen as an important factor 
behind the looting, with certain brands and products repeatedly targeted:

Businesses and brands do not operate in a moral vacuum where right and wrong 
do not apply. We want to explore how ethical thinking influences the way business 
operates, especially given the challenging economic times we are now experienc-
ing. Brands have a special relationship with their customer and the Panel is keen to 
explore how brands could use their powerful influence positively for the good of 
the community. (Riots Communities and Victims Panel 2011, p. 104)

There is an equal imperative for civil authorities to consider their own brand 
and identity; and Manchester responded to this.

I ♥ MCR

Immediately after the civil unrest of 9 August 2011, “Love Manchester” 
appeared. The city had launched a campaign utilizing the slogan derived from 
I ♥ NY. This widely imitated campaign originated as an initiative taken in 
a troubled decade for that city, in which local government debt impacted on 
services and perceptions. Countless cities, including Manchester, had already 
created their version of the iconic slogan, but the city council now placed it at 
the core of a campaign which also co-opted the same social media alleged to 
have been used by the rioters to avoid police and to coordinate attacks. 

 I ♥ Manchester was only one of a number of complementary initiatives 
emerging immediately in the aftermath of the disturbances in Manchester 
and Salford:1

The I ♥ MCR campaign launched at the end of last week in response to the dis-
turbances that took place on Tuesday 9 August, with the aim of promoting civic 
pride across Greater Manchester.

There are a number of events and initiatives going on in the city to encourage 
people to come into the centre and make the most of the shops, restaurants and 
bars and show their love for Manchester. (Comment at http://beproudloveman-
chester.com, 22 August 2011) 

Free parking on street and off street in the city center was offered, along 
with free tram travel, vouchers offered on-line and in the city’s evening 
newspaper.
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In addition to free entertainment across the central business district, the site 
promoted the “Manchester Moment”, in effect a local authority sponsored 
flashmob at the center of the unrest in the Market Street shopping area:

If you are taking advantage of this Sunday’s free travel into the city why not par-
ticipate in the “Manchester Moment”? 

The “Manchester Moment” will be a simple way of bringing people together to 
show the world the true face of the city. Shoppers will be given posters to hold 
aloft for the Moment, which takes place at 2 p.m. on Market Street. There will also 
be music and entertainment.

It is our way of showing the world that Manchester is back in business. All proud 
Mancunians are invited to Market Street, near American Apparel, to gather from 
1.45 p.m. on Sunday to take part in the Manchester Moment at 2 p.m. (Comment 
at http://beproudlovemanchester.com, 22 August 2011) 

Friday 26 August was designated “We Love MCR” day and those unable 
to attend were urged to take party by tweeting “messages of love for the 
city by including the hashtag #ILoveMCR in your message – and help put 
Manchester on the global trending map”.

More traditional events and branded apparel were also promoted, but the 
city had in effect co-opted the social media used both by both the rioters 
and the community resistors, building on a grass-roots community-level 
reaction to events. The co-optation of such spontaneous events by both 
authorities and media led to a heated on-line debate on the level of genu-
ine as opposed to manipulated activity. Critics used terms such as “broom 
fascism” to describe the televized clean-up activities in affected locations, 
while some active volunteers made a point of displaying notices to the 
effect that they were not subscribing to the government’s “Big Society” 
slogan and agenda.2

New Infrastructure and New Momentum

Manchester maintains a strong affection for large infrastructure projects, 
and the £35 billion HS2 high speed rail project qualifies as a megaproject 
(Flyvbjerg et al. 2003). Construction could begin in 2017, following com-
pletion of the major Crossrail project in London, with the first trains run-
ning as far as Birmingham by 2025.

Manchester’s continuing aspirations are still evident. With the comple-
tion of its orbital motorway in 2000, the section of the M62 Mersey to 
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Humber motorway, utilized to form the complete circuit, was renumbered 
to create the M60 in imitation of the M25 London orbital motorway. 

Air transport and aerospace have been strong presences in the regions, 
with the opening of Barton Aerodrome in 1928 as the first municipal air-
port in the UK, to the present Manchester Airport, opened as “Ringway” 
just prior to the outbreak of the Second World War. A second runway was 
added in 2001 in face of environmental activist opposition and site occupa-
tion. It is now the largest UK airport outside the London region and remains 
in public ownership through a holding company representing the ten local 
authorities of Greater Manchester, with Manchester City Council as the 
largest shareholder. 

The Manchester ship canal is now privately owned by Peel Ports, whose 
plans include redevelopment, expansion and an increase in shipping 
from 8,000 containers a year to 100,000 by 2030, as part of their Atlantic 
Gateway project. The framework for this, agreed between Liverpool and 
Manchester and supported by the North-West Regional Development 
Agency (NWDA), aims to boost the economic potential of a region span-
ning from Merseyside to north Cheshire, Chester, Halton, Warrington and 
into Greater Manchester. With the abolition of the NWDA in April 2012, 
the private Peel Holdings has become a major proponent of these strategic 
plans for the region (Peel Holdings 2010). However, Peel’s interests and 
objectives are not entirely in accord with those of the local authorities. As 
owners of the Trafford shopping center they opposed the adoption of a con-
gestion charging system in Manchester, which was promoted vigorously by 
the city council, and as owners of Liverpool airport they have campaigned 
for the privatization of Manchester airport.

The Atlantic Gateway framework has been used to link a number of sig-
nificant projects, including the Media City UK development. Situated on 
the banks of the Ship Canal, in neighboring Salford and close to Manchester 
city center, this development is reaching a critical mass after a long gesta-
tion with the arrival of significant departments of the BBC during 2011. 
The relocation of BBC radio news resources and other programming to 
Salford began in 2010 and greater visibility of Manchester and north-west 
England is evident at a national level.

The importation of a model used in both Dubai and South Korea, com-
plete with the deputy director of the Seoul Media city, represents a tra-
ditional approach to job and capacity creation, building on existing but 
relatively limited capacities. However, the leveraging by local higher educa-
tion institutions, with a faculty of the University of Salford relocated within 
the development, reflects an understanding of the role of  intellectual  capital 
in the so-called “knowledge economy”. The expansion of the region’s 
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capacity in the mass media and social media through this support suggests 
the possibility of a convergence of the strands of social and technical inno-
vation that have characterized Manchester’s past. 

Such a globally connected initiative fits with Kraetke’s (2003) con-
cept of an urban hinterworld which he defines as “the pattern of a city’s 
relations with other cities across the world”. He measures this by aggre-
gating the level of service provision that is available in a city for doing 
business in another city. As a second tier city in the context of the UK, 
Manchester’s creative media industries are linked to those in London 
which are in turn linked to the United States. Since the 1990s, high 
capacity information and communication technologies have allowed the 
almost instantaneous transfer of digital media for post-production work. 
Building on a long tradition of north-west media production, the visibility 
of Media City UK provides the prospect of more direct global network-
ing that could transcend the territorial trap (Agnew 1994) of the national 
government’s emphasis on “localism” and reassert Manchester’s historic 
global  prominence. 

The local authorities have recovered some of the tools that had been 
denied them since the 1980s. The former Greater Manchester Council, 
abolished by the Thatcher administration in 1985, along with all other met-
ropolitan county authorities, has been reconstituted on a new, lean legal 
basis. A new single legal entity allows coordination between the Greater 
Manchester authorities, which previously had been done through the volun-
tary Association of Greater Manchester Authorities. 

The Combined Authority which came into being on 1 April 2011, 
complements the recent announcement of the Greater Manchester Local 
Enterprise Partnership and will ensure a coordinated approach is delivered 
in the ten local authorities that make up the Manchester City Region. This 
sits alongside the agreement of local government across north-west England 
to continue to operate as “North-West England” following the abolition of 
the NWDA at a European level, where DG Regio deals in such levels of 
aggregation for funding purposes. These complementary initiatives are 
indicative of the level of proactive and reactive interventions necessary to 
the maintenance of a place brand in times of uncertainty.

CONCLUSION

In many ways Manchester retains its historic aspirations. The presence of 
nationally and internationally significant universities and research institu-
tions in and around the city, and the convergence of technical and social 
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innovation through the vehicle of Media City, indicate that the city retains 
its capacity for innovation and impact.

The city council has been close to successive Labour governments but 
remains very good at negotiating with all comers. Involvement in an abor-
tive referendum on road charging, which promoted a more sophisticated 
but more complex version than the central London scheme, reflected its 
metropolitan aspirations. Despite the logic of the road charging scheme – 
that it would fund the completion of the embryonic Metrolink light rail 
 system – this is now being completed across the Greater Manchester 
region.

In the immediate aftermath of the disturbances of August 2011 
Manchester local authorities deployed traditional communication forms 
as well as co-opting the social media identified by some commentators as 
central to the propagation of the unrest and criminality (Ball and Lewis 
2011). These were combined into the existing repertoire of public events 
such as the “Manchester Mela” (www.manchestermela.co.uk/) and smaller 
local events. 

These efforts sit within a continuing process of brand management and 
development in which Manchester, as a city within the reconstituted greater 
Manchester region and within the broader context of north-west England, 
was able to call upon a related set of nested brands and identities. Wider 
messages, directed at external audiences, continued through large-scale 
projects with which the city has long been associated. The shifts in local 
politics described by Cochrane (1988) and Quilley (2000) continue, and 
both public and private resources are now entwined in urban governance 
and service delivery, although not necessarily closely aligned.

This is exemplified at the street level by the privatized for-profit enforce-
ment of council regulations. A significant part of Manchester’s “offer” to 
citizens to reoccupy the city center was the suspension of parking regula-
tions which were only recently extended into the evening and weekends. 
The continued outsourcing of front line services and the ceding of enforce-
ment to for-profit entities carries a logic which can  undermine the wider 
objectives of local authorities, leading to a focus on rent-seeking behavior 
directed at replacing former financial resources. This is exemplified by 
the pre-Olympic environment in London where the enforcement of park-
ing regulations for the entire city is being undertaken by a German based 
and French financed multinational corporation. Vigorous enforcement by 
a profit driven external agency creates a very different visitor experience 
than that sought through the impression management and branding initia-
tives of local authorities such as the “Olympic Borough of Hackney”, one 
that is no longer under the direct control of local authorities. 
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The process of corporatization and depoliticization continues with the 
familiar forms of corporate communication replacing democratic discourse. 
The cumulative effect of this continuing erosion of this aspect of legitima-
tion is falling voter turnout and ill-considered remedies such as directly 
elected mayors and police chiefs.

In the face of these internal tensions, the extent to which the “municipali-
zation” of social media in campaigns, such as that developed in Manchester 
under the immediate pressure of civil disorder, can help a city or region to 
maintain a coherent brand becomes a research topic of some significance. 

NOTES

1. See http://beproudlovemanchester.com, www.ilovemcr.com, www.i-love-manchester.co.uk/ 
and www.facebook.com/IloveManchesterOnline.

2. See for example the heated discussions at http://universityforstrategicoptimism.wordpress.
com/2011/08/10/riotcleanup-or-riotwhitewash/.
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CHAPTER 8

Case D Social Media: An Insight into 
the “Public Mood” of Places? A Case 
Study of the City of Johannesburg
Wadim Schreiner and Frank M. Go 

Traditionally, the reputation of a location is measured by considering how 
individuals, organizations and “external” stakeholders feel, think and make 
decisions. “Reputation of place” measurement, including country and city, 
is emerging as a domain for inter-disciplinary analysis. While all these have 
absolute merits and are an integral part of any place’s efforts to improve its 
global reputation, what is often overlooked is the importance of “domestic 
reputation management”, including “public mood”. 

Traditionally, the “mood” of the people has been measured via qualitative 
research and surveys. While these methods have a certain degree of value, 
they also display a number of major disadvantages, particularly within an 
emerging market context. In particular, their relative high cost leads to 
irregular – annual and in some cases biennial – measurement. Furthermore, 
the time allocated to respondents’ interviews has a direct bearing on survey 
results. This does not serve as a criticism or argument against the need 
for qualitative research, which often provides in-depth answers to ques-
tions. Rather, it suggests that it may not be the best instrument through 
which to establish a robust “public mood” database, one that is accessible 
to a wider group of affected stakeholders. It is for this reason that social 
media have begun to revolutionize the way in which information about peo-
ple’s thoughts can be utilized. Presently, there is a dearth of research which 
actively responds to the social media trend and its affordance to involve soci-
ety in place brand development (Widler 2007; Tatevossian 2008; Gilmore 
2008), particularly on a regional basis. In a relatively short period of time, 
the social media have taken the world by storm. For instance, Twitter just 
turned five in March 2011 (Dorsey 2006). Facebook, in its original form, 
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started on 4 February 2004 (Seward 2007) but only really became commer-
cial on 26 September 2006 (Abram 2006). 

Undoubtedly, these past five years have changed the way in which people 
communicate and share their opinions. The way in which the media indus-
try operates, the way journalists obtain information and quote sources, and 
the way that business and politicians view their respective “constituencies” 
have been revolutionized. Although online media have been available for 
much longer, making news and information available more immediately 
than traditional media, social media, particularly Twitter and Facebook, 
have added a never before experienced dimension: the immediate commen-
tary opinion. 

On the back of Facebook and Twitter came the increased number of blogs, 
with personal opinions expressed on subjects at the macro and microlevels 
to both large and niche audiences. It has also led to the creation of the 
term “citizen journalism” (Borman and Willis 2003) where everyone with a 
camera and access to the Internet can be a source of news and  opinion. 

With an increasing number of people expressing their opinion through 
the Internet, many tools have been developed that are able to harvest the 
information, monitor its content and help to streamline the large volumes of 
it. These tools are called “feeds”. Over 200 online organizations are offer-
ing services that “crawl” the Internet for relevant opinions and thoughts 
expressed in blogs and social networks (Burbary 2011). Many corporate 
organizations use the information to gather insight into customer attitudes, 
opinions of products and competition. 

Most software includes algorithms to measure “sentiment” around key 
words or brands, allowing organizations to gauge attitudes. However, this 
type of “sentiment analysis” is rudimentary, often incorrect and hardly a 
reliable indicator of such opinions. Although there are a number of consid-
erable technical improvements currently taking place, sentiment analysis 
may only be considered as a valuable opinion variable once these technical 
obstacles have been overcome. In this study, and for the aforementioned 
reasons, we have abstained from analyzing the concept of “sentiment”. 

There are additional reasons for our focus on social media. These are, 
first, it allows for the unedited and unstructured assessment of peoples’ 
opinions, as opposed to traditional opinion surveying. The latter involves 
answers to prepared questions, often linguistically structured to lead to a 
specific answer. Put in other words, whilst the comments conveyed through 
social media are unstructured, they reflect, albeit not in depth, a spontane-
ous sense of otherwise unnoticed emotional human feelings. The lack of 
structure, however, makes the interpretation of results emerging from social 
media research much more difficult and open to interpretation. 
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Second, social media elicit a “sense-and-response” feeling among 
users and therefore generate immediate, emotional and often to-the-point 
responses. For example, the social media, particularly Twitter, has far less 
“pointless babble” as it is popularly conceived (De Beer et al. 2011). An 
analysis of international tweets regarding the 2010 FIFA World Cup showed 
that “pointless babble” only comprised 22 percent of the total discussion, just 
marginally higher in comparison to the international print media coverage. 

Third, the properties of social media afford an immediate and reactive 
measuring of people’s moods. Fourth, and importantly, establishing a social 
mood polling system based on social media would be considerably better 
value for money than traditional surveys, a fact exceptionally relevant in 
emerging markets and which is the main purpose addressed in this chapter. 

This chapter describes initial research toward a possible “public mood” 
index for the City of Johannesburg, based on the analysis of selected social 
media. The city is the largest in South Africa and is one of the largest met-
ropolitan areas on the continent, identified by the Monitor Group (2011) 
as one of the three African Growth Opportunities. But it suffers from the 
consequences encountered by many business hubs in emerging markets: 
overpopulation, deterioration of public services, increasing crime levels 
and a lack of social delivery. 

The city also lacks an effective citizen feedback system, with its com-
plaints call center being largely ineffective. In this context, the relationship 
between independent hubs and the collective decision-making process can 
turn to one of tensions and conflicts from known dichotomies and differ-
ing objectives. To understand both the process and the underlying, invis-
ible forces that shape relations requires constant assessment. This need for 
assessment to provide effective citizen feedback renders the present research 
project relevant both in academic and pragmatic terms. The research is the-
ory based and, as such, describes the selection of relevant social media, 
together with the establishment of an analysis framework that can capture 
conversations and the development of a database of issues, stakeholders 
and “influencers” relating to social delivery in Johannesburg.

Based on the evidence presented, we examine a possible business model 
for a framework that would allow stakeholders from the private sector, as 
well as local government, to monitor the public mood through local conver-
sation patterns and to engage with relevant opinion makers on topical issues 
that arise. Importantly, we analyze the extent to which social media may 
serve as a useful tool and be substituted for traditional market research in 
budget-constrained organizations. Further, an indication of “public mood” 
could serve for the critical task of managing citizen participation as part of 
the ongoing process of managing the reputation of a city brand. 
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EXISTING RESEARCH

Existing research on the use of social media as a way to gauge public 
opinion or public mood is rare, which is perhaps not surprising consider-
ing that social media have only been in existence for a short duration. 
While the number of academic research studies clearly demonstrates a 
paucity of results, the number of newspaper or online articles on com-
mercial “solutions” are abundant. However, the fundamental methodol-
ogies used in the commercial propositions remain vague. At least 300 
online references over the past 24 months were found using the Factiva/
Dow Jones search engines that contain information about the launch of 
various “trackers” by enterprises that were able to detect attitude and 
“mood” toward various issues on the basis of social media – though none 
refer specifically to the exact methodologies used, perhaps for reasons of 
 competition. 

It appears, however, that academic research repeatedly points to Twitter 
as a relatively reliable way of gauging public opinion. Carnegie Mellon 
University fellows O’Connor et al. presented a paper in May 2010, during 
the International Association for Advancement of Artificial Intelligence 
(AAAI) Conference on Weblogs and Social Media, in which they com-
pared surveys on consumer confidence and political opinion in 2008 and 
2009 to the frequency with which selected words appeared in Twitter mes-
sages. Their results highlighted the “potential of text streams as a sub-
stitute and supplement for traditional polling”. Overall, their analysis of 
Twitter in comparison to other surveys showed a good result correlation, 
and the authors state that “while the results do not come without caution, 
it is encouraging that expensive and time-intensive polling can be supple-
mented or supplanted with the simple-to-gather text data that is generated 
from online social networking” (p. 7). 

Cummings et al. (2011) undertook a similar experiment on the use of 
Twitter to measure US presidential approval ratings, economic confidence 
and the generic Congressional ballot, while in the business environment 
a group of researchers published findings of their analysis on the use of 
Twitter to predict the stock market (Bollen et al. 2011). These recent stud-
ies underline the increased interest in the use of social media, not purely 
as a conversation tool, but, through more structured approaches, for lever-
aging the information to develop tools that address the growing need for 
an ongoing measurement of “public mood”. Such research findings might 
serve as relevant input to underpinning the process of building the reputa-
tion of “internal” place brands. 
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PUBLIC MOOD, PUBLIC OPINION AND THE ROLE OF 
SOCIAL MEDIA

A number of global events over recent months have increased the debate 
regarding a better understanding of “public mood”. Even before the 2011 
London riots or the emergence of the Occupy Wall Street Movement, poli-
ticians around the world had made statements indicating their support for 
a better understanding of the concept.1 Rahn et al. (1996, p. 31) define 
public mood as a “diffuse affective state, having distinct positive and nega-
tive components that citizens experience because of their membership in a 
particular political community”. Smith and Darlington (2010, p. 113) argue 
that “place branding is effective only if it is affective … Thoughts and 
images of places are really feelings about them and a policy is nothing if it 
is not felt (otherwise, it will not be enacted).” While the authors state that 
“local emotions are public feelings, fashioned collectively and made real 
over very long periods of time”, Rahn et al. (p. 32) argue that there are dif-
ferences between private feelings and public feeling and that “public mood 
is not the aggregation or the average of the moods people experience in 
their everyday lives”. Instead, public mood needs also to take into account 
the fact that some people are genetically happier than other people (Seidlitz 
and Diener 1993) and that individuals “often have emotional experiences 
because of their membership in a particular national community” (Smith 
1993, p. 299) or “class”. An increase in a person’s mood seems to be cor-
related with an increased harmony or balance between personal preferences 
and the environment, or, conversely, people perceive environmental fea-
tures according to the salience of their needs (Kahana et al. 1999). As a 
result, when people’s expectations clash with a place’s reality the degree 
of positivity or negativity of their mood is influenced. In turn, the notion 
of “mood” appears to have a direct effect on the reputation of a place, as 
people interact, either as a one-off, repeatedly or ongoingly, with it and also 
with outsiders, such as tourists or investors who define the character and 
atmosphere of the place (Insch and Florek 2008). City residents with posi-
tive perceptions of their city reinforce and communicate favorable associa-
tions with their place and, conversely, unhappy and dissatisfied residents 
can harm the brand image through negative word of mouth. 

One can perhaps argue that the difficulties emerging from the global 
economic downturn have exerted greater pressure on policy-makers and 
businesses to achieve strategic goals by listening more to their respective 
constituencies. In the past, constituencies had few channels through which 
to voice their concerns. The traditional media have been playing the role of 
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agenda-setters and gate-keepers by allowing only some citizens’ concerns 
to be broadcast. With the rise of social media, more people have access 
to channels through which to raise their opinions, either to niche audi-
ences and/or wider recipients, with exponential gains in influence on both 
accounts. In a recent article, Ripberger (2011, p. 240) makes interesting 
observations about the definitions of public opinion and public attention. 
He states that “public attention, though related, is not the same as public 
opinion”. Public opinion is “what people think”, whereas public attention 
is “what people think about” (see also Newig 2004). What initially may 
seem to be miniscule differences can turn out to be significant attributes 
for understanding the context of mining opinions (or attitudes) in social 
media. 

In essence, Ripberger (2011) argues that traditional opinion polls only 
answer the questions asked, whereas an understanding of the “mood of the 
people” should ideally be obtained through a system of direct access to 
people’s thoughts, their thought processes and their information-seeking 
behavior. 

As such, a few recent studies in the field of sociology are pointing to 
some interesting observations. Golder and Macy (2011) as well as Dodds 
et al. (2011) have found that social media hold potential power for studying 
social phenomena on a massive scale and provide results in the form of indi-
cators that could help to break new ground in resolving questions about how 
information and influence flow through social networks (Miller 2011). 

If we assume that social media correlate with public sentiment or public 
mood, as highlighted by the previous studies, then any systematic analysis 
framework should cater for both the aspect of public attentiveness and pub-
lic opinion (Ripberger 2011). Conclusions about the “mood” drawn should 
be based on a combination of expected and open-mined information. In 
our methodology for the use of social media monitoring as a platform for 
effective regional reputation management, we have aimed at including 
both mechanisms, namely a set of issues we are potentially expecting to be 
discussed as well as topics that emerged from the open-minded mining of 
available commentary. 

METHODOLOGY

In designing a system to measure “public mood” for the City of 
Johannesburg, relevant information from social media sources was col-
lected with the assistance of specialized social media monitoring compa-
nies. References to the city, including abbreviations and terms commonly 
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used by people living in Johannesburg, were leveraged as keywords. Taking 
into account that Twitter, for instance, limits conversations to 160 charac-
ters, the following search string was created: “Johannesburg” OR “Joburg” 
OR “Jo’burg” OR “Jozi” OR “Johanesburg”. Jozi and Joburg are common 
references to Johannesburg. With the help of the sentiment analysis plat-
form GATE (General Architecture for Text Engineering), the coverage was 
further analyzed according to its content, particularly the linguistic assess-
ment of topic selections. Items with Johannesburg/Joburg/Jozi, in English 
only, were tagged as one method for eliminating foreign commentary on 
the city and were combined in one “Johannesburg” category.

The rules were defined so as to guarantee that topics and issues found in 
the proximity of Johannesburg were really related to “Johannesburg” and 
were not coincidentally associated. Since the ultimate goal of this research 
project was to establish an assessment of social media mood for the city 
as an organization, world-cloud software was applied to various City of 
Johannesburg strategy documents (which were available on its website: 
www.joburg.org.za/documents). From these, service issues important to the 
city were determined for their inclusion in a list of “policy” categories used 
to distinguish between conversations that dealt with non-organizational 
matters. Finally, all individual issues were grouped into predefined higher-
end policy categories.

