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Institute of Place Management # International Biennial Conference

7" 1 8" September 2017, Manchester Metropolitan University,
Manchester, UK

InclusivePlacemaking

CALL FOR PAPERS

Conference Chairs: Dr Ares Kalandides, Dr Steve Millington and Professor Cathy Parker

The repercussions of the 2008 global financial crisis continue to reverberate across the world,
presenting major challenges to lodalvelopment.In many places, after decades of

regeneration, the money has simply run out. This is an era of austerity, but one where
responsibility for prosperity (or failure) is being devolved and localised through current
political agendasThis coincdes with calls to take back control, both in the UK and USA.
However, the local capacity to transform places, to tackle serious issues such as income
inequality and climate change is severely eestimated, and brings into question the future

of the currat economic development mantra, inclusive growth.

Despite these broad economic and political uncertainties, places continue to évdihee.
absence of public or private funding there is a greater emphasis on communities to self
organise, through ordimpand neighbourhood placemakiridhe stories of how people in
places support the arts, the local heritage, the vulnerable, the young and the old can be an
inspirational example of creativity and compassion. Nevertheless, the organisers of food
banks, freafterschool clubs, community littguicks, and all the other people who attend
neighbourhood gardens, produce local festivals and events, areresol@rced, under
supported, and undealued.

In this context, we want to understand more about placemalkia participatory and
inclusive practice, which connects individuals into networks of ptexs®d action and results
in the context of austerity, devoioih, and local responsibilityVe are also interested in
moving beyond the silos of academics dibogs or professional interventions, to consider
the connection between business, community and policy.

We suggest papers might address the following themes:

1 Collective practices of solidarity in an era of austerity

T Gender and placemaking

1 Creativity and facemaking, as a tool of engagement and transforming place identity

1 Landscape and placemaking

1 Case studies exploring the impact of inclusive placemaking

1 Civic and communityted initiatives

1 The personal motivations, vulnerabilities and achievemergkoémakers

T The practicalities involved in delivering and overcoming barriers to effective
placemaking

1 Arts and placemaking
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The relationship between tourism and placemaking

Inclusive models of place management and governance

Case studies examinimgmmunity empowerment at a grassroots level
Placemaking for degrowth

The communication of pladeased narratives in placemaking and place
marketing/branding

The role and value of smadtale events and festivals

Business as actors in local communities

Coneeptual and ontological issues of placemaking

Placemaking and the law

The role of digital and social media in placemaking

*Special Stream: Museums & Places

f
f
f
f

Museums as social hubs

Museums, memory & placemaking

The role of museums in place marketing/placanding
Museums and tourism

Suggested readings

1

il

il

Carson, C. (1992). City museums as historidaarnal of urban historyl8(2), 183
191.

Grodach, C. (1998). Museums as urban catalysts: the role of urban design in flagship
cultural developmentlournal of wban designl13 (2), 195212.

Heidenreich, M., & Plaza, B. (2015). Renewal through culture? The role of museums
in the renewal of industrial regions in Europeiropean Planning Studig®3(8),
1441-1455.

Lohman, J. (2006). City Museums: do we have airo&haping the global
community? Museum Internationab8(3), 1520.

Massey, D. (1995). Places and their pasistory workshop journal39, 182192.
Newman, A., & McLean, F. (2004). Presumption, policy and practice: The use of
museums and galleries ageats of social inclusion in Great Britalnternational
journal of cultural policy 10(2), 167181.

Scott, A. J. (2006). Creative cities: Conceptual issues and policy quesbansal of
urban affairs 28(1), +17.

Tlili, A. (2008). Behind the policy @mntra of the inclusive museum: Receptions of
social exclusion and inclusion in museums and science ce@tristal
Sociology2(1), 123147.

Watson, S. (Ed.). (2007Museums and their Communitiédoutledge.

Van Aalst, I., & Boogaarts, I. (2002). Framuseum to mass entertainment the
evolution of the role of museums in citi€&iropean Urban and Regional
Studies9(3), 1952009.

Deadline for abstracts by 5piednesday 31 May, 2017

Please submit 560000 word abstracts to: Gareth Rob&t3.Roberts@mmu.ac.uk
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5" Corfu Symposium on Managing & Marketing Places

16" 7 19" April 2018
Changing places: Visions of utopia or dystopia?

CALL FOR PAPERS

SMART growth, inclusive growth, degrowttevolution,revitalisation, placemaking, place
branding and destination marketing: A list of common place practices or ambitions. But
what future do these bring to the towns, cities, regions or nations in which they are adopted?
The theme of the 8 Corfu Symposium on Managing & Marketing Pladeso explore the
utopian or dystopian visions associated withpleeepractices we study, promote or enact.
Whilst we do not expect all authote provide this reflection themselves, time will be
devoted, withinthe symposium, to collectively discuss and debate the potential impact on
places tomorrow from the work we do today.

Organised by the Institutef Place Managemethis Symposium is an annual event dedicated

to developing the theory and practice of platghagement and marketing, within a context

of responsible tourism on tHeeautiful Greekisland of Corfu. Unique amongst academic
conferences, the Corfu Symposium on Managing & Marketing Places offers scholars the
opportunity to engage directly with plangaking, management and marketing issuas the
Symposium includes local businesses, policy makers and other stakeholders eager to
implement cuttingedge research that can make a positive difference to Cotie.
Symposium venue is in Corfu Town, and Bymposium Hotel is just a few metres from the
sea in the heart of Corfu old town which is a UNESCO World Heritage Centre. The
Symposium will include a full social programme of activities including trips to local
speciality craft and food producers, viditssites of interest, and a gala dinner offering the
best of local Corfiot food in a unique setting with outstanding views.

IMPORTANT DATES

{