RESULTS

For the month of June 2011, 43,140 mentions of Johannesburg were 
observed in English language social media coverage. Of these, 7,119 were 
found to be in close proximity (within ten words) and linked to one or more 
of the policy group issues, topics or entities. All keywords in the 36,021 
mentions of Johannesburg that were not in the proximity of any of the pol-
icy categories were examined to establish if they needed to be added to 
the initial issue codebook. However, it was evident that the discussion in 
these feeds had little impact on the city. Coverage not in close proxim-
ity to Johannesburg, largely centered around touristic aspects, such as the 
weather, a visit to South Africa by US First Lady Michelle Obama and 
local football games taking place in the city. Overall, the researchers were 
satisfied that the 36,021 mentions that did not fall within the topic struc-
ture contained no significant value to the actual City of Johannesburg as an 
administrative entity. 

Thereafter, 7,119 relevant mentions of Johannesburg between close-
proximity (within ten words) and extended-proximity (within two sentences 
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before or after “Johannesburg”) were categorized. In the first group (close-
proximity) 2,542 references were assigned to main themes and sub-themes. 
From the above classifications, a list of the highest referenced issues by 
social media commentators on the City of Johannesburg was generated (see 
Table 8.1).

Although the results might shed some light on the issues of largest con-
cern to those expressing an opinion on Johannesburg, we must reiterate 
that the above results are based on issues that have been found in the direct 
proximity of the keyword “Johannesburg” (within ten words). We must put 
into context the fact that those expressing opinions might be reiterating 
their concerns using different styles and media. Twitter, for instance, is lim-
ited to 160 characters and is therefore likely to inform the bulk of the above 
assessment. Yet, in order for us to take into account social media formats 
where people might be expressing their opinions extensively, the proximity 
parameter was extended to two sentences before and after the umbrella key-
word “Johannesburg” to include more information from the likes of blogs 
(extended-proximity). There were 5,787 topics identified in the extended-
proximity of the keyword, including sub-categories (see Table 8.2).

The comparison of “top-of-mind” results from the close-proximity and 
extended-proximity topic categories highlights that the traffic situation and 

TABLE 8.1 Top category issues: near proximity (Johannesburg)

Traffic 346 Animals 27
Events 250 Awards 26
Billings and payment 224 Burglary/robbery 16
Electricity 175 Response to queries 15
Trains 161 Communication 14
Taxis 148 Waste removal 14
Crime 140 Xenophobia 14
Media coverage 136 Construction 12
Water 106 Sustainability 12
Accident 80 Provision of houses 10
Building 79 Public transport 9
Leadership 76 Procurement 8
Administration 64 Green 8
Health services 59 Licenses and permits 7
Protests 45 Emergency services 7
Theft 35 Infrastructure 7
Corruption 35 Capacity 7
Road safety 32 Environment 6
Finances 32 Apologies 5
Flood 28 Call center 5
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problems relating to the billing system were of the greatest concern. In the 
extended-proximity category, an extensive focus is placed on discussing the 
leadership and management aspects of the City of Johannesburg, a subject 
rarely mentioned in the close-proximity list. Similarly, issues such as health 
and media coverage play a significant role in the extended list. 

It is likely that, when provided with more commentary space, opinion 
makers are discussing issues picked up in the traditional media. Notably, 
the close-proximity list seems to be an indicator of higher emotional 
issues based on personal experiences (and hence perhaps is the closest 
to Ripberger (2011) observation of public mood), while the extended-list 
brings complex topics to the fore. Both lists share a lack of environmental, 
public transport and infrastructure coverage. Although extended-proximity 
results indicate slightly more discourse on some of the topics, the overall 
list of issues is similar. 

Overall, the results demonstrate that it is possible to conduct selected 
“top-of-mind” research based on social media coverage on clearly defined 
subject matter (in our case the City of Johannesburg). For reasons already 
mentioned, we did not undertake any sentiment analysis, but we are certain 
that in the future, with improvements to this automated technique, it might 
be possible to add the results of such an analysis to the above assessed 

TABLE 8.2 Top category issues: extended proximity (Johannesburg)

Billings and payment 579 Response to queries 59
Traffic 564 Burglary/robbery 57
Event 553 Road safety 55
Leadership 407 Provision of houses 50
Health services 375 Administration 48
Media coverage 322 Corruption 48
Electricity 316 Infrastructure 47
Water 235 Xenophobia 43
Trains 229 Construction 42
Taxis 228 Waste removal 39
Crime 211 Green 39
Finances 172 Environment 35
Building 135 Flood 34
Accident 128 Capacity 32
Animal 108 Apologies 27
Theft 103 Sustainability 22
Awards 102 Procurement 19
Elections 91 Call center 17
Communication 83 Public transport 15
Protests 83 General interaction 13
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top-of-mind issue responses so as to have an even better understanding of 
the mood of a city’s population. 

DISCUSSION

Although the results from the preliminary analysis of social media coverage 
on the City of Johannesburg deliver a number of interesting results, they 
lead to even more questions. This is particularly the case when using data 
generated by social media as a potential replacement of surveys or polls, 
which were the traditional instruments used to conduct mood research, 
which involved slow, laborious sampling methods and high costs. 

What is evident from the results is that social media analysis in its cur-
rent format still poses myriad challenges. First, it presents one with a com-
pletely unknown audience universe. The anonymity of the Internet allows 
only for a limited identification of the actual people behind the comments. 
It is almost impossible to draw any representative samples, as very little 
can be established in terms of demographics. Statistics as to who is using 
social media and who is accessing social media remain vague and under-
researched, especially within an emerging market such as South Africa. 

Second, we attempted to isolate social media feeds to those either living 
in Johannesburg or being affected by the City of Johannesburg, but we were 
unable to secure a reliable method that would guarantee this. While geo-
location is a feature in many social media such as Twitter, it is voluntary 
and could easily be manipulated. Unless demographic and location infor-
mation becomes more freely available, “national” samples are unlikely to 
be selected. Importantly, these concerns do not mean that the results are not 
representative in terms of those commenting on social media. 

Third, it must be noted that the results are not representative of the 
population of Johannesburg in that only English feeds were analyzed. 
Additionally, the results of the top-of mind issues seem to be representative 
of a population characterized by a higher living standard, i.e. a segment, 
which uses private means of transport, for example; hence the manifesta-
tion of “traffic” concerns in the data. Although this may pose a challenge to 
the interpretation of the results as reflective of all citizens of Johannesburg, 
it should not be dismissed due to the importance of such a group for the 
future performance of the city. 

Lastly, the project faced critical linguistic challenges. In a country and 
city with multiple mother tongues, commonly available lexica to detect 
phrases, words and expressions will continue to be a challenge. Future 
research in this field must take into account not just specific regional 
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 language nuances, but the ever changing way of commonly used language 
expressions. 

CONCLUSION

This exploratory study sheds light on the question as to whether social 
media as a survey medium provide us with a better understanding of the 
mood of groups of people. Provided that key challenges within social media 
analysis are overcome, we believe that a robust methodology, together with 
appropriate software and the appropriately trained human factor, could, in 
a few years, pave the way for social media to be used in collaboration with 
other means of survey gathering and be used to establish a public mood 
indicator that is useful for both regional as well as national place branders. 
Considerable improvements are needed in the field of sentiment analysis to 
address the subject of public opinion relation. It must also be understood 
that social media will remain a tool for those who voluntarily express opin-
ions and, as such, any results derived will always have to be considered in 
this context. 

In an article published by the Nieman Reports, Ashbrook (2004, p. 48) 
refers to media as “a mirror. A mirror of society’s hopes and fears, of its 
obsessions and conceits and, even, its illusions.” While we perhaps assume 
what media-consuming people are thinking, we are however not sure how 
these thoughts culminate in raw, emotional and often subjective expres-
sions of mood. Social media are in many cases the expressions of such 
emotional and irrational thoughts, unfiltered by the gatekeeping mecha-
nisms of traditional media. And while traditional surveys and opinion polls 
are set up to eliminate this subjectivity to allow for better categorization, it 
takes away the fact that it is exactly this lack of structure, this expression 
of emotions and this irrational behavior that represents the mood of people 
in its purest form. 

From our assessment of social media discussions about the City of 
Johannesburg we can deduce the degree of importance that certain issues 
have in the life of an economically active group of citizens and which in 
turn influences how they feel about the place they live and work in. Our 
research is an attempt to make a small contribution to advance the knowl-
edge domain of regional reputation management, most notably through a 
better understanding of the cost benefits of social media versus traditional 
polling. As much as this knowledge could serve for an understanding of 
future policy development and execution for the city it could also be utilized 
as an insight into future town planning and urban development  priorities. 
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NOTE

1. See www.guardian.co.uk/lifeandstyle/2010/nov/14/happiness-index-britain-national-mood.
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CHAPTER 9

Case E Turning a Gemstone into 
a Diamond: A Green Design and 
Branding Strategy for The City of 
Bucharest
Iulia Gramon-Suba and Chris Holt

INTERNATIONAL TRENDS

Today, more than half of the world’s population are urban dwellers, this 
number being forecast by the United Nations to increase to 69 percent by 
2050. Cities are the biggest consumers of electricity, gas and heat (Urban 
Investment Network 2011). This, along with demographic change and the 
fact that 80 percent of world economic growth is powered by cities and that 
75 percent of the emissions are coming from urban locations (Fox-Martin 
2009), have made city leaders realize the importance of sustainable devel-
opment and that the fate of our global climate lies in the future actions of 
cities (Tyndall Center for Climate Change Research 2008). As Frank Lee 
(2011), Head of Holding Funds and Advisory, states: “cities ought to play 
a crucial role in accomplishing climate change objectives and energy effi-
ciency, so the new trend is directed towards sustainability”.

It is therefore not surprising to observe that cities around the world have 
increasingly engaged in a fierce competition to attract attention, talent, 
innovation and creativity (Konijnendijk 2010) by proving that they offer 
a healthy and sustainable environment. That is, an environment that facili-
tates “development that meets the needs of the present without compromis-
ing the ability of future generations to meet their own needs” (Rees and 
Mark 1991) with a high quality of life. 

As this is also about perceptions, city branding has become integrated 
in sustainable city management activities (Kavaratzis and Ashworth 2007) 
and is a recurrent subject in economical and urban policy debates (Stevens 
2011). Increasingly important is the fact that designers have been  employing 
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socially responsible means to “address a range of quality-of-life issues” 
(Cooper et al. 2009). 

THE STORY OF BUCHAREST

Every place, even if it has not undergone a branding process, already has 
an image created through different kinds of communication which ulti-
mately determine people’s perceptions of a city. Bucharest is such a city, 
whose general perception is predominantly negative and associated with 
the dreadful communist era and the lack of strength to develop into a mod-
ern and civilized metropolis. Having arrived as a newly minted national 
capital in the 20th century, drawing on its association as the “Paris of the 
East” through its belle époque architecture, the Romanian city of Bucharest 
is now best known for its socialist realism era, the bloody scenes of 1989 
and a difficult transition to a modern metropolis in spite of the country’s 
accession to the European Union. It is the sixth largest city in Europe with 
its population of 1,950,000 inhabitants (National Institute of Statistics 
2010). Bucharest is not only Romania’s capital city but also its industrial, 
commercial and political center. Despite The Economist (2009) categorizing 
Eastern European capitals as “troublesome cripples whose views can’t be 
ignored”, they are often very popular attractions for visitors, investors, 
multinational companies and creative talent (Dinnie 2010). Bucharest is 
a city of contrasts, an amalgam of tradition and the avant-garde, blended 
in a unique way, a rough-cut gemstone waiting to be transformed into a 
highly polished diamond. Today, incoherent governance arrangements and 
a lack of political will or maturity have seen the city’s brand neglected amid 
crucial indifference by its authorities.

PROBLEM AND MOTIVATION

In this chapter we aim to analyze Bucharest’s current situation, investi-
gate how environmental design can be used to change people’s perceptions 
and identify the issues that need to be addressed by using design. We then 
can depict the brand promise along the lines advocated by Anholt (2004, 
p. 12): “to be persuasive, we must be believable; to be believable we must 
be credible; to be credible we must be truthful. It is as simple as that.” We 
will also construct an environmental design-led brand strategy that would 
allay people’s negative perceptions about Bucharest and promote it as a 
place to invest, visit, work and study and which will generally enhance the 
quality of life of its inhabitants. 
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In an attempt to sketch a general panorama of Bucharest’s brand, the fol-
lowing aspects were brought to light:

■ It is the second worst online brand, ranked 129 of 130 (City Mayors 
2004).

■ It is ranked 107 out of 221 EU capitals, still lagging behind most of 
them with regard to the quality of life (Mercer 2010).

■ Regarding workforce qualifications, it is near the bottom, ranked 30 out 
of 34 (Cushman and Wakefield 2009).

■ It is ranked bottom for its low human capital (the percentage of people 
working there has started to decline due to the increasing ageing of the pop-
ulation and the migration of young, capable people to other countries that 
offer better professional development) (Cushman and Wakefield 2009).

■ There is a low quality of life for employees, being ranked 30 out of 34 
(Cushman and Wakefield 2009).

■ It is ranked at the bottom of the European Green City Index (30 out 
of 30 cities), according to the Siemens (2010) index of environmental 
governance, because it is the most polluted European capital due to gas 
emissions , the lack of recycling systems, the traffic, the lack of green 
spaces and stray animals.

■ There is degradation of its cultural inheritance.

■ There is continuous degradation of its landscape and a lack of involve-
ment and civic pride.

However, there are also positive things associated with the city:

■ It is ranked first as the ideal place for the relocation of businesses from 
the labor-cost point of view (Cushman and Wakefield 2009).

■ It looks good in terms of attracting investors: 30 companies want to move 
to Bucharest over the next five years, while the top two such places, 
Warsaw and Moscow, have 36 and 35 companies respec tively that want 
to move to them (Cushman and Wakefield 2009).

■ Bucharest is the biggest cultural center in Romania on account of its 
universities, theaters, museums, monuments, etc.

■ There is a wide range of tourist attractions in Bucharest (historical mon-
uments, quality hotels, restaurants).

■ It holds a variety of cultural events.
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Consequently, there is an opportunity for a branding project that would help 
to solve the predominant perception problems and improve actual current 
conditions. Mitchell (2008) as cited in Salman (2009) states that “the brand 
has to be based on what is already there in a city or else it is just like giving 
someone a nice haircut – it might look good for a while, but it doesn’t give 
you a new personality”. A good brand should continue to promote the city 
both internally and externally.

KEY QUESTION, AIM AND OBJECTIVES

The key question of the project is: how could environmental design be 
used to create a brand strategy that would help change people’s percep-
tions of Bucharest? The aim is: to develop a design-led brand strategy 
that would help to change people’s perceptions about Bucharest through 
an improvement program based on tackling the city’s current environ-
mental problems. In order to achieve this aim, the following objectives 
were set up: 

1. To investigate all relevant available material on city branding and envir-
onmental design in order to establish parameters for the research.

2. To analyze why some “green” branding strategies are more successful 
than others.

3. To audit Bucharest’s current brand and environmental situation, with 
emphasis on design-related issues.

4. To identify how environmental design can educate people and change 
their perceptions.

5. To create an environmental design-led city brand strategy for 
Bucharest.

METHODOLOGY

The research was undertaken in four main phases:

Stage 1: Discovery and Planning

This phase was comprised only of secondary research, using a literature 
review, case studies, city rankings and broadcast documentaries, and set the 
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foundations of the research by appraising current theories on city branding, 
sustainable cities, environmental design and green city branding and the 
concepts associated with them.

Stage 2: Investigation

Building on the knowledge set of the first phase, by use of primary 
research, insights were gathered into the mindset of the city’s stakehold-
ers. In order to retrieve exclusive information and gain useful insights, 
interviews were conducted with: the president of the biggest environmen-
tal NGO (Niculae Radulescu-Dobrogea, ECO-Civica); people from the 
National Environment Protection Agency (including Ioan Baceanu); the 
City’s Town Hall and Ministry officials (Razvan Murgeanu, the Secretary 
of State of the Ministry of Regional Development and Tourism; Emanuel 
Papagheorghiu, the director for the Direction of Cul ture, Education and 
Tourism); academics from all over the world (including John Simmons, 
director of “The Writer” and co-author of Brands and Branding); and 
brand consultants. 

What’s more, a better understanding of the current environmental sit-
uation of Bucharest was gained by means of observational research. 
Questionnaires were used to investigate the general opinion of Bucharest’s 
inhabitants using: two focus groups; a party group (a small gathering of 
people where they can talk freely while having a drink, which represents 
a fun and creative way to benefit from deep, thoughtful discussions and 
which can add important dimensions to the topic); and a Facebook discus-
sion group. 

Stage 3: Analysis and Integration

Following the assessment of the results of the previous two stages, the inte-
gration of the main findings was carried out in order to compare and con-
trast distinctive views on the subject and craft a thorough analysis.

Stage 4: Conclusions

Subsequent to the analysis, the design-led Environmental Brand Strategy 
was created and, along with this, some further recommendations with 
regard to short-term, medium-term and long-term solutions were provided. 
Secondary research was used in order to investigate relevant theories and 
literature on city branding, sustainable cities, environmental design and 
green city branding, so as to gain an insight into the prevailing problems 
that the city is currently confronted with.
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KEY FINDINGS

The key findings of the research enabled us to create a definition of city 
branding, sustainable cities and green city branding to see how these three 
fields overlap. “City branding” is neither product branding, nor city mar-
keting nor corporate branding and, thus, a different form of branding is 
required (Kavaratzis and Ashworth 2007). The root of this whole process 
is portrayed by the city’s image, which is the interaction point between the 
“external city” – the city’s physical appearance – and the “internal city” – or 
the “inner-directed mnemonic city” as Graham (2002) calls it; that is, as “the 
link between real, objective space and its perception” (Kampschulte 1999).

A sustainable city has a long-term vision to stay healthy and preserve 
current resources for future generations, its primary aspiration being epit-
omized by the betterment of the quality of life in concordance with the 
health improvement of ecological systems, supported by a healthy econom-
ical base (Indigo Development 2006). The field of green city branding is 
still underdeveloped as there is not much theory currently available in the 
public domain. Branding a city as “green” requires green city goals, such as 
improved air quality, reduced infrastructure spending, waste reduction and 
access to green space (Dinnie 2010).

Additionally, key elements of successful city branding include: involving 
the people, creating public–private partnerships between the community, 
governmental sectors and business organizations, and positioning the city 
in people’s minds. Moreover, in order for a city successfully to develop 
in a sustainable way, it has to create a balance between the economy, the 
ecology and social cohesion, all of these having people at the center of the 
ideas. However, in order to create a successful green city brand there has 
to be a lot of pro bono work involved and communication should only be 
one of the pillars of the strategy. Recent research into the field indicates that 
socially responsible design is being more and more employed for solving 
quality of life issues and as a catalyst for change. 

THE BRAND OF BUCHAREST

Bucharest as a brand is hard to digest. 
(Razvan Murgeanu, Former State Secretary and Mayor of Bucharest)

As stated already, previous research done amongst Bucharest’s inhabitants 
has uncovered some general brand problems which are detracting from the 
city’s glamor. There is an evident absence of a clear brand identity because 
it lacks that “sui generis” which epitomizes the kernel of every city: “when 
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I think of Bilbao, I think of Frank Gehry’s Modern Art Museum” (John 
Simmons, personal communication, April 2011), whereas “Bucharest is the 
city of contrast, diversity and change” (Emanuel Papagheorghiu, personal 
communication, April 2011).

Bucharest as a brand is a raw, unpolished product, doomed to failure if 
proper correction programs are not implemented beforehand, as its brand 
promise has to be based on facts. Should this fail to “match up with the true 
identity of place, it can create a place brand strategy gap” or a self-perpetu-
ating “system of illusions” (Govers and Go 2009, pp. 71–2) which alienates 
both inhabitants and visitors.

However, as every coin has two sides, so does Bucharest’s brand. Thus, 
besides the bad and the ugly mentioned above, there is also the good and a 
big disparity between what people think about Bucharest and its wonderful 
facets that are hidden under the negative layers. Bucharest brags a blend of 
various architectural styles, ranging from French influences, through which 
it acquired the name of “The Little Paris”, to baroque styles, to massive 
communist constructions (e.g. the Palace of Parliament which is the sec-
ond largest building in the world after the Pentagon). It is the place where 
one can never get bored and where one can find something to suit every 
taste – for example, with food, it might be Indian cuisine from 2011 or a 
traditional Romanian meal from the 19th century, served on plates made of 
clay and with drinks in wooden cups: “1920 or 2010, everything is authen-
tic” (Razvan Murgeanu, personal communication, April 2011). This city 
is, in fact, an inexhaustible source of inspiration. It is a vibrant city where 
new elements appear and disappear very quickly, where the benchmarks 
are constantly changing and where one can find one’s true self. It is a bit 
chaotic, incoherent in some places, but it has a certain “style”, an impres-
sive appearance and a percussive rhythm (see www.bucharestbyhand.ro). 
However, “the most important asset that Bucharest city has is its invaluable 
gem, its people” (Razvan Murgeanu, personal communication, April 2011) 
and their heterogeneity. The strata of its society is made up of ten different 
communities which are spread throughout.

The main environmental problems that Bucharest is faced with are shown 
in Figure 9.1, which contains the results of our primary research and which 
is confirmed by market research report statistics (IRSOP 2009).

As can be seen, the fundamental environmental issues are a high level of 
pollution, accompanied by congestion, waste and garbage, a clear lack of 
green spaces and too much dust, along with a mixture of many other small 
problems. Nevertheless, the city managers’ opinions concur with the above 
findings; Murgeanu (personal communication, April 2011) agrees that there 
are some infrastructural problems such as “the sewerage system, the traffic, 
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the liaison between the motorways and a big lack of square meters per per-
son”. Adding to what Murgeanu said above, Niculae Radulescu-Dobrogea 
(personal communication, April 2011) declared that “instead of having 26 
square meters per person, we are now way below the guidelines, having 
8 square meters per person”. In addition, the quantity of dust per person 
is way above the standards set in the official documents. Ioan Baceanu 
(personal communication, April 2011) agrees with all this and additionally 
mentions the increased level of noise pollution and the really bad organi-
zation of bicycle paths which are swamped with cars. According to the 
European Green City Index, Bucharest is not even near the average in com-
parison with other European capital cities in sectors such as carbon dioxide 
emissions, energy efficiency, buildings, transport, water, waste, air quality 
and environmental governance. 

However, there is a common belief that the underlying cause of these prob-
lems is people’s lack of education, ignorance and indifference toward the 
environment and the quality of life. Besides these, there is the degradation 
of the cultural inheritance which is a very important aspect of Bucharest’s 
environment that is clearly highlighted in the observational research done 
amongst its inhabitants and which is mainly due to inconsiderate human 
actions, such as being careless with garbage and cigarettes or stealing iron 
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FIGURE 9.1  Bucharest’s environmental problems in citizens’ opinions

Note: Citizens were asked what the first word was that came to mind when considering the main problems 
in Bucharest’s environment.
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from old, degraded museums in order to sell it to get food. Globalization 
and climate change, overlapping the vulnerability of an insufficiently pre-
pared society, together with an acute lack of environmental education, has 
severely altered the cultural patrimony. Economic pressures may well lead 
to its irreversible destruction (The Presidential Administration, cited in The 
Platform for Bucharest 2008). 

As reported by the environmental NGO Eco-Europe (2011), Bucharest 
is the only European city that does not have a modern drinking water treat-
ment plant or a public recycling system and that also still uses leaded gaso-
line. Also, there is a very low level of environmental information system 
management, reduced investment in industrial pollution control and poor 
environmental monitoring equipment.

Unfortunately, there is no recipe for successful green city branding: it all 
depends on the city’s state of affairs and the circumstances which lead to 
the call for action. But what all of the successful green city brands have in 
common is their focus on conceiving a single strategy for one or two prob-
lematic areas, such as developing a green economy, transportation and pro-
moting healthy living. Also important is the community’s involvement, the 
most valuable resource, as it embodies the identity of the place – they know 
best what the city stands for, what it wants to achieve and who it wants to 
attract. The community knows what its strengths and weaknesses are and 
what makes it tick and gets it involved, all of which leads to trust in the 
brand, treating it as a shared common goal which will bring about common 
benefits for everyone. The community should be emotionally connected 
to the “infrastructure of love”, otherwise the infrastructure becomes dis-
posable, as people usually get rid of invaluable things (TheInfrastructurist 
2011): “things do not pass for what they are, but for what they seem. Most 
things are judged by their jackets” (Gracian 1991).

However, the case study analysis revealed some successful factors in the 
green city branding process which encompass people’s education concern-
ing sustainable development: that of a collaborative planning of the green 
concept where the citizens have the biggest contribution (as the soul of the 
city, representing its values). This is based on: the commitment to improve 
the quality of life; the implementation of an environmental legislation and 
a taxation for those disobeying it; and having a long-term vision material-
ized in an environmental strategy developed by a relational network which 
brings all the city’s stakeholders together (including organizations from 
around the world, e.g. the Canadian NGO Sustainable Cities). However, 
as Interbrand (2011) stated in a recent presentation, for a brand to be really 
successful, it has to comply with the following: “Be it! Do it! Say it!”. 
Thus, some of the most pressing and critical brand issues that should be 
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addressed by the use of design are: pollution; the lack of balance between 
government, the economy and society; a lack of sustainability; and a lack 
of environmental education and trust toward the higher authorities.

CONCLUSIONS AND RECOMMENDATIONS

Taking everything into account, today’s accelerated rhythm of life (along 
with the speed of globalization and the increasing urbanization of the popu-
lation) has led to a greater focus on the city’s sustainable development and 
the reduction of its impact on climate change. City branding and green city 
branding have become a recurrent theme in the development of urban poli-
cies and have been integrated in the city management process. Today, being 
involved in such a process is no longer an option, it’s a prerequisite.

Bucharest’s current brand image is composed of all of its actions up to 
date, its history, policies, the way in which it has depicted itself to the world 
and the way in which the world has perceived it. Unfortunately, the domi-
nating results of the research emphasize a prevailing bad perception due 
to the variety of problems which disturb its inhabitants. This gap can only 
be filled by making real improvement in the city, together with an image 
improvement, in order to instigate a change of the negative perceptions and 
strengthen the future brand. That is why the developed design-led environ-
mental brand strategy is based on an ongoing environmental improvement 
program that underpins both short, medium and long-term solutions. This 
would entail solving all the critical problems based on a plan with actions 
to be taken for a larger period of time, i.e. pollution can be easily reduced in 
the short term by using design to make people aware that a small change in 
their behavior can be a big step for humanity (such as changing to energy-
efficient light bulbs, using brushes around doors to reduce draughts, using 
e-shopping to reduce carbon dioxide emissions, insulating cavity walls, 
turning appliances off when not in use, and switching to direct debits and 
paperless billing). All this can easily be done through the use of posters, 
leaflets and design-led environmental campaigns. 

On the other hand, the lack of balance between the government, the 
economy and society, and the awful consequences that this broken rela-
tionships have on Bucharest’s brand, can be improved and fixed in the 
medium term by creating public–private partnerships between the com-
munity (environmental NGOs such as Eco-Civica and ProNature), the 
governmental sector (such as the members of parliament and all the pub-
lic institutions) and business organizations (such as recycling and waste 
companies, the National Health Service (NHS) and other big companies, 
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e.g. Niro Investment Group, which is one of the biggest investment groups 
in Romania, that could easily sponsor this project as a part of its own cor-
porate social responsibility (CSR) plan). This would teach people about 
the importance of the quality of life and the repercussions of their actions 
on climate change. 

In the long term, people’s environmental education can only be accom-
plished through more force, an alliance that would gather its resources for 
educational purposes. For example: the creation of a relational network (a 
charity organization) between the best design agencies and government 
(the secretary of state of each public sector) and other busi nesses (such as 
The National Association of Environmental Protection, student organiza-
tions like AIESEC, and the biggest Romanian Banks, i.e. The Romanian 
Commercial Bank and The Romanian Bank of Development, which are 
really involved in these kinds of projects and are very supportive of the 
community). This would inspire the best use of design to “improve quality 
and well being” (Bichard 2011).

This is not the usual branding process as design will be used throughout 
to solve the current issues, improve the status quo and educate people. This 
is because its citizens will only be able to take pride in it if a real change 
is happening. It is vital that this should be a joint action of all the city’s 
stakeholders, reflected in a collective message and reproduced in the set of 
brand guidelines.

Despite its ubiquitous negative associations, Bucharest has many won-
derful things to offer, most of them being hidden under the veil of dissat-
isfaction. Turning a gemstone into a diamond is very difficult, especially 
when there are so many facets which need to be polished. Behind the shad-
ows of deprecating opinions, the city possesses all the necessary charac-
teristics required to attract investors, businesses, tourists, students and of 
course its inhabitants. But beauty is in the eyes of the one who knows how 
to appreciate things for their true value and can see behind the mask. For a 
change to be truthful, it has to come from within, from the core of the city, 
but for that Bucharest’s citizens have to be educated to appreciate the real 
value and importance of the environment they live in and realize the poten-
tial quality of their lives.

In conclusion, Bucharest is an imposing traditional city with a remark-
able history, great opportunities and a derailed image caused by an 
unfriendly environment and unfavorable historical settings (that position 
it as traditional and ungreen). These aspects can only be altered through a 
constant correction program and the implementation of an environmental 
design-led brand strategy (that would help to reposition it as traditional and 
green). Crafting a brand which would differentiate the city from  others, 
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fulfill the citizen’s needs and gain the stakeholder’s sustenance requires 
patience,  collaboration, strategic perspective and a common vision. Thus, 
the alchemy will only be fully complete when the effect of the brand is per-
ceived at every level and people’s mentality has changed.
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CHAPTER 10

Overcoming the Risk of Stereotypes: 
How Strategic Communications Can 
Facilitate Sustainable Place Branding 
Roland Schatz

In this chapter I will illustrate how quickly individual events or clichés 
can destroy reputation and have a major influence on further economic 
development. In other words, how tourism and investments can fail to 
materialize in the economy in the wake of highly negative headlines. The 
chapter contains examples from three countries with a relatively high degree 
of media perception (Italy, Greece and France), as well as three countries 
with a low level of media interest (Bahrain, Austria and Vietnam). First, 
I will portray the behavior patterns of our six examples and how they are 
connected. Then I will propose a way as to how countries can effectively 
free themselves from their dependency on headlines in the future.

How a region, city or even a country is perceived is often characterized by 
an impression, an event or a tradition. Despite its diversity, most people still 
only know Pisa as a tower (see Figure 10.1). Vietnam has been reduced to 
a war that ended 40 years ago. Until the start of the Arab Spring the Middle 
East had suffered under the banner of terror and conflict. Walter Lippmann 
(1922, p. 7) was among the first to highlight the connection between per-
ception of countries and media coverage when he said, “the world that we 
have to deal with politically is out of reach, out of sight, out of mind. It has 
to be explored, reported, and imagined. Man is no Aristotelian god contem-
plating all existence at one glance”.

The year 2011 was an eye-opener for many, as Vietnam is now a growth 
region and has been accepted by economic experts as one of the “Next 
11”, those countries that are expected to experience the most growth after 
Brazil, Russia, India, China and South Africa. The people in Syria, Egypt, 
Tunisia, Libya, Bahrain, Yemen and elsewhere surprised experts in the 
White House, Paris and Berlin with their steadfastness and creativity with 
which they made the season of spring a permanent condition. 

F.M. Go et al. (eds.), International Place Branding Yearbook 2012
© Palgrave Macmillan, a division of Macmillan Publishers Limited 2013
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HOW STEREOTYPES SHAPE OUR PERCEPTION

Stereotypes have always been dangerous, but surprises of this kind have increa-
sed in recent years. Realizing this, governments and the media alike have asked 
the question: who is responsible for the premises that politicians, economists 
and the media use to underpin their decision-making? If we know so little 
about “the others” or, even worse, if the little that we do know is fundamentally 
incorrect, how valuable and responsible can our politics be considered?

Anastasio et al. (1999, p. 152) contend that “by showing only a tiny 
and unrepresentative portion of the world through its window, the media 
may help to create the very world it seeks to reflect”. It’s clear from this 
 statement that the authors share Lippman’s (1921) view of media agenda-
setting, but they add an interesting caveat to this model:

Neutral media coverage of a controversial event, such as an election, often results in 
members of both sides of the controversy perceiving the media as hostile to their 
own group. Because coverage of both sides of an issue tends to emphasize differences 
between sides, the perceiver’s own group membership is made salient and thus sets in 

FIGURE 10.1  What you know of Pisa

Source: Ghigo Roli (2004) Serie Speciale 360, Priuli & Verlucca.
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motion the motivation to perceive the in-group as superior and the out-group as infe-
rior. Thus, neutral coverage of the in-group is perceived as unfair and hostile in com-
parison with the inflated perceptions of the correctness of one’s in-group. (p. 153)

The assertion here is that, even in the instances where media coverage is 
objectively neutral, consumers of that news perceive it as biased because they 
think it misrepresents/inadequately represents their worldview. Anastasio 
et al. (1999, p. 154) refer to this phenomenon as “social identity”:

Social identity is a powerful sculptor not only of perceptions, but of opinions as 
well. Research has shown that opinions are often influenced by other members of 
the in-group. Even when an in-group member presents an opinion that is unpopu-
lar and goes against one’s natural inclinations, the in-group member still remains a 
persuasive force, much more so than any out group member.

This suggests that the source of information invariably decides how 
well that information is received within a specific social identity classi-
fication. For example, Americans might trust an American broadcaster 
more on the Afghanistan War than someone working for Al Jazeera.
Anastasio et al. (1999) also contend there are two major routes of persua-
sion through which attitudes and opinions are changed: the central and 
peripheral routes. The central route is one where an individual weighs 
all sides of the debate before coming to a conclusion. The authors (1999, 
p. 154) define the peripheral route in the following way:

The perceiver lacks either the motivation or the ability (e.g. because of time con-
straints or other pressing issues that drain cognitive resources) to fully process 
much of the message’s information. When this is the case, any number of periph-
eral cues contained within the message may provide “mental shortcuts” that the 
perceiver can use to arrive at an opinion or decision. 

They set out to answer whether coverage emphasizing intergroup differ-
ences and intragroup similarities fueled the tendency to side with one’s 
in-group. They found that the homogeneity of coverage greatly influences 
opinion to coincide with that coverage, but heterogeneous coverage results 
in heterogeneous opinion. The implication of their findings suggests that 
the media, when acting in unison, have an overwhelming influence on pub-
lic opinion. They conclude (p. 155):

Not only do the media bias people’s perceptions by offering an unrepresenta-
tive view of the world at times, but it may also facilitate biased processing of accu-
rate  information by presenting that information with an emphasis on intergroup 
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differences … In summary, on the one hand, multiple news broadcasts that dissect the 
world into distinct social categories and emphasize group differences have the ability 
to perpetuate actual differences. On the other hand, news that obscures intergroup 
boundaries may have an equally great potential to diminish group differences and 
forge necessary connections. The media, which disseminates information and creates 
social norms, most likely has the power to build bridges as well as destroy them.

The implication for agenda-setting is that the influence of media coverage 
is relative to the consumer’s sense of self – how (and with whom) one self-
identifies. In turn, the media can either feed or diffuse the divisiveness of 
perception through the relative divisiveness of coverage.

Frank Go set the overall frame back in 2010: 

The 11th International Agenda Setting Conference in the face of the TRUST 
MELTDOWN begs many questions. To paraphrase Immanuel Kant: What can we 
know? What ought we to do? What can we hope? First, with regard to research we 
possess knowledge about the powerful impact of the media on the human race. 
Or to paraphrase Shaw and McCombs (1977): “Here may lie the most important 
effect of mass communication, its ability to mentally order and organize our world 
for us. In short, the mass media may not be successful in telling us what to think, but 
they are stunningly successful in telling us what to think about.” In fact, the media 
have been so successful that publics follow its messages like the “Pied Piper’s” song.

Second, faced with a myriad of complex challenges, including pollution, biodiversity, 
abject poverty, and a myriad of other issues, what we ought to do represents a major 
challenge. Presently, many decision makers rely for their navigation on a set of screens, 
including the laptop, Blackberry, and mobile telephone. Due to their focus on news 
events it is easy for boardroom members to lose touch with reality, including the con-
sequences from child abuse, burqa discussions and resignations. All are sourced in a 
specific spatial location where stakeholders mobilize social relations and try to engage 
in community. (Address to the 11th Agenda-Setting Conference, Rapperswil, 2010)

Decisions are always based on matters as they stand, and unfortunately 
media reports are relied on for incidents in public diplomacy. In the 
WikiLeaks affair many state departments around the world were exposed 
in that the views of their governments, which were wired to the respective 
capital cities through embassies in advance of state visits, primarily came 
from the newspaper reports of the respective countries. This paints a bleak 
picture of the work done in many embassies, but it doesn’t change the 
starting position. It becomes all the more important to answer the questions 
of how perspectives can be broadened and who is ultimately responsible for 
the clichés to which not only the local people are reduced.
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MEDIA STEREOTYPES: ITALY, GREECE AND FRANCE

How important the solution to this problem is can be seen at the outset using 
the example of Germany: half a century after the end of Hitler’s reign of 
terror the only German politician the elite in America know is Adolf Hitler. 
Even Helmut Kohl, who should be known to the American entrepreneurs, 
politicians, scientists and other participants in the 2002 elite survey, is still 
not even half as well known amongst the US elite, even though he was in 
office for three years longer than the dictator at a time when every private 
household had a TV (see Figure 10.2).

Gerhard Schröder, who had just been re-elected as the German chancellor 
at the time of the survey, was only known to 12 percent of these Americans. 
It can be assumed of these Americans that, as politicians, they would want 
to negotiate contracts with the decision-makers in Europe, as managers 
discuss investments and scientists drive joint research projects. 

The 2002 survey, however, not only covered the American elite, but also 
people in Idaho, Iowa and Indianapolis. The figures were even worse there: 
nobody knew who Gerhard Schröder was and only 4 percent knew who Helmut 
Kohl was, though more than 40 percent still knew who Adolf Hitler was: 47 
years after his death. What could be the reason for this? Next to the surveys, 
Figure 10.2 also shows the continuous analysis data and which politicians 
were presented to the Americans on the prime-time news broadcasts of ABC, 
CBS and NBC. It goes without saying that the nation’s own representatives 
dominate, as is the case in every other country. However, the fact that not even 
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one report was devoted to the German Chancellor in the whole of 2002, helps 
neither German companies to be perceived as business partners in America, nor 
does it help the Americans. Whoever does not know one of the most important 
heads of government in the largest economic powers in the world has no 
chance five years before the collapse of Lehman Brothers, as, according to the 
“facts” given by one’s own TV service provider, it is assumed that money can 
only be earned on Wall Street. If Americans are not shown life in Frankfurt, 
Beijing or Tokyo, they will react and make decisions differently to people 
who know the alternatives. The objection could be raised that, because of the 
particular atrocities unleashed by the Nazi terror, the American perception of 
Germans could be justified even 50 years after the end of the Second World 
War because, ultimately, Adolf Hitler and his followers tyrannized more 
than just their own nation, and because the dictatorship only came to an end 
because people in other countries were prepared to fight against them – and 
paid an immeasurably high price for doing so. 

For this reason, using examples from other less parochial countries, 
the following illustrates that the lack of a media strategy also makes 
other countries the victims of their own stereotypes – with consequences 
for tourism, investment and often less favorable results when negotiating 
bilateral and multilateral contracts. Let us start with Italy (see Figure 10.3).

The picture of the leaning tower in Pisa hardly does justice to the image 
debacle under which the proud Republic of Italy has had to suffer for a 
long period of time. Silvio Berlusconi’s successor used the first State of 
the Nation address not only to commit his nation to the required austerity 
measures but also to present the solution to the dilemma. Mario Monti 
committed himself to improving his country’s image as it was clear that no 
investor would put his or her money anywhere between Milan and Palermo 
under a Berlusconian news flow and that a decline in the number of tourists 
would additionally weaken public revenue.

Within a short period of time, Monti succeeded in gaining the attention 
of the media worldwide for topics that were necessary to champion Italy – 
transparent budgeting and verifiable measures instead of judicial scandals, 
unclear budget promises and permanent involvement in sex scandals.

At the end of 2011, Italy was again on the world stage in the media 
seeking, together with its EU partners, to repay its huge debt, focusing 
on the essentials that had been paid off. As financial markets can also be 
influenced by reputation, Italy was able to obtain better conditions on the 
money market at the beginning of 2012 than was the case at the end of 2011. 
No economist would want to justify this based on the changed economic 
situation alone.

There is also the case of the supposed trigger for the euro crisis, Greece. 
Whoever thinks of Greece in 2011 and describes the images that are brought 
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to mind must ask the question as to whether the stone-throwing demonstrators 
are as representative as any idealized Greeks four years ago. With an overall 
share of 0.03 percent of the information broadcast being on Greece, an 
attentive follower of the US TV news had no chance of finding out before 
the crisis what the situation in the country really was. Of the 20 percent of 
information selected by ABC, CBS, FOX and NBC in the whole of 2009 
for events outside of the United States, only 0.03 percent related to events in 
Athens. Yet Americans were also extensively involved with Goldman Sachs 
in falsifying the figures years before until the country was allowed to satisfy 
the Maastricht criteria and thereby enter the euro zone. The heads of the 
Greek government were educated at Harvard and the majority of the Greek 
family clan had extensive trade relations with America. Reasons enough to 
keep one’s own population up to date more extensively instead of using the 
little space mostly for Iraq and Afghanistan where the news flow has not 
really changed so much as to warrant daily reports (see Figure 10.5).

In Europe the situation was only marginally better. European countries 
determined the evening prime time headlines when information was provided 
that was supposed to be important for taxpayers. The exorbitant debt in Athens 
hardly grabbed any attention in 2009 – although the facts were accessible, 
the people were left unaware of the problem on their continent. With a 1.5 
percent share in all the information on events abroad, the British, French, 
Italians, Spaniards and Germans were not able to form their own impression 
from the regular evening TV news. In this way, a cliché of Greece remained 
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in people’s minds until its bankruptcy that was quickly replaced by another 
within only one year of reporting it in 2010 (see Figure 10.6).

Greece’s bad image created in 2009 continued through 2011. Of course, 
not all Greeks defraud their own tax authorities, not all Greeks falsify budgets, 
not all Greeks retire at age 55, and, especially, not all Greek companies are 
bankrupt. In fact, it’s quite the contrary. The airport in Athens stands as a 
prime example worldwide for efficient and profitable management. To win 
over the international media after the 2010/11 debacle, to have the media not 
only report the scandals but also the successful examples is far more difficult 
if a continuous and diverse information flow had not been ensured earlier.

The third example is France. It was difficult to believe what one was 
seeing when opening the daily newspapers and following the TV news 
in summer 2011. Within just a few days, the image of the entire country 
changed. Whoever before had given savoir vivre the thumbs up and had 
marveled at not only the elegance of life in Paris, Bordeaux or Strasbourg, 
but also acknowledged its beauty, was thrown back into the Middle Ages 

Afghanistan 6%

Iraq 18%
China 12%

Greece 0.03%

Iraq China and Afghanistan occupied over a third of the available foreign coverage in
the US media – the next 16 countries around one quarter. For a country like Greece, a
share of 0.03% of foreign coverage means it is struggling to gain awareness.

Sources: CBS, ABC, Fox, NBC foreign reports.

Only 19 countries are above 1% of foreign coverage

FIGURE 10.5  Visibility of Greece in US TV news 2008



156 Roland Schatz

overnight. Thomas Hobbes identified the pattern of behavior before the 
Enlightenment with his famous “Homo homini lupu” (man is a wolf to 
[his fellow] man); and little seems to have changed in France, at least in 
the relationships between men and women, certainly for whoever believes 
the statements of French men and women in the media after the Strauss-
Kahn revelations. Within hours, the sex scandal of the IMF chief related 
not just to the goings-on in New York and his subsequent arrest, but the 
statements from his own environment in particular painted a picture of a 
sick society. Everyone seemed to know that not only this representative of 
the financial world had a major problem accepting the personal rights of 
another – in particular if this other person was a woman. The references to 
earlier presidents and similar patterns of behavior helped neither Strauss-
Kahn’s nor France’s reputation on the whole: under the glare of the global 
media spotlights it was made clear to everyone that the grand nation had a 
long way to go to shed its archaic understanding of man and woman. The 
various individual cases that always come up during scandals were less 
responsible for the French reputation debacle than the eloquent shoulder 

In Western Europe, foreign coverage occupies close to 40% of television news. This
means the chances are greater for countries to get on the agenda. In 2008 Greece
occupied around 1.5 % of this foreign coverage.

Source: Nearly 100,000 reports In French Swiss, Italian, Spanish, UK and German media.

Western Europe does slightly better

FIGURE 10.6  Visibility of Greece in European TV news 2008
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shrugging of the French opinion-leaders in politics, the economy and the 
media that were of the view that they were contributing to the acceptance of 
the country with an “it’s always been like that”. If positions are advertised 
in the future by the OECD in Paris, if the Sorbonne wants to attract foreign 
students to its undoubtedly excellent education, if Renault wants to increase 
its share of female management staff from abroad: the change in the image 
of France that took place in summer 2011 after the Strauss-Kahn scandal 
would have changed the willingness of people abroad to choose France as 
their home for their profession. If large countries such as Germany, Italy 
or France depend on the perception of people abroad, who time and again 
have the opportunity of adjusting their image through their politicians, 
companies and universities, what is the situation for smaller countries?

THE MEDIA PERIPHERY: AUSTRIA, BAHRAIN AND VIETNAM

Another European country, though a smaller one, Austria, developed 
into a strong economy in the 1990s; in particular since the beginning of 
the new millennium. The fall of the Berlin Wall in 1989 multiplied the 
relationships between western and eastern Europe, and Vienna skillfully 
used its geographical advantage. What worked well for the higher levels 
in the days of the emperors and kings was now replicated on all levels: 
universities, small, medium and large businesses, cultural sites, sport and 
tourism, all started to profit from the trips back and forth. But the global 
headlines were dominated by just one topic: the Kampusch abuse scandal. 
This overshadowed the perception of the Alpine republic in 2009 and 2010. 
Only the reporting on the European Football Championships had more 
coverage than the ongoing revelations of child abuse (see Figure 10.7).

When a second case of child abuse emerged in the aftermath, the cliché 
seemed to have been perfected: in Austria, committing criminal offences 
against one’s own children was “normal”. From a reputational point of view, 
this was a situation akin to the classical tragedy: every act makes things 
worse. But the topic cannot be suppressed – even just out of respect for the 
victim. It is also too late for comprehensive information, as neither the media 
nor society is prepared for such a discussion in the process. The well-known 
example of the Catholic Church demonstrates exactly how dramatic an effect 
silence around a misdeed has when hindsight is applied. The challenges are 
even greater for a country, as there is no direct institution that can be defined 
and there is no directly responsible family. Those involved in the legal system 
are chronically communicatively challenged. Further, statements by heads 
of governments quickly become meaningless as they can hardly contribute 
anything verifiably concrete apart from the usual expressions of concern. In 
such situations, one has no chance if media relations, in the best sense of the 
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word, have not been nurtured over a long period of time. Continuous dialog 
with journalists of one’s own country as well as the local correspondents at 
least helps to ensure better presentation of special topics. The creation of 
clichés can only be controlled once the media is also willing to present the 
incident as an individual case that does not seem to fit into the overall reality. 
Editors are only prepared to do this if they are continuously constructively 
supported in their work. This includes everything except sending press 
releases or emails. Examples include a personal telephone call that is 
associated with an invitation to an interview or feedback on written articles 
or TV reports. Whatever entity wants to be perceived as a country must first 
of all be prepared to perceive those that contribute to the reputation of the 
country: the journalists. Whoever does not know the interests and needs of 
the individual participants of a press conference does not need to wonder 
why there is nothing, or just a little, to read about the next day. 

The same applies to countries that are not from the same culture group. 
With respect to the movements for change in the MENA region, the Arab 
world was offered a unique opportunity for their diversity to be discovered 
beyond Islam and terror. But only a few have made use of the opportunity. 
The Bahrain example clearly demonstrates how even positive developments 
can have the opposite effect due to incorrect communication patterns.

The kingdom was the first country to decide 100 years ago to initiate 
changes itself and not wait. Long before the world became aware of 

FIGURE 10.7  Topic structure of Austria’s media coverage 2008–10
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Dubai, those responsible in Manama turned their island into a partner for 
international corporations. The king made sure that financial interests were 
taken into account and, unfazed by the global press, appointed women in its 
government, developed forms of democracy and created a climate of major 
change and respect between the various religious groups in his country. 
Compared to other countries in the Gulf region, Bahrain was also recognized 
accordingly in the media in the US, Europe and Africa (see Figure 10.8).

But these 100 years of change were eclipsed overnight by one decision: 
instead of continuing to seek dialog and welcoming and supporting the 
accelerated change in the region and in its own country at the beginning 
of 2011, the king allowed the hardliners free reign and requested military 
assistance to deal with the protest movement. Coverage of rolling tanks, 
wounded demonstrators and pending court decisions turned the image of 
this country, interested in dialog and development, into its very opposite.

How long do images last when one mentions words such as “Vietnam”, 
“Tiananmen Square” or “Bhopal”? Who would want to plan their holiday 
trip to those places? Who would even seriously consider investing in 
a manufacturing plant there? Vietnam, especially, has achieved much 
since 1975. Similarly to South Africa under Nelson Mandela, the Asians 
succeeded in treating the deep wounds in such a way that, although nobody 
could ignore the scars, they were not a stumbling block, either in their 
country or abroad. The postcards sent by people from Hanoi or Ho Chi 
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Minh City and many other cities to people in Boston, Miami or Chicago 
were not part of a PR campaign, but addressed the deepest desires of the 
Vietnamese: they wanted to continue to have a relationship with those they 
had waged war against. While the images of the napalm victims dominated 
the perspectives in Europe and the United States, the Vietnamese also 
tried to see the other side. Decisions made personally when assimilating 
experiences were revised time and again. In the meantime, the country is 
now one of the so-called “Next 11” (one of the nations from which the 
global economy not only expects the greatest growth in the next few years 
but also a better balance of economic powers). Because, in times when 
the whole world is aware that the US only has a 20.4 percent share in 
the global economy – compared to Europe with just under 25 percent – 
alternatives are needed once individual drivers lose their force.

However, Vietnam is not yet visible in the prime time news outside 
of Asia, so it lacks coverage on its economy, science, sport and politics. 
Though it is clearly below the perception threshold, Vietnam must continue 
to fight for recognition of its achievements to date (see Figure 10.9).
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WHAT CAN WE DO?

Reputation follows facts – this doesn’t change. So, what are the opportunities 
for countries that are reduced to clichés? Contrary to many advertising 
myths, no image can develop against reality in the medium term, let alone 
the long term. Whoever thinks that they don’t need to do their homework 
will, time and again, fail. This will be made painfully clear to the Greeks 
in 2012: for three years they have been promising to develop a functioning 
tax authority. But there were too many promises and not enough action. 
Correspondingly, the number of those no longer prepared to help the Greeks 
out of their problem has increased. The Americans, who remain the largest 
environmental polluters, and in 2008 contributed to the destruction of 
financial assets, will experience something similar. In 2012, the people in 
America, but too few outside the United States, know what Goldman Sachs, 
Citibank and others did to prevent a repeat of their misconduct. Violations 
against the applicable law of the Securities Exchange Commission (SEC), 
the state supervisory authority, remain punishable with monetary fines, 
but repeat offenders are not really spurred on effectively to change their 
behavior. After all, monetary fines are not paid by the top managers, but by 
their customers and shareholders, if not the taxpayer in the case of a bailout. 

At the height of the anti-American sentiment after the 9/11 terror 
attacks and the subsequent war in Iraq and Afghanistan, a group met in 
Washington that wanted (and had) to fight against the stigma. Under the 
banner “Business for Diplomatic Action”, alternative ambassadors were 
sought that could give America a different image on the other continents 
than the ugly one painted by the media of George W. Bush, in particular in 
Europe. The pressure was immense: young Americans were forced to put 
the Canadian flag on their backpacks when travelling so as not to be drawn 
into discussions about the actions of their government at every turn. In New 
York and elsewhere in the US, hotels felt a declining interest for holding 
important conferences in the country. 

The initiators were invited by the State Department to find more 
ambassadors, although it had always been an American tradition to choose 
not only career diplomats as ambassadors but deserving personalities from 
finance and other areas of US society. Even if the posts were given in 
accordance with the amount of monetary donation provided to the winning 
president during his election campaign, there is hardly another country 
that has so many well-known ambassadors that know how to make their 
country look good in the eyes of the public of the host country and beyond. 
Nevertheless, in 2004 it appeared to be necessary to send new faces to break 
the monotony of the perception of America as an imperial power lusting for 
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war. Representatives from other political spectra were considered as it was 
clear to all that the deep split between America and the rest of the world 
was no longer a question of a membership book. The 1997 Kyoto Protocol 
received as little attention under Bill Clinton as it did under his successors. 

The diversity of American society should be expressed by the selection 
of the additional “ambassadors”: representatives of the best universities, 
various industries, etc. Everything that could help the country out of its 
difficult communication spot was welcome and reduced to a reaction to the 
terror attacks, in particular in the media, subsequent to political decisions. 
But, what starts as a good idea so often ends in everyday politics: those 
responsible in the State Department could not hold sway against the 
interests of the White House and the whole project ended before it could 
truly reveal its media power despite all the good will.

Even if this project was not implemented, it still remains a good approach, 
the idea of which has now been taken up by other countries. What is still 
missing to achieve success is the obligation to hold sustainable dialog with the 
various media in the defined target regions. Simply agreeing to advertising 
campaigns has long not been enough as people doubt the images and 
content of the TV news and even more so the paid advertisement broadcast 
before or after – the very spot that is supposed to prove the opposite. Even 
Henry Ford did not know which dollar from his massive advertising budget 
would be effective and motivate people to buy his cars and which dollar 
was wasted money. In 2012, advertising agencies still can’t give the Henry 
Fords of today a better answer. Nevertheless, nine out of ten measures for 
improving the image of countries end in the simple decision to launch 
another advertising campaign, without checking its potential effectiveness. 

Correctly understood, the Business for Diplomatic Action concept means 
that CEOs, scientists, sportspeople, etc., in addition to exciting projects, 
obligate themselves to a clearly defined minimum number of interviews 
and guest contributions that they give in the key media in selected target 
countries to actually inform people of the projects. And, similarly to the 
aid services provided in response to disasters, there must be objective 
assessments to find out whether the announcements were followed up with 
relevant deeds. Just as it does nothing for Germany’s reputation to make 
big promises of monetary donations after every tsunami or earthquake and 
then only actually provide 6 percent of the promised funds, a Business for 
Diplomatic Action concept can only succeed if all participants actually 
appear in the daily newspapers, weekly magazines and TV news as agreed 
and with the relevant topics. Which country then succeeds in breaking 
through the perception threshold in the relevant target markets can be seen 
from the increase in its foreign direct investments, the tourists and students 
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lining up for first registration at the country’s universities and the earnings 
that can be generated through this concept. 

In conclusion, the example of “Made in Germany” illustrates how a change 
in reputation is possible – and how important it is to maintain it sustainably 
instead of resting on one’s laurels after tasting the first fruits of success. 
The Made in Germany label is known to people on all continents and helps 
companies from the Federal Republic not only to sell their products, but also 
to obtain a higher price. The reason for this is that the quality is right and that 
the products manufactured between Garmisch-Partenkirchen and Flensburg 
last longer than other products that consumers could buy. But the promise of 
quality radiates beyond the products to include service around the products 
as well: people can rely on the advice being correct and on time. For a long 
time now not just companies have benefited from this reputation, but also 
scientists and sportspeople – even politicians. But who knows the history of 
Made in Germany? The label was invented by the British after the Second 
World War, but not with the objective of helping the Germans get back on 
their feet as quickly as possible after their defeat. In fact, it was quite the 
contrary. As under apartheid, German companies were forced to stick this 
label onto their products so that everyone outside of Germany could be 
warned because everything that was manufactured in Germany after 1945 
appeared to be of lower quality. But, as it so often happens in history, when 
winners believe that they have to stigmatize those they have conquered, the 
label had the opposite effect to that intended by the British. Customers were 
rarely scared off. Even more importantly, the German entrepreneurs (there 
were no managers at that time yet) felt they were honour-bound to do their 
best. The rest is history. But what happened in 2011? The EU attempted to 
steal the label from German companies if these companies could not prove 
that the product was mainly produced in the Federal Republic. This was 
an unusual understanding of globalization and externalization of success: 
why shouldn’t the people in Asia, Africa or any other continent benefit if 
they can produce something on behalf of an engineer in Munich at the same 
quality as the people in Munich? This latest proposal from Brussels is likely 
to lead to a further reputation loss for the EU authorities. 
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CHAPTER 11

Do National Green Reputations 
Matter? The Global Green Economy 
Index and Implications for 
Stakeholders in the Green Economy
Jeremy Tamanini

As the field of nation branding and country reputation management evolves, 
so do the tools available to country brand managers for measuring and eval-
uating the success, or lack thereof, of their strategic and tactical efforts. Up 
to this point, measurement frameworks employed different methodologies 
to look at generalized conceptions of country “brands” or “reputations”. 
In this chapter I introduce the point of view, methodology and results 
related to the Global Green Economy Index (GGEI), a specialized product 
designed to assess both the perceptions and performance of 27 national 
green economies. I will argue that green reputations are an increasingly 
important factor defining overall country brands and, as a result, national 
and city leaders face a growing incentive to improve upon or consolidate 
their “green” reputations.

EXISTING INDICES AND UNDERLYING METHODOLOGIES

As country reputation management functions became more institutional-
ized within government agencies and bureaucracies, various methods for 
measuring these efforts emerged. In addition to providing metrics through 
which country-level managers can assess their efforts, these varied reports 
serve as a valuable tool for convincing laggard nations that their country 
brand is underperforming relative to their national peers. Furthermore, 
these different indices provide increased substance about the field of nation 
branding to various stakeholders in a synthesized format, indirectly bolster-
ing the interest in and legitimacy of this field.

F.M. Go et al. (eds.), International Place Branding Yearbook 2012
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Established in 2005, the Anholt-GfK Roper Nation Brands Index repre-
sents the most comprehensive and wide-reaching tool for countries to meas-
ure and monitor their national brand. Measuring approximately 50 nations, 
the index encompasses the quality and power of each country’s brand 
image by combining the following six dimensions: exports, governance, 
culture and heritage, people, tourism, and investment and immigration. The 
resulting brand hexagon produces a visual rendering of the country’s brand 
score and communicates how each of the six dimensions impacts on this 
overall score. Because these scores are composed of online interviews with 
citizens in 20 countries around the world, the index can provide both broad 
and narrow insights into country reputations. The broad view would look 
generally at the brand hexagon in comparison to other countries and isolate 
dimensions where these peer nations are outperforming. A more narrow 
view would analyze how specific countries ranked the nation across these 
six dimensions and adapt strategy and planning accordingly.

Also established in 2005, the FutureBrand Country Brand Index (CBI) is 
an annual ranking based on a quantitative research study with about 3,400 
international business and leisure travelers. The study includes citizens 
from 13 countries, whose responses are complemented by qualitative focus 
groups in around 14 major metropolitan areas. The results are then tabu-
lated into an overall country brand score in the following areas: awareness, 
familiarity, associations, preference, consideration, decision/visitation and 
advocacy. While the online interviews underlying these rankings are simi-
lar to the Anholt GfK Roper Nation Brands Index, the corresponding focus 
groups suggest that the CBI methodology may produce more qualitative 
insights for nations into why their country scored a certain way, particu-
larly in the nations where the 14 cities targeted for these focus groups are 
located.

In 2008, the East West Nation Brand Index was introduced with an 
entirely different methodology for measuring generalized conceptions of 
nation “brands”. This index is based on analyzing millions of mentions of 
countries in news articles on a quarterly basis. The basis for this effort is 
a proprietary text analysis system whereby positive and negative country 
mentions, in addition to the “strength” of these mentions, can be cataloged. 
The underlying philosophy here is that media drives perceptions and the 
truest way to pinpoint these insights is through a system for organizing the 
myriad country references in widely read international media outlets. 

In early 2010, the Reputation Institute launched Country RepTrak, 
employing survey interviews and follow-up fieldwork to evaluate the atti-
tudes of G8 citizens about 39 countries included in the report. Referencing 
earlier tools and systems for measuring reputations developed through the 
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Reputation Institute, Country RepTrak joins a growing list of tools through 
which national stakeholders can analyze and track their global reputations. 
As these indices proliferate, and others like them emerge in the future, 
nations will benefit from their diverse methodological approaches. Not 
only is it worthwhile to compare national performance across these differ-
ent indices, but there is also value in monitoring changes over time within 
each one. National progress when measured using one methodology may 
not be realized consistently across these different surveys. Understanding 
the reasons behind these differences offers country brand managers future 
opportunities to adjust and refine their strategic and tactical efforts accord-
ing to a diverse sampling of data-collection methods.

MACRO-TRENDS IN THE GREEN ECONOMY

Climate change and global efforts to combat its negative impacts through 
binding international treaties and domestic policy mechanisms persist as an 
urgent and volatile topic in every country around the globe. Stakeholders 
across the political and economic spectrum stand to gain or lose depend-
ing on efforts pursued by national leaders and institutions, meaning that 
national behavior in this context carries significant risks and rewards for 
broader country reputations.

Adding to the volatility of this topic, citizens, corporations, cities and 
countries have always had a complicated and nuanced relationship to all 
things “green”, in part because there is no common, shared understand-
ing of what constitutes “green” in the first place. A color once associ-
ated with environmentalism has morphed into the political realm (e.g. the 
green party), commercial spaces (e.g. green products), places (e.g. green 
city) and more generalized conceptions (e.g. green brands, green market-
ing). Similar ambiguity surrounds the precise definition and parameters of 
a “green economy” today. According to the United Nations Environment 
Programme, a green economy is “an economy or economic development 
model based on sustainable development and a knowledge of ecological 
economics”. In more specific terms, a green economy is often defined by 
six main sectors: renewable energy, green buildings, clean transportation, 
water management, waste management and land management. 

As these definitions become more formalized, public and private actors 
should be more assertive in defining their relationship to the green economy. 
Once marginalized to niche “green” parties, some mainstream politicians 
now address issues of climate change, carbon emissions and green growth 
with a similar emphasis to other national and global policy issues. With 
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global new investment in renewable energy passing $200 billion in 2010, 
leaders promote policies tied to green job growth and private sector devel-
opment through new firms and existing supply chains. Large economies 
with high contributions to greenhouse gas emissions like the United States, 
EU and China better articulate their positions in the context of international 
climate negotiations. And as the global population becomes increasingly 
urban, city mayors are building smarter infrastructure systems and green 
buildings. The global green economy will only grow in importance in the 
years ahead and government leadership will face increased pressure from 
their constituents and the global community to articulate an honest and 
responsible position within it.

METHODOLOGY

Accepting the trend that national and city actors will face increasing scru-
tiny around their role in the global green economy, the creation of the GGEI 
started with a question: what are the most important areas where government 
actors have impact that also inform a country’s green reputation? Through a 
series of meetings with an advisory board of practitioners with active roles 
in the area of climate change policy, cleantech investment and academia, 
the working group decided on the following four dimensions: leadership, 
domestic policies, cleantech investment vitality and green  tourism.

Leadership is important because of the extensive news coverage lavished 
on national leaders who have taken a strong position for or against “green” 
issues and the way in which leadership and national figureheads appear to 
exert a strong influence on country reputations more generally. The leader-
ship performance index measures the head of state’s commitment to green 
issues, national media penetration, actions through international forums 
like the United Nations and the extent to which sustainability is embedded 
in development aid.

Domestic policies matter for two main reasons. The first is that, due to 
the nascent character of this field, government policy will play a central 
role in defining the parameters of this market and shaping incentives for 
new industries to flourish and the consumer subsidies to further their adop-
tion. Second, governments who succeed in getting these domestic policies 
“right” would likely be rewarded as first-movers and receive positive rec-
ognition for it. The policy performance index measures the level of renew-
able energy contribution in a country, its national success at adopting and 
implementing best-practice clean energy policies and trending related to 
greenhouse gas emission reduction.
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Cleantech investment is an important complement to domestic policies. 
If a national market was viewed as attractive from an investment point of 
view, it might validate the efforts already pursued by national leaders, both 
through policy and their leadership on the international stage. Also, nations 
viewed as vital investment targets for cleantech will likely observe a “mul-
tiplier effect” over time as the infusion of this capital will highlight new 
green industries in the country and positively support  its green reputation. 
The cleantech performance index measures weighted cleantech investment 
volume, sector vitality and the strength of national institutions in promot-
ing cleantech as an investment or export sector.

Finally, green tourism is included to acknowledge the significant contribu-
tion made by national tourism bodies to country promotion and the fact that 
all outsiders experience a country as tourists of some kind, be it business or 
leisure, and as a result this dimension would impact on a country’s green 
reputation. Furthermore, visitors to a country tend to interact with national 
infrastructure such as transportation and hotels where opportunities exist to 
promote sustainability and influence outsider’s opinions about a country’s 
commitment to it. The green tourism performance index measures environ-
mental tourism competitiveness, national green tourism accreditation schemes 
and the strength of national institutions promoting sustainable tourism.

The GGEI measures both the perceptions and performance of national 
green economies along these four dimensions. The perception data are 
based on an annual survey sent to non-governmental practitioners working 
in the green economy globally. In the spring of each year, a new survey is 
distributed online to a predefined target list of individuals with demonstrated 
experience in the realms of climate change policy, cleantech financing and 
entrepreneurship, academia, and international marketing and communica-
tions. The final survey results are presented to small focus groups to add 
further meaning to them.

The index portion of the product measures national green perform-
ance on the same four dimensions (leadership, domestic policy, cleantech 
investment and green tourism) as defined by 37 quantitative and qualita-
tive indicators. These indicators draw upon secondary data sources in the 
marketplace in addition to qualitative assessments of government efforts or 
bodies linked to their activities in the global green economy. As an exam-
ple, a quantitative indicator would be the cleantech investment volume in 
a country over a given year, while a qualitative indicator would be a scor-
ing of the strength of investment facilitation bodies in promoting cleantech 
investment internationally.

The 2011 wave of this product tracked 27 countries representing over 90 
percent of the global green economy today. They are Argentina, Australia, 
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Brazil, Canada, China, Denmark, Finland, France, Germany, Iceland, India, 
Indonesia, Israel, Italy, Japan, Mexico, the Netherlands, New Zealand, 
Norway, South Africa, South Korea, Spain, Sweden, Turkey, the United 
Arab Emirates, the United Kingdom and the United States. This country 
list represents nations with a somewhat developed green economy relative 
to the rest of the world, and this same list appears in other studies, allowing 
comparison of these results with other reports, highlighting similarities and 
differences.

SELECTION OF RESPONDENTS

The targeted nature of the survey’s respondents was deliberate. Generally 
speaking, it would be difficult today to conduct a mass survey about national 
green reputations. Recently similar studies have been conducted measuring 
consumer perceptions of commercial “green” products. These surveys often 
focus on the pricing dimension and issues related to the commonly held 
perception that green products are more expensive, or deliberately priced 
higher to garner greater margins to producers. Mass opinions on this issue 
range from uninformed to passionately supportive or antagonistic. Because 
of the aforementioned diversity about what being “green” in the commer-
cial or national realm even means, the survey is targeted to qualified prac-
titioners familiar with the nuance of leadership, policy- making, cleantech 
investment and tourism in the green economy.

In another sense, the targeted approach to this survey and the experts 
selected to participate is rooted in the point of view many marketers take 
that resources should be concentrated on “influencer” groups who dispro-
portionately shape overall conversations about brands and other topics. 
Facing limited resources, proponents of this approach would argue that 
budgets are most effectively allocated to segments of individuals who tend 
to shape information and perceptions among peer groups. This approach is 
even more relevant in the internet age where social media and the ability to 
establish “one to many” conversations make these influencers all the more 
important.

In the context of this project, influencers are assumed to be individu-
als affiliated with the organizations and media entities that define and dis-
seminate opinions and assessments of green issues and how nations interact 
with them. Efforts were also made to capture feedback from members of 
active social networking groups dedicated to cleantech, sustainability and 
other related areas. By focusing on these online communities, the report 
captured sentiments and perceptions from the people most likely to shape 
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future conversations about national green reputations. The 2011 GGEI real-
ized around 700 responses from an internal database of global green econ-
omy practitioners.

RESULTS FOR 2011

The survey and subsequent focus groups revealed both intuitive and some 
surprising results related to both the perceptions and performance of these 
27 national green economies. Generally speaking, a block of northern 
European nations – anchored by Germany, Denmark and Sweden – have 
the strongest aggregate green reputations. More surprisingly, the United 
States and China both have strong perceived green reputations as well, in 
large part due to their strong performance on the investment dimension 
of the survey and to a lesser extent their domestic policies. However, the 
United States and China do not rank as well when considering the perform-
ance index results, while Germany, Denmark and Sweden maintain their 
top positions, joined by New Zealand and Iceland, two smaller economies 
lacking similar recognition in our expert survey.

More specifically, the four categories of measurement revealed action-
able results for nations in a variety of ways, mostly where perceptions fell 
short of performance, suggesting value in better communications of national 
merits. In terms of leadership, Germany, Denmark and Sweden continue 
to dominate the perception side of the GGEI, while nations hosting the 
annual UN Conference of Parties (COP) summit (i.e. Denmark, Mexico 
and South Africa) make stronger showings on the performance side. The 
strong performance of nations like South Africa, Brazil and Mexico, com-
pared to their much weaker recognition from our perception survey, sug-
gests a gap where better communications of national leadership efforts may 
be  justified.

On the policy dimension, experts continue to credit a block of north-
ern European nations with having the best policy frameworks in place to 
promote renewable energy, sustainable development and emissions reduc-
tions domestically; China and the United States to a lesser extent are also 
recognized here. In terms of performance, nations with concrete success at 
furthering renewable energy use or reducing emissions perform the best, 
with nations like Norway and Iceland with high hydropower or geother-
mal energy portfolios leading the rankings. As the reporting on the 2011 
COP17 conference in Durban, South Africa illustrates, rhetoric and reality 
are two very different things when it comes to green policy and measuring 
actual results – as opposed to nonbinding targets or goals – renders a more 
complete picture of national policy performance.
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The investment dimension revealed how much market size and econo-
mies of scale continue to influence how experts evaluate cleantech invest-
ment opportunities and market vitality. Large economies like China, the 
United States and Germany lead the survey results for this category by 
wide margins. Yet interestingly, our performance index revealed a different 
story where, again, Germany, Denmark and Sweden topped the rankings. 
In considering investment flows as weighed by GDP, the vitality of clean-
tech markets in each country and a qualitative ranking of national efforts 
to facilitate cleantech investment these northern European nations again 
prove to be the most vital green economies, despite offering smaller overall 
domestic markets as compared to China or the United States.

In the realm of green tourism, New Zealand emerged as the undisputed 
leader on both the perception and performance side of the GGEI. There 
shouldn’t be anything too surprising about this result. New Zealand invested 
heavily in its 100 percent “Pure” tourism campaign for the past decade and, 
while green tourism wasn’t necessarily the central element of this effort, the 
imagery and depiction of the country as offering various natural options for 
visiting obviously made an impact. Furthermore, New Zealand has one of 
the more developed accreditation systems for recognizing hotels and tour-
ism operators that adhere to government endorsed codes of sustainability 
and environmental responsibility, a standard lacking in the majority of the 
27 nations measured by the index.

The 2011 wave of this product did measure the main urban area in each 
of the 27 nations surveyed. The survey asked respondents to select the city 
most linked to green leadership and sustainable development. The resulting 
top five cities were Copenhagen, Stockholm, Amsterdam, Oslo and Berlin. 
The 2011 GGEI did not produce a city index to measure performance of 
these same cities but the 2012 product, in coordination with emerging ana-
lytic tools like the Siemens Green City Index, will feature both a perception 
and performance measurement for green cities.

MANAGING GREEN REPUTATIONS

As nations and cities become increasingly strategic about green reputation 
management, how should these efforts be coordinated and what exam-
ples do we have of initiatives already underway? Denmark’s focus on its 
national green brand took a step forward with the establishment in 2008 
of State of Green, designed to strengthen awareness of the solutions and 
competencies of Danish business and industry within energy, climate and 
the environment. South Korea’s former Prime Minister Dr Han Seung-soo 
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founded the Global Green Growth Institute (2010) to integrate economic 
growth and environmental sustainability through models of green growth 
furthered by public–private partnerships. New Zealand continues to articu-
late its 100 percent “Pure” brand through extensions like “Pure Advantage” 
that engage citizens and social media with advancing the country’s green 
brand. And the C40 Cities Climate Leadership Group (2005), a network of 
large and engaged cities from around the world committed to implement-
ing meaningful and sustainable climate-related actions locally, continues to 
highlight and coordinate green city branding.

As these examples illustrate, there is unlikely to be one model for coun-
tries to follow in the event that national green reputations become a prior-
ity and resources exist to “brand” a place along the lines of green growth 
and sustainability. The GGEI shows that however nascent, the global green 
economy is very complex and reputations within it are defined by a mul-
titude of factors. The type of political system in place, domestic public 
opinion, pre-existing energy portfolios or natural resources, market size 
and overall investment flows, and other local regulations and constituencies 
vary significantly across the 27 nations currently covered by the GGEI. One 
size does not fit all, and green reputation management relies upon clearly 
articulating a broader national strategy related to green growth.

Nations currently dominating the global green economy face the addi-
tional challenge of maintaining their leadership as their green economies 
become more mature, or powerhouse markets like the United States and 
China begin to catch up in a more meaningful way. The northern European 
nations currently dominating the GGEI will be challenged to maintain dis-
tinct positions. Those countries with low perception values relative to their 
performance – nations like New Zealand, Israel, South Korea, Brazil and 
Mexico – have a lot to gain by focusing more on bolstering their green 
reputation through strategic communications. 

For nations and cities working to deal with these challenges, here are 
some broad questions to consider:

1. What is the green strategy of your nation or city? Who are the industries, 
leaders and other stakeholders most central to executing this strategy? 
What relationship does your national green reputation have to the larger 
country brand or how do efforts based in city government relate to larger 
national ones?

2. How does your national or city green strategy compare to other coun-
tries, particularly those in your immediate geographic neighborhood? 
How will the character of your national or urban green reputation be 
distinct?
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3. Who will be tasked with managing and promoting this green identity? 
How will they encompass diverse expertise about policy, investment and 
tourism and gain support from domestic constituencies? How will city 
and national stakeholders be coordinated?

4. What is the plan for communicating this green identity and associated 
green strategy? How do leaders in government and business project the 
position in breakthrough ways in coordination with a budget-sensitive 
communications plan?

CONCLUSION

As the field of national reputation management grows and these efforts are 
understood in a systematic way, nations will begin to define themselves 
with increased specificity in line with the influences of their domestic con-
stituents and the international markets most important to them. While the 
green dimension of reputation is but one more specific realm to focus on, 
it is particularly salient today due to the pace at which citizens and the 
international community appear to be emphasizing its importance. Nations 
and cities that lay the groundwork today for intelligent green strategies 
and develop branding and communications plans to support them will be 
rewarded with recognition, investment and increased tourism. Countries 
already viewed as first-movers in this realm must consolidate their posi-
tions further in the coming years, defining more narrowly what makes their 
green brand distinct and the value it provides to the global community at 
large. 
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CHAPTER 12

Branding Brazilian Slums through 
“Freeware” Cultural Production: 
The Case of Rio de Janeiro 
Antonio Paolo Russo

Large cities in Latin America may well have been the cradle of post-
 colonial national societies, but at least since the beginning of the 20th 
century they have also concentrated the direst effects of uneven devel-
opment, becoming the living image of democratic deficit (De Oliveira 
and Roberts 1996; Hoffmann and Centeno 2003; Davis 2006). The pro-
gressive concentration of “urban problems” in those areas also meant 
that the crisis of the 1990s has hit these areas hardest, accelerating their 
decline and inducing in some cases a reaction by progressive city govern-
ments who started to elaborate strategies for revitalization and regenera-
tion, though, for the most part, these projects remained on paper or gave 
results below expectations (see Sosa 2010, for the case of Buenos Aires; 
Segre 2004, for the case of Rio de Janeiro; and Alves 2008, for case of 
São Paulo).

The recent turn in Latin American politics coincides with a watershed 
period in which the largest Latin American countries, mostly untouched by 
the global financial crisis, are growing at “tiger” pace. Brazil had one of the 
fastest growing economies throughout the 2000s decade, touching yearly 
rates of 8 percent; Argentina seems to be finally recovering from the debt 
and inflation problems that plunged the country into a deep social crisis by 
the mid-1990s and is now following on Brazil’s steps; and Colombia, on 
the way to improving its image as a safe investment location, has boosted 
its exports of primary resources to levels unseen in this century. Cities like 
São Paulo, Buenos Aires, Medellin, Porto Alegre and Santiago are not only 
and not anymore the culmination and gateways of national industrial sys-
tems, but are rapidly diversifying their economies and accomplishing their 
own ways of transition to post-Fordism. 

F.M. Go et al. (eds.), International Place Branding Yearbook 2012
© Palgrave Macmillan, a division of Macmillan Publishers Limited 2013
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In this favorable context, cities are bound to regain a new type of central-
ity, in different forms from the postcolonial epoch and in a different rela-
tion with the rest of the world than in the past, similarly to what happened 
in many other European and North American cities in the last decades. 
This change, of which evident signs are already tangible, has potentially 
profound social implications and is stirring the debate around claims for a 
more just urban society. Social movements with the most intense relations 
with local and national politics are pre-eminently urban and are very active 
in claiming their “right to the city”: the most evident aspects of transition to 
a post-Fordist economy take place in cities, which concentrate the creative 
workforce that sustains such economic change. 

Tourism development is hardly alien to those transformations, and may 
even have a positive role in accompanying the process of transition and 
regeneration of Latin American cities: either for making them open, appre-
ciated and loved to the world, and so triggering new “bilateral” global 
connections, or because much emphasis is given in official discourses by 
regional governments and international organizations to tourism develop-
ment as a “greening”, “including”, “pacifying” strategy that promises to 
exert profound effects on the urban reality. 

This chapter explores a specific angle of this broad issue, specifically the 
way in which sectors of the Latin America urban communities that identify 
with their degraded living settlements – the slums or favelas – are negotiat-
ing their legitimacy and inclusion as urban stakeholders through a powerful 
branding of their creative expression. They do so by adopting a new dis-
course by which the products of creativity, such as popular art, new media 
and events, are freely produced and consumed by anybody and distributed 
globally, thus sidestepping the cultural boundaries erected throughout the 
modern period by the “white” bourgeoisie and their institutional media, and 
fully embracing a post-Fordist paradigm of acquiring information, recod-
ing and sharing it, but from a grassroots perspective. 

These creative products have the potential to reconnect favelas to urban 
development, for instance through tourism, which is increasingly pursu-
ing breaks with such creative landscapes, or through the cultural indus-
tries, which may come to integrate them horizontally, achieving multiple 
objectives, such as inclusion and emancipation, a genuine “sanitization” of 
slum areas, and a new brand for Latin America as one containing smart and 
sustainable places based on the recognition and valorization of difference. 
These insights are based on field research conducted by me in 2010 in Rio 
de Janeiro, one of the most emblematic places of this “cultural shift” in 
development politics. 
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RIO DE JANEIRO: THE WORLD OF FAVELAS VS THE 
CORPORATE TOURIST CITY

The city of Rio de Janeiro is home to approximately 6,100,000 inhabitants. 
As such, it is the second city of Brazil after São Paulo, the third largest in 
Latin America and among the world’s ten largest cities. Its metropolitan 
area, including 19 municipalities in the Fluminense region, contains more 
than 11 million people, ranking it twenty-first in the world. It is the capital 
of the Rio de Janeiro State, and has been the capital of Brazil from 1822 to 
1960.

In the early 20th century, Rio was assuming the traits of a world city, 
where the taste for high culture and fashion (absorbed from Europe) 
fused with the rich popular culture of the former African slaves and the 
descendants of the Portuguese into a kaleidoscopic environment, involving 
designed streetscapes and manicured natural areas, important theater and 
musical productions, and a vivid intellectual scene, side by side with the 
frantic rhythms of samba and a penchant for street life. This unique cultural 
landscape1 caught the attention of the world elites and nurtured an imagery 
that contributes to this date to affirm Rio as a “world brand” and an exotic 
tourist destination. 

In the last 30 years many manufacturers have moved to regions with bet-
ter access to the market and labor conditions. Besides, key administrative 
functions were lost out to Brasilía when the capital moved there 50 years 
ago, breaking down a large part of the “bureaucracy economy” of the city. 
The end of a 20–year military regime in the mid-1970s put added pressure 
for economic recovery, but Rio has been lagging behind in the development 
of advanced services to replace traditional functions, widely overcome by 
São Paulo as a “global city” well positioned within the web of the knowl-
edge economy. 

The problems of urban violence contributed significantly to the decline 
of Rio’s allure, reflecting an objective escalation of criminality which 
occurred in the 1990s and early 2000s, but also an increasing preoccupation 
of the middle classes for their personal security, and possibly the mount-
ing pressure by capital and “power coalitions” to eradicate the problem 
altogether through the forced removal of favelas. In fact, as violent crime 
rates have wavered over recent years, the space they occupy in the media 
seems to be constantly on the rise. This general feeling of unsafety contrib-
uted to chasing away visitors and international investors, and aligned Rio 
with other Latin American cities in the trend toward the suburbanization 
and fencing of middle-class livelihoods, eroding substantially the “carioca” 
traditional lifestyle based on mixedness and street-life.
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However, in the last decade things started to change: as Brazil is on the 
verge of joining the club of the world’s economic powerhouses, things 
for Rio look even rosier. New ambitious projects that should reinforce the 
economic outlook of the city have been recently presented, channeling the 
equivalent of some $80 billion of private investments into the state econ-
omy (more than half of it in the petrochemical complex) in the 2010–12 
period. Only a small part of this investment ($3 billion) will fall on the 
city proper, but it still represents an important lever for the transforma-
tion of the economy and for urban development, like the urbanization of 
favelas. 

Tourism is already strong of Rio, but in spite of its natural and cultural 
assets, already attracting 2.7 million arrivals into the city, it is the oncom-
ing sports mega-events of 2014 (the soccer World Cup, whose final will 
be played in Rio, and whose headquarters will be based there) and 2016 
(Olympics) that promise to represent key turning points for the city econ-
omy, for which the successful organization of the Pan American Games of 
2007 has produced a demonstrable effect.2 These events are also expected to 
achieve a “scale jump” in the international positioning of Rio and enhance 
its far-from-good transport and accommodation infrastructure with a new 
airport terminal and an extension of the underground rail network. 

Another important grand projet is the renovation of the port area which 
connects the downtown of Rio with its northern shore. This could be con-
sidered the realization of the strategic plan “Porto Maravilha” endorsed at 
the beginning of the 2000s, based on an in-depth analysis of Rio’s weak-
nesses and opportunities in the face of global changes. The plan was 
designed to create a fresh city brand for Rio, involving the renovation of its 
waterfront, to be refurbished and partly reconstructed around an “edutain-
ment” complex. The present alignment of political orientations at all three 
governance levels (national, state and city) has finally given way to the first 
lot of works, counting on a $1.7 billion financial backup from the federal 
government, and including all sorts of iconic “cultural” facilities such as 
a poly-functional building by “starchitect” Santiago Calatrava, high qual-
ity apartments, tourist and commercial facilities as well as social housing 
projects and education and research facilities.

It is nevertheless today acknowledged that progression in the construc-
tion of a more solid, “global” economic outlook cannot proceed separate to 
the solution of the city’s dire social problems (Urani 2008), although there 
is still a strong debate on whether the ongoing “corporatization” of the city 
should come first and be a lever for the reduction of poverty, or whether the 
latter issue should be given priority over boosterist development on ethical 
as well as sustainability grounds. 
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The first signs of real progress in the reduction of poverty and crime – 
arguably the result of successful federal policies in the social and  cultural 
fields – have led politicians, private parties and civic organizations to express 
a consensus that something may finally change for the better. Favelas have 
ceased to be considered illegal settlements, as specifically written down in 
the 1988 Constitution, and most of them by now have become established 
neighborhoods with basic city services, though still concentrating dire pov-
erty and social problems.

A more critical appraisal of recent developments suggests that the goal of 
a more just society may be not so rapidly attained, as processes of eviction 
of the slummed population are currently intensifying under the pressure of 
the corporate agenda, echoed louder than ever by the media. 

However, we may be witnessing a new phenomenon altogether, rather 
than a mere amelioration of the living conditions of the worse-off. Award-
winning feature movies like the 2002 Cidade de Deus (director F. Meirelles) 
and the 2007 Tropa de Elite (J. Padilha) gave global projection to the prob-
lems of slums, urban violence, drug wars and class divisions, raising an 
awareness which is opening the discursive field to first-person accounts 
of slummed lives and legitimizing the antagonistic stances of favela-based 
social movements. This is also contributing to the development of niche 
forms of tourism which is interested in allowing people a closer look at what 
is happening in the “interstices” of the corporate city. Some favelas have 
even started to get equipped to welcome (and in some cases already accom-
modate) tourists, a radical turn for places that were the epitome of no-go 
areas for tourists and middle-class residents until very recently. In this way, 
favelas – and especially their human and cultural landscape – are changing 
into something of a new brand for a more cohesive Rio de Janeiro, which 
is contested but intriguing. In the next section I will analyze the process by 
which this brand is being constructed “from the bottom”. 

THE CULTURAL LANDSCAPE OF FAVELAS: BRANDING 
THE FREEWARE

In the favorable context described above, efforts to brand Rio de Janeiro as 
a global destination and a “growing” city are intensifying. This also con-
tributes to valorizing the city’s exceptional urban landscape. One way this is 
being done is the “boosterist” refurbishment of its urban infrastructure, and 
especially its waterfront, and the transformation of the run-down downtown 
areas (Centro) with new functions oriented to a global audience of mobile 
consumers, investors and corporate workers. 
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The other (to some extent complementary) strategy is to recuperate and 
rehabilitate the cultural landscape of Rio and brand the city as one of the 
most diverse and archetypal monumental capitals of Latin America. In 
this sense, Rio de Janeiro is interested in submitting its candidature to 
be included in UNESCO’s World Heritage List as a “cultural landscape”. 
This inclusion would represent the highest recognition of the city’s uni-
versal value as an outstanding example of integration and mutual molding 
between natural and socio-cultural elements, which is worth preserving in 
its essential features as a symbol of human achievement. More pragmati-
cally, it would be a way to give this landscape a conservation framework 
and to have its application monitored according to international standards, 
especially in view of the history of chaotic expansion of the city and of the 
new pressures for redevelopment brought about by the oncoming 2014 and 
2016 mega-events. This objective raises many questions and expectations. 
What exactly should be emphasized (and branded to visitors) as “unique” 
and “worth preserving” is not a trivial question. Political interests and rap-
idly shifting opportunities are defining the way in which this candidature 
is presented, and it is possibly the “sensitive” nature of the issue that is 
delaying the presentation of an actual proposal to UNESCO: after three 
aborted attempts focusing mostly on physical landscape elements, a new 
opportunity finally to develop a more integral, dynamic notion of cultural 
landscape based on intangible elements, comes from the re-enlivened 
debate on the role of culture as a springboard for inclusive urban devel-
opment,3 which is currently under study. This shifting focus is bound to 
take in multiple elements of the cultural landscape of Rio de Janeiro in the 
social sphere, their inner diversity and contradictions, and the way they are 
being put to use and integrated into a city brand which conveys significant 
meaning. 

One of these is certainly the social landscape of poverty and the creative 
expressions of the narration of – and resistance against – exclusion that has 
materialized throughout history in specific areas of the city. For instance, 
Samba originates from the celebrations of former slaves in their very first 
settlements in downtown districts adjacent to the port, to be later trans-
ferred and fused with other musical styles in the industrial suburbs of the 
Fluminense region. The Carnival is a celebration of diversity and integration 
and is a challenge to the constituted order introduced by humble workers 
of Portuguese descent. The bossa nova was a new musical style picked up 
by intellectuals and artists who opposed conservative values and flourished 
into a “scene” in middle-class Ipanema. And the celebrated city beaches, 
with their wide open space appropriated by the city’s outcast in wild games, 
represent the democratic “soccer landscape” of Brazil. However, today, the 
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most pulling creative expressions of antagonism and identity affirmation 
are concentrated in favelas. 

Favelas, or slums, are interspersed throughout the city and they also form 
a unique element of Rio’s landscape, an exceptional (and highly creative) 
form of informal urban settlement developed in the interstices of the “legit-
imate” city, mostly by urbanization of the seemingly inaccessible peaks 
that mark Rio’s cityscape. Poorly serviced with basic facilities like water, 
electricity and paved roads, they continue to be an eye-catcher on the way 
toward renewing the Rio brand in terms of smart and sustainable growth. 

Comparing census data (IBGE 2002), the total number of inhabitants of 
favelas in the city was estimated at around 882,000 in 1991 and 1,092,000 
in 2001 (a 0.38 percent growth per year). Favelas occupy an area of around 
37 square kilometers in the city, corresponding to 6.3 percent of its total 
territory. Their social composition is today more mixed and representative 
of what is found in the rest of the city than in the past, though distinctively 
younger, poorer, black and less educated, even compared to the most popu-
lar neighborhoods. 

The distinctive cultural landscape of favelas is highly reflective of the 
dual discourse by which, on one side, society acknowledges them as a 
unique social structure and space for consumption, but on the other side 
still considers it a “world apart”: criminal, unhealthy, a space to be cleared 
out, its inhabitants transferred to other zones for “their own sake” (Corrêa 
and Queiroz Ribeiro 2001). Their proximity to residential middle-class 
neighborhoods makes the divisions existing in the Brazilian – and specifi-
cally carioca – society more evident; hence, as suggested by Albergaria 
(2010), their reification.

In this context, it is not surprising that the most visible cultural expres-
sions of favelas reflect this “oppositional” identity, not even attempting to 
be inclusive in spite of their increasing popularity with middle-class youth, 
and maybe this is why they have been so firmly targeted and stigmatized 
by politics and the media.4 From this point of view, they constitute a spa-
tially organized form of bio-resistance, by which community organizations 
and civic movements, and especially the young black groups, develop a 
new subjectivity (Cocco 2011), whose most poignant aspects (and those 
which have more chances to achieve, if not straightforward social integra-
tion, at least a tangible improvement of living conditions in favelas) regard 
the contemporary cultural and artistic realm. 

At the center of this development, there is unbounded connectivity pro-
vided by the internet, which promises to overcome the invisible barrier 
keeping favelas segregated. According to Vieira (2008), the internet has 
created such new relational power that is also changing the way in which 
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the favela sees itself and is represented in the mainstream, giving its cultural 
production a new perspective and mobilizing it globally: it does not have 
to be legitimized any more by the local institutions and power coalitions, it 
legitimizes itself through its success and global projection. 

Another pillar of this turn is the acknowledgment of “hacker culture” as 
a form of social activism (Coleman and Golub 2008), affirming the right 
to acquire, recode and reuse information from digital sources into new col-
lective identities as a form of subversion against the establishment in the 
industries of culture and representation (see also Castells 2003: 122–4). 
Especially in the field of music, “neo-artisanal” musical genres, like funk, 
tecnobrega from Pará and the new electro-forró of Pernambuco, have 
emerged as parallel, “low cost” cultural industries, largely based on the ille-
gal acquisition and creative manipulation of musical themes and sources, 
and not only for the infringement of copyrights, but, more radically, because 
in most cases electricity and telephone connections in favelas are “hacked” 
from regular lines in the legitimate city (only recently there was a move 
from the state government to provide most slums with regular wiring, and 
a plan to provide city center favelas with free Wi-Fi connection is being 
implemented). 

These musical products (mostly in the shape of digital files) arrive directly 
to the consumer and without having to depend on corporate intermediaries. 
In a matter of minutes, the “funk” produced by youngsters in Rio’s favelas 
goes straight to informal street markets in Maputo, Mozambique or other 
cities in Portuguese-speaking countries, where local youngsters can easily 
relate to the social issues that it voices. Business is not done through the sale 
of CDs, which are normally downloaded and reproduced freely, but from 
live shows. These attract ever larger young audiences into favelas, while 
local DJs perform regularly in clubs in São Paulo, New York, Amsterdam 
or London, bringing back a “legal” source of income into the feeble favela 
economy and developing all sorts of supply chain networks, from fashion 
to advertisement and video-art. By making a virtue out of necessity, this 
model can be seen as a global laboratory of the cultural industries of the 
future, anticipating global trends in the production, distribution and organi-
zation of musical creations. Locally, the turn in representation perspectives 
also has important symbolic effects: Vieira (2008) notes that successful 
funkeiros are substituting drug lords as “heroes” in the collective imagery 
of the favela’s youth.

The change in the way communities represent and narrate themselves 
extends to other genres. In music video-clips, feature movies and theater 
productions, the artists of the favelas and suburbs talk about their everyday 
life, which does not sum up to only violence, drugs and death, as the rest 
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of the urban community tends to think, but touches issues of conviviality, 
diversity, civic rights and gender parity. An example is the movie 5x Favela, 
Agora por Nós Mesmos, which was entirely produced, in every aspect, by 
favela residents. In this movie, only one episode showcases drugs and vio-
lence. The winning performance is in fact Christmas Story based in the sce-
nic Vidigal community and interpreted by the respected collective Nos do 
Morro. Another example of this global projection is the cooperation estab-
lished by designers in the Rocinha community with the influential “creative 
factory” Fabrica. 

The creative dynamism of favelas, together with the ongoing “regulariza-
tion” of their situation, has attracted the interest of another important global 
audience, that of tourists. The issue of poverty or slum tourism acquired vis-
ibility in critical studies of tourism (Freire-Medeiros 2009; Williams 2008; 
Frenzel and Koens 2012). Generally, this literature identifies a paradoxical 
counterpoint between the stated objective of benefiting deprived communi-
ties through the income generated by tourism, and the commodification of 
poverty, transformed into a “show” for visitors within the framework of 
“dark tourism” (Stone 2006), though the works quoted above introduce a 
more optimistic angle of slum tourism as breaking down cultural barriers 
and raising global awareness. 

Rio’s favelas have been receiving visitors since at least a decade, when 
“Rocinha tours” started to be advertised on specialized websites and show-
cased in guidebooks such as Lonely Planet. These tours are strictly limited 
to groups accompanied by authorized guides and are backed up by NGOs 
that would “negotiate” visits with local gangs so as to ensure visitors’ safety. 
Visitors are picked up at their South Zone hotels, driven up Rocinha’s nar-
row alleys, and then they get to walk through these “forbidden” places, talk 
to local activists and simple residents, buy local products and crafts, and 
possibly enjoy a home-cooked meal, but mainly they have a direct, unme-
diated impression of a landscape of injustice. For most participants, this 
is an illuminating (and thrilling) experience; the media coverage of recent 
episodes of violence, as well as the internationally successful movies fea-
turing favelas, have paradoxically turned this sort of “reality tour” into a 
blockbuster instead of scaring tourists away. It should be said that there are 
very few other places where this type of experience is offered with a similar 
level of professionalism and safety. Rio’s morros (hills) also have an inher-
ent attractiveness due to their location and views, which shantytowns in say 
Mexico City or São Paulo don’t have, and also a certain joyful “ambience” 
that most slums lack. 

The attractiveness of slums is now extending to other aspects than 
“voyeurism” or awareness-raising: community organizations are setting up 
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their own proper visitor attractions, like interpretation centers and “favela 
museums”, but also cultural venues and events, small-scale festivals, dance 
gigs, street markets, workshops and courses, research and educational cent-
ers, as well as an embryonic tourism infrastructure, like small guesthouses 
and tourist restaurants, bank offices, and public transport. These resources 
are accessible to independent visitors, who today venture to favelas in 
increasing numbers without a guide or big concerns for their safety.

The success of visits to favelas has started a fashion of sorts: every 
 weekend the South Zone youth virtually flocks to Rocinha to take part in 
“funk dances” and other events. Other poor areas of the immense suburb of 
Rio – like Madureira, the cradle of Samba schools; or Vigário Geral, with 
its very active “black” music and dance schools; and the municipality of 
Nova Iguaçú, an epicentre of grassroots theater products – have started to 
be visited by small numbers of unorganized tourists, moved by curiosity 
for a “genuine” encounter with local contemporary culture, but also by the 
large exposure that finally the independent media and the Web are giving to 
these “niches” in the cultural aspect of this great city. No “official” tourist 
leaflet showcases these attractions, but an increasing number of tourists are 
today familiar with these creative brands and are willing to engage with the 
reality they define. 

Wrapping up, favelas may continue to be criminalized especially by the 
conservative media as “illegal” settlements reproducing violence. Yet, by 
involving approximately a million people, and providing unprecedented 
opportunities for disadvantaged youth groups that “officialist” cultural 
stances would never give, they cannot be neglected any more as places of 
creative expression, as neither can the reality that such expressions portray 
and the claims advanced through it by local activists. 

The development and consolidation of a global cultural brand for Rio as 
a creative city, though, needs intuitional support in terms of urban policy: 
removing slums by evictions, “normalizing” the cultural scene through 
heavy police surveillance and  sanctioning hacker activities goes in the 
opposite direction of dissolving these creative impulses, or, worse, leaving 
them at the mercy of the criminal gangs. 

CONCLUSIONS: SOFT-BRANDING DIVERSITY FOR SUSTAINABLE 
DEVELOPMENT 

According to Mike Davis (2006), the formation and criminalization of 
slums in the developing world (but not exclusively) is today one of the 
most problematic aspects of contemporary urbanization and a phenomenon 
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that elucidates a global model of development which pursues the interests 
of corporate agendas against the legitimate rights of the working classes 
of the world. In his work he presents the formation of urban slums as ger-
mane to the unregulated exploitation of cheap manpower to feed the growth 
agendas of capitalism, mostly with the complicity of malleable national 
governments. 

This position is not without critics (for instance, see Angotti 2006 and 
Capel 2007) whose main angle is the fact that slums are not just hopeless 
spaces but are also liberating important opportunities for personal emanci-
pation, organized resistance and the creative reconfiguration of lives which 
challenge “from the margin” the agendas of institutions and corporations, 
coherently with the transformation of a society triggered by the post-
Fordist turn. 

The case of Rio de Janeiro’s favelas and their burgeoning creative econ-
omy is an illustration of this trend: criminalized by the media, sanctioned 
by institutions, controlled by criminal gangs, the slummed population has 
nevertheless managed to elaborate, and most importantly diffuse, their own 
cultural languages using the opportunities found in the “breaches” of the 
system and making themselves visible to a global audience: not only the 
physical and legal breach that favelas per se represent, but also the eco-
nomic breaches of copyright infringement, hacking and de-intermediation. 
This is feeding a whole new value chain that is finally presenting a real 
development opportunity for an excluded sector of the urban population 
and a consumption filière “at the margin” which successfully negotiates 
a new, positive collective identity for the urban poor. This global, almost 
“ageographic”, brand is also picked up locally by the “traveling audiences” 
represented by tourists, legitimizing the role of favelas and their cultural 
landscape as attractions in the context of a world destination like Rio de 
Janeiro. In this new context urban juvenile cultures and their “violent” 
practices are not anymore an element of “danger” to tourism, with negative 
implications on the construction of the tourist city, but a force of socio-
 spatial reconnection and diversification.

The cultural landscape of Rio de Janeiro that I have presented has unlim-
ited resources for generating solutions to exclusion and poverty, espe-
cially if the main stewards of such landscape, its communities, are actively 
involved in the process of negotiation and affirmation of this brand, which 
could become a “soft” undertone by which Rio projects a global image of 
a historical and at the same time contemporary, but also open, cohesive and 
diverse cultural capital of Brazil. If this strategy prevails over corporate 
agendas, it could become a model to be exported and adapted in many other 
Latin American cities. 



 Branding Brazilian Slums 185

NOTES

1. This term, introduced by geographer Carl Sauer in 1925, refers to the process of fashion-
ing “from a natural landscape by a culture group. Culture is the agent, the natural area is 
the medium, the cultural landscape the result” (Sauer 1925). In the case of this study, the 
medium should be understood as the urban area; indeed “urban cultural landscapes” are a 
preservation category for UNESCO.

2. While the occupancy rate went down a good 10 percent in the last decade, it caught up 
slightly in 2010 to an estimated average annual rate of 75–77 percent, and Rio, as men-
tioned above, is leading again the ranking of the most visited cities. Visits to all the main 
attractions have increased during the last year, as have international arrivals at the airport 
(up 10 percent in the same period).

3. After a lengthy discussion culminated with the preparatory works for the annual general 
meeting held in Brasilía in July 2010, UNESCO is now willing to consider “urban cultural 
landscapes” as a new category of cultural landscape characterized by “human” elements 
which are inherent to an urban society.

4. Herschmann (1997) discusses the process by which the local and national media, by 
presenting urban juvenile violence in an ideologically biased way, amplifying it and reify-
ing poverty, also opened important spaces of “negotiation” around conflictive issues by 
glamorizing violence, and so brought about a legitimacy of such cultural languages – and 
from there, an acknowledgment of the problems that inspire them – by turning them into 
a cultural commodity (he makes this case for the “funk” musical movement born in Rio’s 
favelas).
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CHAPTER 13

Improved Public Infrastructure 
and Sustainable Place Branding
Keith Dinnie

In his superbly written book Soft City, novelist and travel writer Jonathan 
Raban makes the following observation: “in our city, it is easy to drift into 
a privacy of symbols, a domain of subjective illusions made concrete by the 
fact that two or three people have gathered together to conspire in them” 
(Raban 2008, p. 143). Raban was referring to the behavior of individual 
citizens and their means of engaging with a vast and labyrinthine metrop-
olis that can be overwhelming if not tamed through certain psychologi-
cal approaches. But his observation may also be applied to the unhealthy 
power exercised by small coteries of politicians and marketing profession-
als who take it upon themselves to decide upon the symbols and “subjective 
illusions” that are used in branding cities. Crass slogans and risible logos 
emerge, and taint the whole concept and practice of branding places. To 
counter the usual over-emphasis on slogans, logos, PR and advertising, in 
this chapter I show how sustainable place branding can be conducted not 
by superficial communications techniques, but by tangible improvements 
in public infrastructure that benefit all those who work in the city or visit it 
or invest in it. 

Improved public infrastructure should logically go hand in hand with 
sustainable place branding. Enhancing the public infrastructure of a city, 
region or other type of place should improve the perceived image of such 
places in the eyes of target audiences such as investors, tourists and resi-
dents. However, until recently the two topics have tended to follow parallel 
academic paths, with public infrastructure studied in the domain of urban 
design, development and regeneration (Arimah 2005; Grossman 2010; 
Meijer et al. 2011) and place branding studied in the field of marketing 
(O’Shaughnessy and O’Shaughnessy 2000; Kotler and Gertner 2002). 

But this separation of research streams may be nearing an end. An 
encouraging evolution over the past few years has been the creation of new 
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academic journals such as the Journal of Town and City Management, the 
Journal of Place Management and Development and Place Branding and 
Public Diplomacy, which bridge the divide between the fields of urban 
development and place branding. Such journals provide a platform for aca-
demics and practitioners to share their findings from conceptual and empir-
ical work that explicitly recognizes the link between urban development 
and place branding. For example, the role of place branding in sustainable 
development has been examined by Maheshwari et al. (2011), who review 
the evolution of the place branding concept from the perspectives of regen-
eration, growth and sustainability, specifically in the context of the city of 
Liverpool’s year as European Capital of Culture in 2008. In a case study of 
the Ghanaian capital Accra, Spio (2011) also underlines the need to address 
infrastructure challenges such as road networks, electricity and water sup-
plies, and housing supply in order to provide a solid foundation for devel-
oping a city brand. The integration of the sustainability concept into place 
branding represents a highly promising area for future research. 

INFRASTRUCTURE AND THE CITYSCAPE

The determinants of infrastructure spending by cities constitute an under-
researched area that would benefit from a sustainable place branding 
approach and perspective. Arimah (2005) draws upon the United Nations 
Human Settlements Programme’s global urban indicators database to 
attempt to identify the determinants of infrastructure spending in the cities 
of developing countries, concluding that intercity variations in infrastruc-
ture spending derive from differences in the macroeconomic environment, 
urban growth rate, quality of governance and financial capacity of munici-
pal governments. Although Arimah’s study focuses on urban infrastruc-
ture spending, it does not contain an explicit place branding dimension; 
the determinants of infrastructure spending are identified, but the paper’s 
scope does not extend to analyzing the consequences of the place brand 
image of the alluded to infrastructure spending. Place branding scholars 
may need to take the initiative in establishing an integrated approach to the 
analysis of infrastructure spending effects upon place brand image, given 
that place branding is a younger, less established field of study and practice 
than urban development from an economic perspective. 

The immaterial of marketing and the material of the cityscape need to 
come together as interlocking facets of services and brand strategy (Govers 
and Go 2009, pp. 68–72). Cities may be considered as complex multidi-
mensional servicescapes. As with most services, the constant challenge is 
how to brand the intangible. In the broad domain of services marketing, 
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Bitner (1992) elucidated the impact of physical surroundings on custom-
ers and employees, yet there has been surprisingly little application of the 
“servicescape” construct to the branding of places. With the importance of 
the experiential dimension of brands now widely acknowledged, the rel-
evance of fusing branding strategy and the tangible assets of cities assumes 
great importance. Go and Govers (2011, p. xiv) offer a conceptualization of 
this perspective by stating that “the representation of culture and its ensu-
ing discourse between the cultural landscape and the experiential landscape 
informs our basic understanding of nature, offering new models that pro-
vide a bridge to the immaterial world”. 

CITIES AND THE EXPERIENCE ECONOMY

Cities represent an important platform or stage for the experience econ-
omy. Pine and Gilmore (1999) have emphasized the theatrical aspect of 
the experience economy, a perspective applied to the field of destination 
management by Morgan et al. (2009, p. 201) who delineate “an approach to 
services management through theatrical metaphors of staging, casting and 
performance”. With their dynamism and diversity, cities clearly form a rich 
environment for the theatre of the experience economy.

Tangible urban facilities such as movie theaters, bars, museums, art gal-
leries and trendy shops constitute a valuable asset for cities seeking to craft 
a city brand that appeals to the affluent creative class, which is generally 
considered to represent an attractive target audience for city branding initia-
tives (Boschma and Fritsch 2009). The competitiveness of cities may partly 
be determined by the aesthetics of their urban environment as evidenced in 
a city’s architecture, streets, parks, water systems, lighting systems, sign-
posting, and so on (Parjanen et al. 2011). Applied to these tangible ele-
ments of the city, the techniques of branding are, according to Clegg and 
Kornberger (2010, p. 7), “a way of managing the city as a medium and 
controlling the production and circulation of meaning”. One might ques-
tion the use of the verb “controlling” in this context, as the production and 
circulation of meaning lie only partly within the control of policy-makers; 
however, Clegg and Kornberger rightly draw attention to the need to at least 
attempt to manage the meaning associated with place brands. 

CASES

One of the largest infrastructure developments that could have a signifi-
cant effect on place brand image is the King Abdullah Financial District 
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(KAFD) project in Riyadh, Saudi Arabia. Scheduled for completion in 
2013, KAFD is intended to become Riyadh’s new city center, offering 
the city’s first public transportation, pedestrian zones and a network of 
air conditioned skywalks between the towers. Major financial organiza-
tions such as the Capital Markets Authority, Tadawul Stock Exchange and 
Samba Bank will relocate to the newly created district, which will also 
contain residential units, retail space, three hotels, a convention center, an 
aquarium and a science museum. The scale of this investment in the city’s 
infrastructure will not only radically transform the essence of the urban 
environment, it will also help Riyadh to emerge more clearly as a distinc-
tive city brand rather than being known simply as the capital of Saudi 
Arabia. 

Another example of infrastructure investment that should result in 
improvements in place brand perceptions concerns the Arnhem/Nijmegen 
region in the Netherlands. The region’s web portal (www.coolregion.nl) pro-
vides an extensive introduction to the area, and established communication 
tools such as Twitter, Facebook and a printed magazine are already inten-
sively used to promote the city-region brand. Yet the most powerful driver 
of changes in perceptions of this city-region brand will probably be the 
infrastructure investment in a complex water and urban design project near 
Lent, across the river from Nijmegen’s city center. The project synthesizes 
the constant challenge of managing high water levels in the Netherlands 
with the more universal aims of urban development, and as such it has 
attracted visits by interested delegations from countries including Korea 
and France. A new city island will emerge in the basin of the River Waal, 
with facilities there and in the surrounding areas being developed on the 
basis of an inclusive approach whereby input is sought from all local stake-
holders. By literally channeling development into the existing urban area, 
the green spaces in the surrounding area can remain green rather than being 
developed. The sustainability dimension of the project is explained by local 
alderman Jan van der Meer: “we can fit a bustling piece of city here. And 
the best part is, Nijmegen is one of the few cities in the Netherlands that, in 
terms of population, is expected to continue to grow until 2040. Additional 
housing construction can best be done in cities, specifically to maintain the 
green spaces in the surrounding areas. Our plans enable us to do that” (Arts 
Meets Science 2012). 

The examples of KAFD in Riyadh and the Arnhem/Nijmegen city region 
illustrate the way in which cities can strengthen their respective place 
brands, not through the superficial techniques of marketing communica-
tions, but by making real tangible changes to the essence of their urban 
environments. A city brand needs to be rooted in reality rather than existing 
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merely in a bubble of spin and manipulation. Several cities have focused 
their brand-building attention on the need to address the challenges of tan-
gible evidence instead of relying only on marketing communications. The 
Indian city of Ahmedabad, for example, has invested in significant develop-
ments such as the Sabarmati Riverfront Project and the launch of the city’s 
Bus Rapid Transit System (Nair 2011). These infrastructure developments 
signal the city’s commitment to an environmentally responsible approach 
that makes a real improvement to the quality of life of Ahmedabad’s citi-
zens. Musa and Melewar (2011) similarly demonstrate how the develop-
ment and improvement of infrastructure and services in Kuala Lumpur 
contributes to the strengthening of that city’s brand, as well as showing how 
the creation of the new cities of Putrajaya and Cyberjaya also contribute to 
enhancing the Malaysian nation brand. Musa and Melewar (2011, p. 164) 
emphasize the sustainable dimension of these city developments: “the city 
design of Putrajaya is unique with its blend of Islamic and modern archi-
tecture. The street lights and the several bridges were built beyond their 
utilitarian purposes. Also known as the ‘City in a Garden’, 60 per cent of 
its land area is covered with greenery, open spaces and parks, and a 600 
hectare man-made lake”. 

Even cities that have benefited from the high profile media atten-
tion associated with the hosting of the Olympic Games have gone on 
to further strengthen their city brands through infrastructure investment 
rather than relying solely on the steadily fading glow of having once 
been an Olympic host city. Belloso (2011) underlines how the city of 
Barcelona did not achieve its current strength only through hosting the 
1992 Olympic Games, but also by investing in a profound transforma-
tion of the city through the creation of a new transport infrastructure, the 
establishment of more universities and the modernization of the public 
health and education systems. Apart from the Olympic Games (Schreiner 
and Go 2011), the other major international sporting event that cities and 
nations compete to host is the FIFA World Cup. As with being a former 
Olympic host city, being a former FIFA World Cup host city brings unde-
niable benefits in terms of brand awareness. But that brand strength needs 
to be nourished post-event. Two Asian metropolises, Seoul and Tokyo, 
hosted games during the 2002 tournament and have gone on to invest 
significantly in sustainable place branding initiatives. The city of Seoul 
has integrated sustainable infrastructure investment into its city branding 
strategy, particularly through the Han River Renaissance Project and the 
City Recreation Project (Kim and Kim 2011). In Tokyo, one of the most 
densely built up urban environments in the world, the concept of creating 
new green spaces has gained increasing recognition through the beneficial 
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effects of roof gardens and vertical gardens, and recovering rivers and 
urban bays (Braiterman 2011). 

Public infrastructure may be viewed as a key dimension of urban design, 
with the potential to create positive city-brand-related associations amongst 
residents, investors and tourists. For example, in a study of the Parque 
dos Nações in Lisbon, Portugal, Aelbrecht (2010) identifies spatial, social 
and experiential conditions that are conducive to the social interactions 
between people that are part of the fabric of city life. A similar emphasis 
on the importance of sustainable urban design is provided by Meijer et al. 
(2011), who describe the work undertaken by the Dutch Working Group 
on Sustainable Urban Development, a group comprising experts from the 
professional fields of urban design, urban planning and landscape architec-
ture. They conclude that a new approach to urban design is required, with 
a focus on spatial systems within a flexible design that allows for future 
adjustments. 

One specific aspect of urban design that has been largely overlooked by 
place branding researchers is the role played by lighting in an urban envi-
ronment. Cities such as Curitiba in Brazil and Bogotá in Colombia have 
invested in improved lighting to enhance the quality of urban life in those 
cities. Formal recognition for cities that have integrated a creative approach 
to the use of lighting in the urban environment is provided by the city. 
people.light awards, an annual competition run in partnership by Philips 
and the Lighting Urban Community International Association whose aim 
is to demonstrate the contribution that lighting can make to the well-being 
of those who live in, work in or visit a city or town. The awards criteria 
include how a lighting project adds to the cultural and architectural heritage 
of a city, its night-time identity and environmental contribution. 

The city of Valladolid in Spain was awarded the first prize in the 2011 
competition. Rotterdam in the Netherlands came second and Kanazawa 
in Japan came third. Marc de Jong, CEO of the Professional Luminaires 
business within Philips Lighting, commended the city of Valladolid in the 
following terms: “Valladolid shows that lighting has become more than 
simply a means of ensuring security and visibility; it is now regarded as an 
essential part of a city’s cultural identity” (www.luciassociation.org). Runner-
up Rotterdam was praised for a project that transformed Atjehstraat, a 
previously crime-ridden street, into a rejuvenated area through innovative 
lighting, whilst the other runner up, Kanazawa, received recognition for its 
use of a lighting sequence representing the history and culture of the city. 
Kanazawa’s lighting project not only expands the visible hours for tourism 
but also enhances the landscaping of tourist areas, thus contributing to the 
tourist economy of the city.
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CONCLUSIONS

I have sought to throw light on the somewhat undervalued role that pub-
lic infrastructure can play in sustainable place branding. I have attempted 
to demonstrate that city branding should not be conceptualized simply in 
terms of marketing communications, but that a deeper significance should 
be attached to the tangible evidence of good urban design. Improved pub-
lic infrastructure guided by the principles of urban design can contribute 
powerfully to the achieving of city branding objectives such as attract-
ing residents, investors and tourists. I have shown how cities as diverse as 
Valladolid, Riyadh and the Arnhem/Nijmegen city region have invested in 
improved public infrastructure in ways that should enhance their city brands 
as much, if not more so, than simply relying on marketing  communications 
tools such as logos, slogans and advertising campaigns. 
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CONCLUSION

Frank M. Go and Robert Govers

In 2009, in order to understand the paradoxes, find answers to place brand 
puzzles and search for a paradigm, we embarked on a journey together with 
a set of contributors. They gracefully accepted our invitation to explore how 
“disruptive innovation”, reputation and sustainability are likely to cause 
both the deconstruction and the construction of the place branding process. 
Their ideas have been captured in the three volumes of this Yearbook series 
so far. The premise was that place brand managers require a more sophisti-
cated grasp of how to grow, collectively, potential innovation through smart 
“coordination” of government, market and civil society to achieve a bal-
anced-centric performance in terms of equity, efficiency and effectiveness 
(see Figure C.1). In an attempt to reflect the current status, we will con-
clude this series with three debates and a brief research agenda, linking 
effectiveness/reputation/consumption, efficiency/innovation/production 
and equity/sustainability/critical studies.

THREE MAIN DEBATES

The purpose of the following sections is to review three scientific and soci-
etal debates that hang over branding in the spatial context, including the 
questioning of its usefulness and viability. These are captured under three 
headings: consumption, production and critical studies (Lucarelli and Berg 
2011, p. 22). 

Consumption

The exponential scaling of cities implies the expansion of wealth and by 
extension consumption in urban areas. Brands and branding are inextrica-
bly and geographically entangled in terms of “their value and meaning in 
material, discursive and symbolic ways” (Pike 2009, p. 628) amongst oth-
ers through spatial circuits of consumption around which the first debate 
revolves, one of the most important characteristics being the complex rela-
tionship between demand and supply based on the dynamics of consumers’ 
perceptions, values, attitudes and expectations. Accordingly participation 
in consumption is subject to cultural filters, which may change over time, 
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and to the evolution of marketing, as Vargo and Lusch (2004, p. 3) have 
written. In terms of the marketing paradigm, consumption is considered an 
exploitative process. There exists a wide range of actors in transition whose 
knowledge, attitudes, structures and practices represent different degrees of 
understanding and sophistication about place marketing and branding. In 
the multitude of topics the former and latter can become easily overwhelm-
ing in terms of topics, concepts, theories and examples. Hence the need is 
to present the material so that decision-makers can apply the concepts that 
are relevant to place-specific issues that clarify in what stage in the life 
cycle the territory operates and comprehend the concomitant challenges 
this unleashes and where they are going in the formation and advancing of 
place branding. 

The overview presented by Vargo and Lusch (ibid.) summarizes the evo-
lution of distinct stages. Actors who discover that their territory has attrac-
tive characteristics typically increase the availability in a specific location, 
resulting eventually in a boom and maximum exploitation, which renders 
the resource/product less attractive and valuable in time, which, in turn, 
leads to decline. This approach to place marketing resembles the features 
noticeable in the classical and neo-classical economics school (1800–
1920) – based on a regime of adding utility-value and value-in-exchange 
through manufactured, standardized output – and the views of the school of 

FIGURE C.1  Model of balanced centricity as a priority for future 

place branding

Market Government

Civil society

Efficiency Effectiveness

Equity

Coordination Performance

Source: Authors’ model based on art of triangle management model by Van Tulder (1999, p. 25). 



 Conclusion 197

early and formative marketing theory (1900–50), which held that transaction 
output and institutional marketing performance “provided time and place 
utility” (ibid.). Both these were anchored in knowledge from an objectivist 
epistemology view which assumed that it is possible to develop the “knowl-
edge is truth” perspective (McAdam and McCreedy 2000), i.e. the notion 
that knowledge is derived from intellectual knowledge consistent across 
cultures and time. Consequent to the conditions of conspicuous consump-
tion, the marketing management school of thought (1950–80) developed 
the philosophy that “customers do not buy things but need or want fulfill-
ment”. Accordingly, marketing involves consumption. However, “value is 
determined in the marketplace and such ‘embedded value’ must therefore 
have usefulness” (ibid.), resulting in a differential competitive advantage. 
This view recognizes that knowledge is, in part, socially constructed. 

From 1980 onwards a defining shift took place in the paradigm of mar-
keting as a continuous economic and social process, which Vargo and 
Lusch coined as the service dominant (S-D) logic (2004). Instead of regard-
ing knowledge as a discrete object, Vargo and Lusch (2006) refer to S-D 
logic as knowledge from the practice-based epistemology characterized by 
the following. First, it emphasizes “service” (singular) to connote a process 
aimed at thinking and doing something for someone (p. 282). Second, it 
considers the relationship between service and good, beyond their binary 
relationship. Third, it seeks “resource integration for all economic enti-
ties” (p. 284). Fourth, it aims for the co-creation of value as distinguished 
from co-production (p. 284). Fifth, networks and the interaction between 
actors (Suchman 2003) play a key role in value creation exchange (p. 284). 
Finally, but not least, it holds that the “market place can falsify market 
hypotheses” (Vargo and Lusch 2004, p. 3), i.e. render knowledge contest-
able. By extension, it challenges claims that, for example, a marketing cam-
paign could effectively build place brand image (Govers 2011, p. 228) and 
reinforces the notion that the practice-based perspective of knowledge is 
actually embodied in people, culturally embedded and socially constructed. 
Considerations of the contestable nature of knowledge is most relevant to 
place branding because, first, humans typically need to make inferences and 
judgments, due to the characteristics of the place brand, notably insepara-
bility, ambiguity and variety. Second, it gives entities affordance “to learn 
about their actions and find ways to better serve their customers and to 
improve financial performance” (Vargo and Lusch 2004, p. 3).

Footloose industries and a low degree of dependency on local resources 
lend credence to the argument that cities “only exist when they have an audi-
ence” (Boisen et al. 2011, p. 135). Moreover, it resonates with the market-
ing approach, which turns our attention toward the issue of who the  specific 



198 Frank M. Go and Robert Govers

place users are. Kotler et al. (1999) listed four categories: (i) visitors, (ii) 
residents and employees, (iii) businesses and (iv) industry; to which Van 
den Berg et al. (2005) added a fifth category: export markets and investors. 
These stakeholders play different roles, have different backgrounds and 
contrasting agendas. In order to establish critical mass one needs to map 
their divergent mental pictures and subsequently bring about a measure of 
accommodation between the actors concerned in order to bridge the three 
gaps in the branding model (Govers and Go 2009, p. 41). 

Mental world of brands
A more empirical stream of analysis in the consumer research tradition 
has focused on image perception, projection and choice modeling (Govers 
and Go 2009). In particular, the “mental world of brands” of Franzen and 
Bouwman (2001) conveys how brand images involve the human mind and 
memory. Brand image is defined as “perceptions about a brand as reflected 
by the brand associations held in memory” (Keller 1993, p. 3; Gwinner 
1997; Gwinner and Eaton 1999). Brand associations can be derived from a 
variety of sources, including product use, place consumption or information 
derived from other sources (e.g. advertising, packaging, word-of-mouth). 
Relevant for place branding is how brands become associated through 
sponsorship activities of special events (Keller 1993). More specifically, 
selected value-associations linked with the 2012 London Olympics may get 
linked, subsequently, with sponsorship brands in the consumers’ memory 
(Gwinner 1997). Value-associations refer to the psychological and social 
value that brands may have to consumers. This can be either emotional 
value or self-expressive value. Consumers may derive certain emotional 
benefits from value-associations, e.g. linked to the unique and favorable 
feelings of attending the 2012 London Olympics, which may enhance the 
potential for brand image transfer (Gwinner 1997; Smith 2004). Laden with 
positive attributes and value-associations, such as favorability, uniqueness 
and strength, brands are typically perceived as rendering high quality and 
receive high consumer scores and therefore of great interest to corporate 
sponsors.

Keller (1993) indicates that brand knowledge is an important variable 
influencing the brand image transfer process. In sponsorship, brand knowl-
edge is defined as the brand associations about the sponsor in relation to the 
sponsored entity that consumers hold in their memory. Brand knowledge 
consists of brand recall and brand recognition. Brand recall is “the ability 
to name (typically unprompted) the brands involved in a given sponsor-
ship” (Smith 2004, p. 463) and an often-used mode to find out how suc-
cessful the sponsoring of a particular event has been. Put differently, the 
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more  respondents recall a particular sponsor of a significant special event, 
the more successful the latter would consider its sponsorship. For instance, 
a study of the 1992 Olympics revealed that 88 percent of the respondents 
recalled at least one out of four commercials presented by a specific sponsor 
(Stipp and Schiavone 1996). This evidence serves to strengthen sponsors’ 
perceptions that the Olympics afford a lever to establishing potential brand 
recall among a multi-billion global television audience. The economic value 
of an event like the Olympics is typically predicated on the media attention 
that the event obtains (Mules and Faulkner 1996). While the effects of an 
event’s image on a destination’s image have not been demonstrated convinc-
ingly, evidence from the sponsorship literature suggests that the strongest 
benefits to brand image will accrue when consumers perceive a meaningful 
match between the image and the event and that of a destination (Gwinner 
and Eaton 1999). This implies the need to specify what is meant by match-
up and “what constitutes an appropriate basis for selecting and using events 
to obtain a desired effect on the destination’s image? (Brown et al. 2004, 
p. 284). As consumers’ knowledge of brands involves associative networks 
that have been found to be relevant descriptors of brand image (Keller 1993) 
the pairing of two brands images into the image of one brand can strengthen 
its association set sharing “common elements with the association set of the 
brand with which it is paired” (Gwinner and Eaton 1999, cited by Brown 
et al. 2004, p. 284). Also, evidence presented by Peracchio and Tybout 
(1996) and Gwinner and Eaton (1999) suggests that consumers with strong 
psychological schematas, such as elaborate amounts of interconnected 
product knowledge, are likely to be less impacted on by the inconsistencies 
in communication compared to consumers who possess weak psychologi-
cal schematas. Whereas the Olympic Rings stand as symbols of hope of glo-
bal cooperation, international understanding and the bonding of individuals 
through the medium of sports, there is no guarantee of the symbolic image 
transfer to the host country. For example, China recognized the reputational 
risks associated with the 2008 Games and dedicated a security budget that 
reportedly exceeded US$1 billion. The news items which affected the repu-
tation of China and the Chinese people based on the Olympics, included in 
particular the images of the 2008 earthquake in Sichuan, footage of victims 
trapped under buildings and news that 86 giant pandas were safe, have been 
captured in minute-by-minute updates by government-owned media. The 
China Daily, the biggest Chinese, English-language newspaper, confronted 
a vice minister over school collapses and got a straight answer. Such  candor 
and access contrasts with China’s media lockdown during the 2008 Tibetan 
riots. What has been the media impact in the post-Beijing 2008 Olympics 
era on the host country? The main contribution, conclude Zeng et al. (2011), 
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has been an enhancement of the understanding about China on a worldwide 
scale. But the breadth and attribution of China’s image appears to have 
remained relatively stable. Therefore, it cannot be concluded that the 2008 
Olympics improved China’s telecast national image, directly. However, 
indirectly the international media have raised interest in the host country. 
Particularly it has helped to define China’s telecast national image more 
clearly than before. 

While the presentation of place associations from the past can be tan-
gled up in a branding narrative, it is the human memory that must interact 
and recall brands. Put differently the conception of brand value capturing 
becomes increasingly a multilayered driven process, involving three over-
lapping relationships. In turn, these require a regime of coordination aimed 
at converging the agendas of the established hierarchical and national/
local government (laws and control), the civil society (voice and collective 
action) and market (rivalry and prices). These should result in, first, net-
work processes “as the simultaneous co-existence of social interrelations 
and interactions at all spatial scales from the most local level to the global” 
(Massey 1993, p. 155); second, “value and meaning of brands occur[ring] 
in material, discursive and symbolic ways throughout spatial circuits” (Pike 
2009, p. 628) of consumption and regulation, amongst others; third, the 
raising of the question: how can we make sense of the demands of smart 
growth branding in the complex and ever-changing world in which we per-
form? The logic and mechanisms that drive sustainable development can 
be considered a stage-by-stage process in which operators learn and under-
stand that brands can endanger a destination’s cultural, social and natural 
capital through inappropriate commodification, but that they can also help 
protect it by building incentives” (Stronza 2001, cited in Gnoth 2007, p. 345). 
Therefore, in Gnoth’s terms, decision-makers should consider that: 

Processes of commodification are punctuated by a series of crises that trigger 
responses that move the destination forward. The triggering mechanism is often 
the tensions between the scaling of tourism which requires the physical growth 
of the destination and a subsequent loss of meaning and the alienation of people 
from their cultural symbols, including the damage to the destination brand as a 
publicly owned asset. (2007, p. 354) 

However, destination marketers and package tour operators are typically 
more interested in satisfying tourists. They are therefore keen to under-
stand consumer needs, attitudes, interests and behavior as their starting 
point and less interested in arguments as to why the publicly owned assets 
of the destination brand matter to their own business growth. Theories of 
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marketing must be supported by scientific evidence, and for this purpose 
Gertner performed a meta-analysis to “unfold and configure the literature 
on ‘place marketing’ and ‘place branding’ published in the last two dec-
ades” (2011, p. 92), though the author found it impossible to conduct such 
an investigation because the “scarcity of empirical as well as the fragmen-
tation literature engages with topics investigated, impedes the development 
of a meta-analysis of multiple studies dealing with a set of related research 
hypotheses and their combined results, our original goal” (ibid., p. 100). 
But doesn’t his study try to compare studies involving a “place market-
ing” approach, which (should) differ in content and construct from “place 
branding”? The former takes an “outside-in”, comparative, relatively static 
approach and the geographical and historic context as a given. This leads 
to ignoring the potential relevance of: first, the “selective nature of place 
branding and the layering of spatial identities” (Boison et al. 2011); sec-
ond, the need for unraveling the place branding field from place marketing 
as distinct domains in order to create an effective overarching place com-
petitive identity (Govers 2011, p. 227); third, the need to identify the signif-
icant structural functional barriers that follow on from the previous points 
that one would typically expect to encounter in the place brand implemen-
tation stage in particular, e.g. the integration of stakeholders. The assump-
tion is that integration depends on a durable model, but regimes of rivalry 
and flexibility contest this. For example, Anderson (2009) chronicles how 
increasingly businesses profit by giving something for nothing as a mecha-
nism to compete. And Kelly (1997) refers to the new rules in the economy 
as drivers of flexibility. Their perspectives are corroborated by integrated 
marketing communications (IMC) theory. While the issues surrounding 
IMC are aimed at creating and maintaining brands, these ultimately failed, 
because its procedures were ill-equipped to overcome significant structural 
functional barriers which contributed importantly to the rapidly decreas-
ing effectiveness of IMCs (Percy 1997). Therefore, we have tried to argue 
that taking an interactive, multilayered approach in the context of complex 
networks (Go and Govers 2010, p. xxix) should be more appropriate for 
managing place branding and yielding co-creative value propositions.

Muniz and Schau (2007, cited by Chandler and Vargo 2011, p. 37) portray 
knowledge as a resource derivative “through networks that center on a brand 
in communities”. Similarly, changing contextual challenges are broadening 
the body of knowledge, including consumer relationships within geograph-
ical network perspectives. These network relations are significant because 
most economic activity occurs in cities, particularly through goods and 
service consumption, and they contain associations about places, products, 
artifacts or other people as encoded in psychological schemata (Atkinson 
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et al. 1987, cited by Govers 2011, p.  229). Moreover, many of today’s 
urban consumers often have personal relationships to brands. Therefore the 
“object of the brand and the process of branding are geographical in at least 
three ways” (Pike 2009, pp. 619–20): 

first, brands are entangled in inescapable spatial associations … Second, branded 
objects and branding processes are themselves geographically differentiated and 
uneven in, for example, their manifestation, representation, visibility, fixity and 
mobility throughout the spaces, places and temporalities of economy, society, cul-
ture and polity … Third, the entanglements of brands and branding are not only 
geographically differentiated in their own right but they intertwine with spatially 
uneven development because their underlying dynamic of differentiation is predi-
cated on the search for, exploitation and reproduction of economic and social 
inequalities over space and through time.

Hallworth and Evans (2008 p. 209) provide competing explanations 
for brand underperformance and causal factors for economic underper-
formance. While brand strategies have been popularly touted as funda-
mental to success in the context of a fragmented world, relatively little 
attention has been paid in the brand literature to the argumentation based 
on the direction of causality (Fan 2006). More specifically, what evidence-
based research exists which proves that a strong place brand derives from 
the competitive advantage consequent to systematic economic growth or, 
reversely, to an effective branding process? In this context Fan’s argu-
ment (2006, pp. 12–13) is especially relevant to ours and therefore follows 
 verbatim below: 

Nation branding should be distinguished from nation brand as there is not nec-
essarily a direct link between the two. A nation’s “brand” exists with or without 
any conscious efforts in nation branding, as each country has a current image 
to its international audience, be it strong or weak, clear or vague. In theory 
nation branding could help a nation to improve its image; in reality there are 
many other factors that affect the image and perception of the country, result-
ing in only a marginal role for nation branding. Anholt (2002) calls for the poor 
countries in the Third World to use nation branding in developing their econo-
mies, but they first have to find or make something to sell: a product or service 
which is competitive in the marketplace. To achieve this, they need investment, 
technology and know-how far more than they need nation branding. Without a 
good product, branding would work to no avail. There is rather a chicken-and-
egg situation here. How can nation branding help a country’s image building 
if it is plagued by war, pover ty, crime or terrorism? The image problem of a 
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nation or place is often the reflection of some more serious political and socio-
 economic troubles in that area. Facial make-up will not help a cancer patient 
feel healthy. 

Brand knowledge as creative resource 
More recently conceptual transitions have led to the S-D logic lexicon in 
association with the goods-dominant logic (Vargo and Lusch 2006, p. 286). 
Experiences, value-creation networks and co-creation are part of this new 
lexicon. In turn, the latter has become visible in the literature, amongst 
others, in the category of event-marketing, in particular as a new breed 
of communication strategy, involving target audiences as active partici-
pants and an instrument to boost brand performance. Whelan and Wohlfeil 
(2006) suggest that event-marketing facilitates customer engagement with 
the brand through informal dialogs and personal first-hand brand experi-
ences. Experiential brand interaction between internal and external brand 
representatives can sustain consumer brand relationships, as they co-pro-
duce added value. Such relationships are built on trust and an emotional 
bond between the brand and the consumer, facilitated through brand values 
(ibid.). Their observations resonate with Fyrberg and Juriado (2009, p. 506) 
who demonstrate the importance of interaction between brands and network 
actors as integrators within S-D logic. Following Vargo (2009), Warnaby 
(2009, p. 418) elaborated the applications of the foundational premises of 
S-D logic in the place marketing context and suggests that place branding 
may provide some development of S-D logic in the literature (Brodie et al. 
2006). 

Zimmerman (1972) indicates that “brand knowledge is a creative 
resource that evolves in response to the behaviors of actors”. Together, 
actors that maintain favorable, strong and unique brand associations expand 
the potential of brand knowledge as a resource. For most actors, brand 
knowledge is a resource that cannot be controlled because it is neither 
owned nor is it unilaterally controlled. As a resource, brand knowledge can 
provide, among other things, benefits such as product familiarity, uncer-
tainty reduction or higher price premiums (for firms) (Zimmerman 1951, 
cited in Chandler and Vargo 2011, p. 37). Accordingly, in a knowledge-
based economy the concepts of “contextualization and value-in context” 
(Chandler and Vargo 2011, p. 35) play an increasingly important role on 
the branding research agenda. Vargo and Lusch (2008) elaborated on how 
to derive a user- centric classification of organizational operant resources – 
resources that are the fundamental source of competitive advantage in that 
they represent the comparative ability to cause the desired change that 
drives competition. 
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Foundational premises of service dominant logic 
The above observations and terms suggest that, rather than using a supply or 
demand perspective, we look at the broader, multilayered context in which 
place branding is embedded through the lens of the value creating networks. 
Against the backdrop of the ubiquity of information and communication 
technologies (ICTs) place brands can be positioned on the decentralization 
continuum with regard to the extent that their stakeholders feel informed, 
networked, empowered and participative (Prahalad and Ramaswamy 2004) 
in making decisions that matter to them, with a speed and intensity which 
are likely to undermine place brands that remain hierarchically organized. 
Warnaby (2009) suggests that the knowledge domain lacks a traditional 
theory to accommodate the “context specificity of places”, which can be 
widened and deepened by way of the emerging S-D logic of marketing 
(Vargo and Lusch 2008, p. 7), composed of ten foundational premises (FPs) 
as follows:

 FP1  Service is the fundamental basis of exchange.

 FP2   Indirect exchange masks the fundamental basis of exchange.

 FP3   Goods are distribution mechanisms for service provision.

 FP4   Operant resources are the fundamental source of competitive 
 advantage.

 FP5   All economies are service economies.

 FP6   The customer is always a co-creator of value.

 FP7   The enterprise cannot deliver value, but only offer value propositions.

 FP8   A service-centered view is inherently customer orientated and 
 relational.

 FP9   All social and economic actors are resource integrators.

FP10   Value is always uniquely and phenomenologically determined by 
the beneficiary.

The above terms and definitions can be elaborated by the foundational 
premises of the S-D logic, thereby providing a rethinking of the role of place 
branding and developing a new lexicon in support of levering the dynamics 
of social and economic actors as resource integrators. With the idea in mind 
that value is unique and determined phenomenologically by the beneficiary 
(FP10) we argue that the S-D logic can be applied to  catalyze, manage and 
monitor change within a framework that both “hard” scientists and “soft” 
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social scientists are prepared to access in their role as social and economic 
actors and resource integrators (FP9) to build a service centered theoreti-
cal framework (FP8) for developing smart growth place branding aimed at 
attaining sustainability. 

Production 

The second major debate has focused on the aspect of competitive identity of 
place and brand building equity, including name awareness, image and loy-
alty, derived from an overarching strategy and policy, which is supply driven, 
as opposed to demand driven (Govers 2011, p. 230). While globalization is 
both creating and undermining the construction of place, “here” and “there” 
remain central elements of the human condition. Therefore, what occurs in 
space production as seen through the Lefebvrian (1991) lens impacts on the 
social construction of place, its local population, culture, heritage, etc. In 
turn, this “inside-in” perspective to questions of place branding production 
under conditions of internationalization is affected by the need to formulate 
“inside-out” policies and strategies by various stakeholders, including gov-
ernment, local policy-makers, professionals and consultants, and the private 
sector. Against this backdrop, a first approach to building the actors’ bargain-
ing power or the requisite capability for influencing the rules of rivalry is 
that of Ruigrok and Tulder (1995), which is most relevant to place brand-
ing strategy. These authors refer to the framework of “industrial complexes”, 
which they coin the “centers of gravity”. Also, they point to Piore and Sabel’s 
(1984) important contribution to the debate on the restructuring of produc-
tion through their argument that the expansion of flexible specialization net-
works of interdependent smaller firms, for example in the Italian region of 
Emelıía-Romagna, could serve as a best practice model to other industries 
and countries. Following this logic, other researchers such as Askegaard and 
Kjeldgaard (2007, p. 138) contend that flexible networks would contrib-
ute to “creating sustainable small scale production and consumption rela-
tions” beyond standardized Fordist production, and that “branding may have 
become the dominant production of culture in a globalizing cultural econ-
omy” (ibid., p. 146). As place brands and the place branding process develop 
they tend to evolve gradually from a quasi-stable condition through an inter-
val of accelerated transition to re-emerge in a new state with qualitatively 
different features (Martens and Rotmans 2001, cited by Raskin et al. 2002). 

Why place branding nurtures the wealth of nations
A second body of literature addresses the economist’s perspective. Porter’s 
(1998) view on the clusters and the new economics of competition has 
been much cited, but to what extent is his argument sound? In order to find 
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out, we refer in this section to Glaeser and his colleagues (1992). They 
used data on employment growth between 1956 and 1987 for the six most 
important industries in 170 metropolitan areas in the United States to test 
three theories of what they called “dynamic externalities”. The externalities 
were basically knowledge spillovers from one person or group to another, 
and the theories were different views about the institutional structure that best 
facilitated the spillovers. More rapid employment growth would occur in cit-
ies with the best institutional structure for growth. Nowlan (1997, pp. 111–13) 
chronicled their main findings as follows:

One theory was that of Michael Porter, whose book on The Competitive Advantage 
of Nations had been published in 1990. Porter’s research suggested that competi-
tive firms within a concentrated single-industry cluster provided the best struc-
ture for successful growth. 

Another theory was associated with several economists from Alfred Marshall, 
a turn-of-the century Cambridge (UK) economist through Harvard’s Kenneth 
Arrow to Paul Romer, the MAR theory. This theory, like Porter’s, was that single-
industry clusters were most conducive to the spread of knowledge but that the 
incentives to produce knowledge were less among competitive firms than among 
monopolists or near-monopolists. New knowledge is costly to create and com-
petitive firms can’t as easily hang on to the benefits as monopolists, so they don’t 
as easily hang on to the benefits as monopolists, so they don’t as readily incur the 
costs of research. 

The third theory that Glaeser et al. tested was that of Jane Jacobs. This was that 
new ideas and knowledge spread about most readily in cities with competitive, 
not monopolistic, businesses and with a diversity of business. Unlike Porter and 
MAR, diversity not single-industry clusters was important. The results of the study 
were that competition was more conducive to growth than monopoly and that a 
diverse city economy is better than one with a concentration of a few industries. 
The evidence is thus negative on MAR, mixed on Porter, and consistent with 
Jacobs. (Glaeser et al. 1992)

So the evidence rules in favor of Jacobs (1984). By extending her thoughts 
to Fan’s critique (2006) the following question, especially relevant in times 
of constraints, emerges: Shouldn’t the center of gravity of investment in 
branding migrate from the national scale toward the urban scale? In this 
way the knowledge of the place branding process can become  understood, 
theoretically, as a more place-selective entity. In turn, this would give 
affordance to connecting the characteristics of knowledge from a  practice-
based epistemology, i.e. linking knowledge embedded in practice – 
culturally embedded and socially constructed – with explicit knowledge. 
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These dimensions converge in Jacobs’s observations about the economies 
of cities that have been embraced in the “new growth” theory. In summary, 
Jane Jacobs’s perspective relates to transforming imports through a variety 
of material socioeconomic and symbolic interventions to exports, which 
finance more imports. The practice-based epistemology of knowledge, cul-
turally embedded and socially constructed, are characteristics relevant for 
place branding. In turn, these coincide with Anholt’s (2002, p. 235) view, 
albeit beyond the urban scale, that “culture plays an essential role in the 
process of enriching a country’s brand image, in driving the process from 
the initial shorthand of media communications towards a fuller and more 
durable understanding of the country and its values”.

Images of organizations
A third body of literature addressed strategic theory underpinning our 
understanding of issues, in particular the contextual challenges the place 
branding process faces. The disruptive context has brought about imbal-
ances which can be understood by the application of framing, if govern-
ments and corporations demonstrate the capability “to achieve recurrent 
purposeful emergence”. Thereby, Normann distinguishes three possible 
levels of outcome: “adaptation and correction, i.e. continuous improvement 
within a frame breaking reconfiguration, structural change of the business 
to match paradigmatic change in the environment, and recurrent purpose-
ful emergence or the capacity and preparedness to achieve frame-breaking 
reconfiguration when required” (Normann 2001, p. 241). 

Amid Mintzberg’s eloquent contributions to the strategic literature is the 
construct of configuration theory. This aspect is highly relevant to place 
branding because value creation takes place in networks, which in turn are 
situated in a constellation (Normann and Ramirez 1993). Configuration the-
ory examines how network members use interrelated variables, rather than 
a single organizational attribute (such as location or genre), for “getting it 
all together” and subsequently “follow a path to success” (Mintzberg 1989, 
p. 95). Following Mintzberg, we define configuration “as a system in which 
it makes sense to refer to a network of interrelationships” (ibid., p. 96), due 
to its central role in interaction in value creation and exchange (Lusch and 
Vargo 2006, p. 285). Transportation and information technologies have cre-
ated new spaces that trigger our senses, such as TV channels, the internet 
and simulated environments. From the audience perspective these different 
spaces have become interwoven in intricate patterns that afford individuals an 
inclusion in multiple worlds. For instance, people travel while phoning home 
and watching a billboard movie clip (Go and Van Fenema 2006) that, for 
example, is promoting the Olympics. In the  multilevel, multi-actor context 
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of the summer and winter Olympics, and their accompanying  infrastructures 
designed for mass televised audiences and the consumption by stadium and 
television spectators, configuration theory presents a lever to understand 
complex interfacing of hard (infrastructural, facilities) and soft (mental, sym-
bolic functions). In turn, such understanding can be used for mapping the 
relationship between the event and spectators, particularly in terms of how 
images associated with the Olympics can be transferred, possibly strength-
ened, enhanced or changed to the benefit of the host city (Brown et al. 2004, 
p. 279). In turn, configuration theory raises a two-pronged issue: first, to 
what extent do organizers opt for a basic form of organization  drawing only 
on a single attribute in a Darwinian-like response to intense competition for 
audiences, which is part and parcel of the mega-event market? Second, to 
what extent are mega-event organizers drawn “toward configuration in order 
to achieve consistency in their internal characteristics to create synergy” in 
the host place branding process and “to establish a fit with their external 
contexts” (Mintzberg 1989, p. 96)? 

From the sociological perspective Molotch (1976) conceives both mega-
events and their accompanying infrastructures metaphorically as elements 
of the “growth machine” for economic investment and urban/regional 
regeneration, whether as prestige projects or localized anchor projects, pos-
sibly tied to shopping malls or sport parks. Such projects often leave lega-
cies behind in the form of parks, sport facilities, student housing and public 
transport improvement. Also, they provide satisfaction for participants 
(competition, pride), standing organization (image), traders (turnover), host 
country (status), governments (tax revenues) and the event managers and 
staff (satisfaction, prestige and income). Intimately linked to transnational 
capital flows as opposed to community relations, mega-events such as the 
Olympics and the Tour de France built substantially on protocols, organiza-
tional procedures and routines in order to mitigate the risk of dependencies 
on the host city’s organization, facilitative infrastructure and the logistics 
supporting the event. The local circumstances can strongly influence the 
image of events, thereby impacting not only on the event branding but also 
on the special event image being transferred onto the place brand. 

From an organizational change perspective Gareth Morgan (1986) advo-
cates that every user has an implicit picture of an organization or a mental 
brand image of what it is like. His “images of organization” framework 
of metaphors suggests that an organization can be seen differently by dif-
ferent people, but also can be seen in different ways by any one person. If 
multiple images are used of, for example, a city, much greater understand-
ing may be gained from the psychological schematas of stakeholders and 
users alike, which would have great utility, because cities are many things 
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at once. Accordingly, such multiple images may reveal new ways of seeing 
(Morgan 1986), e.g. place brand images that prior to investigation may not 
have been apparent. Morgan generated eight possible images of organiza-
tions: (1) machines; (2) living organisms; (3) brains; (4) cultures; (5) politi-
cal systems; (6) psychic prisons; (7) systems in flux and transformation; 
and (8) instruments of domination. These images provide potentially fresh 
perspectives that can aid decision-makers to make sense of where they 
are in the place branding process and the limitations of their place brand 
knowledge vis-à-vis the surrounding world. 

Critical Studies 

In the avalanche of literature of critical perspectives, the third major debate 
has been drowned out to a significant extent. Our aspiration here is to 
pay heed to this observation by examining place branding from a critical 
perspective, based on academic arguments. For example, Wilkinson and 
Pickett (2010, p. 219) claim, consistent with the “anti-growth” camp view, 
“that there are ways of improving the quality of life in rich countries with-
out further economic growth”. However, their (2010, p. 275) views have 
attracted both thoughtful criticism and strident political attacks from the 
“pro-growth” camp. This dichotomy adds to the differing objectives a cast 
of actors in different roles, from different backgrounds and often with con-
trasting agendas, which renders smart growth place branding a controver-
sial value proposition. 

Why look at claims about ethics of place branding? 
In 1962 Rachel Carson’s Silent Spring helped to ignite the start of the 
worldwide sustainability movement. Since the World Commission on 
Environment and Development conceptualized the notion of “environmen-
tal sustainability” in 1987, lots of attention has been given to the concept by 
the media, policy-makers, politicians, business managers, activists and the 
public at large (Goodland 1995). Sustainability’s triple bottom line, eco-
nomic, environmental and social, engulfs many aspects of current brand-
ing concerns. Government legislation, consumer demands for sustainable 
products and services have moved businesses, professional associations 
and local authorities “to develop codes of ethical conduct” and address the 
undesirable consequences of place branding, including “social inequality 
and environmental damage” (Insch 2011, p. 151). Looking at claims about 
ethics and related codes of conduct is justified because such research per-
spectives have the potential to advance our knowledge of place branding, 
which is inseparable from practice. In turn, the latter affects directly or 
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 indirectly the everyday of urban users and can potentially aid in guiding 
their sustainable behavior. The issues of sustainability and place brand pres-
entation have so far been developed largely in isolation from one another, 
resulting in binary responses to the process of economic restructuring that 
affects trade transactions, technology transfer and capital flows. These are 
symptomatic of the intensification of competition, whereas in the context 
of supranational governance and consequent multilayered interaction, 
place branding poses many challenges for the analysis of multi- stakeholder 
 collaboration. 

Who are we? Redrawing borders and national identity 
Recent developments in the “New World Order” have challenged the estab-
lished national borders (Castells 1993). As Anderson (1996) indicates, 
borders are both institutions and process markers and agents of identity. 
National identity is a fundamental force and remains the bedrock of many 
political, economic and social activities. The ambivalence in the “border-
less” European Union (EU) demonstrates ambiguous identities because eco-
nomic, cultural and linguistic factors pull citizens in different  directions. 

This is also true politically as they may display only a weak identification 
with Europe and its supranational institutions. At the supranational scale 
recent policy formation has focused on the EU proposition to understand 
smart and inclusive growth. While one may agree or not with this “smart 
growth” policy or question the required investment vis-à-vis the advantages 
it touches on, the realm of place branding practice therefore should not be 
ignored by researchers. The EU proposition can be broken down into three 
crucial dimensions. First, the EU’s Europe 2020 growth strategy indicates 
that there is a process at play. Whether seen as formal or informal, rational 
or irrational, this process proceeds through a number of stages and is driven 
by a myriad of factors, including demand, supply and capability. These 
stages impact, directly or indirectly, on the place branding decision-making 
process. 

Second, the EU smart specialization strategies aim at ensuring that 
“research and innovation resources reach a critical mass and are supported 
by targeted interventions in human resources, knowledge infrastructures and 
suitable conditions for business” (EU Regional Policy for Smart Growth in 
Europe 2020). The same also indicates the intention for developing policy 
to suit a place-specific context. 

Third, the idea that three mutually reinforcing priorities should help EU 
member states to deliver high levels of employment, productivity and social 
cohesion signal that place branding and its related efforts should result in a 
concrete output. 
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Governance designed to activate co-decisional processes can help estab-
lish a delicate balance between stakeholders (Hatch and Schultz 2010, cited 
by Go and Govers 2011, p. xxv). It allows stakeholders to advance their 
understanding both in terms of the process and areas of potential conflict 
so as to establish the critical mass needed for smart growth place branding. 
In essence, a sense of purpose represents a vital source and positioning of 
the smart growth brand in a manner which addresses issues that matter to 
stakeholders and will go quite some way to getting them to participate in 
the decision-making process. How can stakeholders understand their sur-
rounding world? Following Shaw and McCombs (1977) the mass media 
appear stunningly successful in telling them what to think about. It is, 
therefore, relevant to understand how media coverage impacts on stake-
holders, particularly in terms of how they mentally order and organize their 
world. Holt (2002, pp. 70, 72) coveys how the “modern cultural engineering 
paradigm premised upon a consumer culture … granted marketers cultural 
 authority … consumers are beginning to break down marketers’ dominance 
by  seeking out social spaces in which they produce their own culture, apart 
from that which is foisted on them by the market [allowing] people to con-
tinually rework their identities, rather than let the market dictate identities 
for them”. This shows that the nation and its traditions and big business are 
often popularly perceived in isolation from one another. But underneath 
the veneer the branding techniques that commercial and territorial actors 
apply are not quite as separate or different as they appear at first sight. For 
example, Hansen and Machin (2008, p. 792) found that “Getty’s images 
are designed in the first place to foster greater consumption of products and 
services” as opposed to fostering a cultural paradigm of branding designed 
to influence and guide sustainable behavior. 

This illustration opens up several lines of thought regarding the relation-
ships of the codes of ethical conduct in pursuit of sustainability and busi-
ness, politics and consumers. Nicholas Ind (2004) suggests that businesses 
account for 51 of the largest 100 economic entities in the world and there-
fore branding should have a wider social perspective in order to sustain 
its continued relevance. In Living the Brand Ind points to two main living 
brand characteristics. These are operating with openness and integrity. In 
turn, these can be assessed by answering a set of criteria posed in the form 
of questions. First, does branding ignite people’s passions (both stakehold-
ers and customers)? Second, does it focus on relevant issues? Third, does 
it deliver on the promise? Fourth, does it contribute to people’s happiness? 
Fifth, does it contribute to cultivating happiness in organizations? Finally, 
does it create a sense of community? At the political scale, governments’ 
attempts consciously to “shape a specifically-designed place  identity and 
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promote it to identified markets, whether external or internal, has been 
a prevailing trend” as “old as civic government itself” (Kavaratzis and 
Ashworth 2005, p. 506). 

Global flows, their propensity to impact on interconnectedness, and 
the characteristics of process, growth and mobility have all intensified. 
Yesteryear’s structures have turned into processes, as opposed to solid sys-
tems with government mandates. Instead, in the “New World Order” wealth is 
gained from experiments with the cycle of creative destruction (Schumpeter 
1980 [1934]). As we saw earlier, knowledge networks comprise network 
nodes of business, government or organized civil society groups, and indi-
viduals pursue value-in-context. Typically, they would use the success crite-
ria of provenance associations as core value propositions to enable them to 
configure the potential place umbrella brand values themselves (Iversen and 
Hem 2008). In light of this it is relevant to observe that multi-stakeholders 
from a wide range of backgrounds, and backgrounds often with conflict-
ing agendas, often constrain the coordination regime, thereby frustrating 
local public, private and nonprofit sector collaboration on developmental 
issues which is a prerequisite to achieving mutually beneficial smart growth 
outcomes. Eshuis and Edelenbos (2009, p. 272) highlight the significance 
of these common powers in the context of urban/regional regeneration and 
branding as follows: “a brand tends to receive more support if it is a result 
of co-production by the stakeholders involved”. Holt’s (2002) dialectical 
theory of consumer culture and branding resonate with Gnoth (2007, p. 13), 
who views destinations as open systems evolving as living entities. He goes 
on to say that “commoditizing a destination’s cultural, social and natural 
values” harbors both difficulties and dangers. He writes: 

place branding can assist in utilizing and managing a destination’s attractions to its 
advantage, both commercially and with the aim of sustainability. By having devel-
oped a model that makes the value system that constitutes place central and 
transparent to a branding approach, and by systematically seeking to reflect that 
system in the destination brand, tourism operators receive an incentive that can 
benefit themselves as well as the destination in its development. The open system 
of place, its historicity and evolving rather than managed or manufactured reality 
explains the absence of clear owners of destination brands. By linking the success 
of destination development to its capital base, tourism operators and researchers 
have the opportunity knowledge of creating new approaches to effective sustain-
able development. 

The knowledge derived from a value system can be characterized as socially 
constructed, embedded in place branding practice and multi-dimensional, 



 Conclusion 213

i.e. the tacit and explicit knowledge of business, civil society and govern-
ment are inseparable and needed for improving place brand performance. 
Pike observes (2009, p. 621) that “the spatial and multifaceted nature of 
brands, for example, makes them simultaneously ‘economic’ as goods and 
services in markets, ‘social’ as collectively produced, circulated and con-
sumed objects, ‘cultural’ as entities providing meanings and identities, and 
‘political’ as regulated intellectual properties, financial assets and traded 
commodities”. These ideas provide an appropriate illustration as how to 
consider multiple dynamics that can result in contestable knowledge which 
may feed contradictions among stakeholders closely linked in remit to the 
pursuit of place branding decision-making. 

Place brands and space: a reciprocal relationship 
Following on from Andy Pike (2009) we assume that “brands mutu-
ally constitute and shape each other” at the economic scale through the 
 consumption of market commodities and, simultaneously, through the 
social construction of knowledge. As such knowledge circulates and con-
figures a constellation for considering a path of “smart growth” in the 
place branding context, the question is immediately raised: What argu-
ments would provide justifications to opt for “smart growth” branding? 

The received answers are derived from different disciplines and prac-
tices. From both a marketing perspective and brand perspective, the over-
arching justification is user-centric (including consumers and citizens). 
Their participation would be subject to understanding the value derived 
from smart place brand offerings. This raises another query of import: Why 
would urban users contribute to smart growth policy? This question can be 
answered in a pragmatic way (e.g. the pursuit of “saving valuable time” or 
reduced bureaucracy-induced aggravation) and an aesthetic way (e.g. “keep-
ing the city beautiful and livable”). The former motivated Miller and Hoel 
(2002, p. 1) to justify smart growth as a label for “a range of regulatory, 
financial, and educational practices that may help to coordinate transporta-
tion planning and land development within an integrated manner”. From 
a socio-psychological viewpoint the latter justify smart growth policies as 
a means “for achieving a better quality of life by reducing traffic gridlock 
through incentives for transit- and pedestrian oriented communities built 
under new urbanist principles” (Audirac 2005, p. 135). She writes: 

To this day, the promise of enhancing quality of life via incentives for more liv-
able communities and simultaneously fostering economic growth seems primarily 
oriented toward the tastes of ICT workers and executives and the more afflu-
ent households. However, as restructuring authors point out, the much touted 
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vibrancy of smart growth communities also depends on low-wage, service temp 
workers from nearby digitally deprived communities. (Ibid., p. 137) 

Inclusiveness implies reciprocity and focuses on the issue of how social 
and economic stakeholders can be transformed into resource integrators 
and place brand beneficiaries. There is a myriad of motives behind smart 
growth. While derived from different disciplines these are inextricably 
interlinked within society and the economy when placed in “everyday” 
space, as determined by work, learning, recreational and other activities. 
From a socio-economic perspective smart growth is justifiable for purposes 
of competing in the international market and collaborating in ways to gain 
a critical mass of support against acceptable transaction costs. In both the 
categories of competition and collaboration, place branding requires a lead-
ership discourse from the political arena that helps to elaborate both rel-
evant “ideas” and the infrastructure needed for effectively developing into a 
center of smart growth through innovation which would serve to reinforce 
the traditional role of brands as fundamental to value creation under regimes 
of rivalry (Klaus and Maklan 2007, p. 120). Such rivalry conditions raise 
issues of conceptualization resulting in the intersections of three overlap-
ping relationship paradigms. These are: first, a legislative framework of 
a distinctly top-down and established relationship between national, state 
and local government; second, “a participatory relationship between those 
initiating and those recipient of development or change”; third, an “overly-
ing framework involving finance” (Orbasli 2000, p. 100). 

Accordingly, place brand performance assessment necessitates the appli-
cation of a balanced and smart growth approach involving the tradeoffs 
in group decision-making. Presently, emerging resource scarcity and cli-
mate change focus attention on exploring concepts and new growth theory 
(Romer 1986; Lucas 1988), which highlights the role of knowledge in ena-
bling growth and justifying the European Commission proposition of smart 
growth communities and inclusiveness from a political and  ideological 
perspective, in particular when viewed as a path toward developing “an 
economy based on knowledge and innovation” and sustainability as “pro-
moting a more resource efficient, greener and more competitive … and 
inclusive, high-employment economy delivering social and territorial cohe-
sion” (European Commission 2010).

Soft and hard components shaping brands
Vargo and Lusch’s (2008, p. 7) third foundational premise invites us to 
recognize “goods as distribution mechanisms for service provision”. 
Accordingly, in the place brand framework the challenge is to frame the 
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hard properties (e.g. infrastructure and architecture) within value proposi-
tions (FP7) that matter to consumers who manifest their desire to partici-
pate as co-creators of value (FP6). For purposes of pulling things together, 
reference to the idea of discourse is relevant. Discourse is the frame of 
reference of the participants that determines the way they think and act, and 
therefore how the organization and those in it function. For instance, Chris 
Mabey and Tim Freeman (in Chapter 1) introduce discourse as a theoreti-
cally informed way to explore the role of leadership in the place branding 
context. Foucault (1977) built on early 19th-century British philosopher 
Jeremy Bentham’s theoretical design for a prison building which created a 
situation in which governments exercise identity and image management to 
shape and maintain control over the rising expectations of stakeholders. 

Giovanardi (2012, p. 30) challenges the hard–soft binary in traditional 
place marketing discourses and encourages researchers to consider the 
“functional and representational dimensions interconnected in every brand 
and even more in every place brand”. His conceptualization implies the 
need to bridge a dialectical tension between the space of place, as expe-
rienced by humans, rooted in historically evolved spatial organization, 
and the global space of flows consisting of goods, people, symbols and 
electronic impulses (Castells 1996, p. 412). Analysis of transportation and 
 information technologies has transformed human interaction with spaces, 
as well as challenging the “local–global” binary. Presently, human inter-
action, the including and excluding in the perspective of multiple spaces, 
encompasses the information space, mental space and social space (soft) 
and material (hard) space (Go and van Fenema 2006, cited by Govers and 
Go 2009, p. 6) – including the infrastructure of urban spaces. These lead to 
complex if not chaotic patterns challenging the mind–body dichotomy that 
is inherent in the objectivist epistemology of knowledge. The new tech-
nologies enabling mobility to bodies and minds offer unprecedented access 
to “other” worlds, cultures and spaces, and refer to creative cities, prob-
ably the most often referred to soft power dimension since Richard Florida 
launched his discourse (2002). But his critics struggle with his discourse, 
e.g. Peck (2005, p. 768) opines that “creativity strategies subtly canalize 
and constrain urban-political agency, even as their material payoffs remain 
extraordinarily elusive”. From a research viewpoint intriguing issues arise: 
How can researchers conceptualize the new spatial arrangements? What 
patterns are emerging? How can dynamic spaces change existing places 
and affect their branding? According to D’ Andrea et al. (2011, p. 158): 
“this realization of mobility as a complex, diverse and multidimensional 
phenomenon calls for care with methodological frameworks sensitive to 
complexity …  From micro to macro, as experience and structure, this effort 
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to structure the very process of enquiry emerges from the need to examine 
a variety of spatial, social and cultural possibilities”. 

In such a wider, inclusive framework Audirac (2005, p. 120) examined 
the spatial implications of the information age and found that the “form 
of cities is spatially more loose and fragmented, dynamically becoming 
more polycentric and complex, and fast dispersing and de-concentrating”. 
If this were true, it might represent another question: To what extent can 
one regard place branding as a selective, integrated and viable practice? 
When considered in the broadest terms, place branding aims at a great vari-
ety of objectives, driven by external forces, e.g. positioning the place in the 
media under conditions of “intense competition for tourists, investments 
and businesses” (Avraham 2000, p. 363); “creating sustainable small-scale 
production–consumption relations, and, therefore local cultural sustainabil-
ity” (Askegaard and Kjeldgaard 2007, p. 138); or leveraging ICT-intensive 
methods to produce regional network agglomeration economies (ibid.) as 
sources of growth. 

But how can we know whether or not the latter would promote smart 
growth place brands? Since the early 1980s the time-sensitive logic of 
computer mediated work has been altering the ways knowledge workers 
approach their tasks (Zuboff 1982), signaling a shift in work structure from 
co-located to mobile work styles. This discourse has driven the new order 
of business conduct which, in turn, has shaped organizations, management 
styles and human lives. Audirac (2005, p. 132) recapitulates its possible 
consequences for the urban fabric as follows: 

In the information age, the tension between urban centrifugal and centripetal 
forces, influenced by the ICT revolution, favors overall urban dispersion but not 
the death of cities. The synergies between ICT-enhanced supply chains and the 
automobile and airplane society are deepening the need for high speed acces-
sibility to virtual and physical places. This has ushered a rise in demand for swift 
intermodalism, fast mobility, and state-of-the art digital connectivity, resulting in 
increased congestion costs for cities and a tendency for agglomerative activities to 
spatially recombine into new clustered patterns of metropolitan dispersion and 
deconcentration … However, as overwhelmed network capacities restrict the 
fast tempo logic of information age business models, new waves of businesses and 
population deconcentration are likely to ensue. 

Audirac’s observations pose challenges to the metropolitan smart growth 
agenda and trigger critiques of scholarly thinking of Taylorist-driven sup-
ply chains and market-driven subjects by Sevin (2011) amongst others, who 
argues that these dominant approaches and definitions of place branding 
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limit the thinking of scholars. A corollary of these movements is that they 
contribute to divisiveness and exclusion in society. He justifies his critical 
theory-induced approach by underscoring that it is difficult to even discuss 
ethical issues at a conceptual level within the market-driven approach in 
order to expose widely ignored issues and redefines place branding through 
a communicative action model composed of two steps. Step 1 highlights 
legitimacy and inclusion as ethical concerns in a domestic communicative 
action; while step 2 enters the consistency issue which arises between the 
messages in the domestic and international arena. The debate regarding soft 
and hard components reminds us of the disputes about the goods (tangibil-
ity) and services (intangibility) in the knowledge domain of service market-
ing. Within this context it helps to note that place brands are dynamically 
linked to the experience economy. Hence the unraveling of the place brand 
serves to identify its fundamental role as the “signifier” of service exchange 
(FP1), drawing on operant resources as source of competitive advantage 
(FP4) of social and economic actors (FP9) who operate with a view to be 
customer orientated and relational (FP8) and must respond to ethical issues 
of legitimacy, inclusion and consistency so as to offer justifiable and rel-
evant value propositions (FP7). 

Brands, semiotic space and urban experiences 
The public policy literature, a third body of knowledge, having documented 
the decreasing influence of the nation-state, demonstrates the importance 
of the local initiative in urban economic restructuring (Wilson et al. 
1997). The presence of technologically, organizationally sophisticated and 
resourceful transnational corporations may contribute to a new learning pro-
cess,  benefiting from location specific externalities (Porter 1998), associated 
with local and regional economies. Branding can be levered for attracting 
consumers to a brand (Van Ham 2001; Anholt 2002; Buer 2002). 

However, there are risks associated with creating a brand, as there is an 
unspoken promise to consumers that their trust in the brand will be respected. 
This leaves the brand owner exposed to considerable reputational risk (van 
Ham 2001; Buer 2002). Consequently, learning is relevant, if need be, to 
revamp the brand. Olins (1999, p. 255) provides a powerful example of how 
the British “House of Saxe-Coburg-Gotha was re-launched as the House of 
Windsor during the First World War when Germany was the enemy”. 

Strong forces such as globalization and ICTs have altered the reputa-
tional landscape and increased transparency and risk exposure (Go and 
Govers 2011, p. xxv), reminding stewards that they have to be vigilant. The 
knowledge embodied in material, social and political dynamics is neither 
owned nor “unilaterally controlled” and therefore “cannot be controlled” 
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(Chandler and Vargo 2011, p. 37). In short, “brand promises are not made in 
isolation” (Buer 2002). This is exemplified, among others, by the complex 
of international media, which affords better-educated and informed citizens 
and consumers to demand a higher level of corporate social responsibility 
and ethics (Egri and Ralston 2008). In the integrated framework for brand 
co-creation based on Prahalad and Ramaswamy’s (2004) building blocks of 
dialog, access, transparency and risk, brand governance (Hatch and Schultz 
2010) accordingly faces multilevel, multi-actor and multisector challenges. 
The result is a complex of fuzzy boundaries, not just in a territorial sense but 
also in terms of the role of both public and private actors in, for example, 
operating the place brand as an “umbrella” (Kavaratzis and Ashworth 2005; 
Iversen and Hem 2008). First, the multisector challenge involves the issue of 
how to include a multitude of stakeholders efficiently and equally for mutu-
ally beneficial development. Second, the multi-actor challenge concerns the 
question of how the relevant spatial structure is linked to the “place-specific 
circuits of power linked to society, economy and the state” (Yüksel et al. 
2005). Third, the multilevel challenge addresses a branding issue involving, 
particularly, the geographic, macro-, meso- and  microscales. 

Peter van Ham (2008, p. 126) explains how the academic discourse on 
soft power enabled place branding to acquire “its proper, still awkward 
place”. Nye (2006, p. 256) defines soft power as “the ability to alter the 
behaviour of others by using attraction techniques, rather than by coer-
cion or obligation, in order to achieve the needs of the individual or the 
group”, while Olins (1999), referring to countries and companies trading 
identities, asserted that their primary roles remain fundamentally different. 
For example, Hakala et al. (2010) refer to an anecdotal saying in Finland, 
that “Finland cannot benefit Nokia but Nokia can benefit Finland”. In this 
case and following Fan’s (2006) argument the direction of causation seems 
clear: “the nation brand could emerge as a result of the success of a national 
industry” (Hakala et al. 2010, p. 63). The multilayered challenge in brand 
governance is also evident in the staging of transnational mega-events 
involving issues of the safety and security of international spectators. Based 
on empirical insights into the 2006 FIFA World Cup in Germany, Klauser 
(2011, p. 3204) conveys how:

the tightly enclosed fan zones addressed not only the need to regulate public life 
during the event, but also served temporarily to reconfigure urban space in the 
interest of visibility and branding for FIFA’s commercial partners. FIFA was in full 
control of the brands and billboards displayed in the official fan zones, thus exem-
plifying the intimate relationship between the opportunities and the vulnerabili-
ties associated with urban space at the sport mega event. Following a  combined 
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 security and branding rationale, fan zones provide a secured space for the collec-
tion and integration of individual spectators into commercialized spheres of emo-
tions and analogous rituals, moving beyond the traditional stadium in restructuring 
and appropriating urban space more generally.

DEFICIENCIES

When assessing the three debates above a bit closer, two parallels emerge. 
Though closely linked in remit and domains of investigation, there are few 
cross-references amongst the various disciplines or from one debate to the 
other, even though many issues appear to have a connection. Gertner (2011, 
p. 100) lamented that the fragmentation of the topics investigated impedes 
the development of a meta-analysis of multiple studies dealing with a set 
of related research hypotheses and their combined results. But the research 
issue Gertner encountered may have been flawed because it seems to ignore 
the “context specificity of place”, thereby overlooking the “inseparability” 
of place which gives “life” to the place brand, including the dynamism 
derived from its mobility and governance. The latter is central to urban 
politics and influences place branding. Therefore, brand equity building, 
including name awareness, reputation and loyalty, require a supply-driven 
analysis as opposed to a demand driven one (Govers 2011, p. 230). The 
deficiency of “place brand impact measurement” is another impediment to 
advancing place branding and place brand knowledge. 

The Deficiency of Definition: What Is Being Branded?

The place branding concept refers to branding studies in the context of 
cities, regions and nation-states. However, the properties of each differ 
markedly, which renders definition ambiguous and comparison hard, if 
not impossible. At the level of the nation, the same has resulted in confu-
sion over what is being branded. In the debate as to whether France can 
be rebranded, Wally Olins wrote in marketing terms, whereas academic 
Michel Girard wrote about France the nation “from a historical and cultural 
perspective” (Fan 2006, p. 11). At the regional level, “region” is usually 
defined as “an administrative division of a country” and is often used to 
signify the governance of policies to assist processes of economic develop-
ment (Cooke and Leydesdorff 2005, p. 6). But there also other definitions; 
for instance the region can also be understood as “a unit for geographical, 
functional, social or cultural reasons” (ibid.). So, what exactly is meant in 
studies by region branding is often unclear. Also, the layering of  spatial 
identities (Boison et al. 2011) requires new spatial interactions at new 
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scales and with new research approaches. In this framework mobility is 
a concept akin to the notion of place, the “dynamic equivalent of place” 
(Creswell 2006, p. 3). Along these lines, the findings by D’ Andrea et al. 
(2011, p. 156) signal a significant challenge for the “systematic unbundling 
and formalization of research protocols, methods and analysis that can inte-
grate macro and micro components, rather than allowing these to continue 
developing separately”.

The Deficiency of “Place Brand Impact Measurement”

Many claims referred to in the literature suffer to a certain extent from 
a mixture of analysis, description and prescription. They also lack the 
 evidence to underpin the former. Furthermore, Keller and Lehmann (2006, 
p. 754) remark that researchers have been preoccupied “with brand exten-
sions and some of the processes that lead to the development of brand 
equity. By contrast, there has been relatively limited effort directed toward 
exploring the financial, legal, and social impacts of brands”. The branding 
of place requires substantial investments. While considerable resources are 
allocated to place marketing and branding efforts, so far the research has 
not been able to measure the impact (Jacobsen 2009; Zenker and Martin 
2011). In the 1976 film All the President’s Men, two journalists investigate the 
Watergate scandal for the Washington Post, heeding the advice from ‘Deep Throat’ 
to follow the money trail. They obtain, subsequently, the evidence they had 
been searching for earlier, but to no avail. Similarly, researchers should 
follow the foreign direct investment flows as Jacobsen (2009, p. 70) did 
in an attempt to “identify the place brand actuators which contribute to 
(more) efficient place brands”. The measurement of fiscal flows would then 
contribute to the more “efficient and effective use of taxpayers’ money” 
(Zenker and Martin 2011) and be seen to be both highly relevant to place 
branding research and practice in the wake of the financial meltdown and 
current economic crisis. 
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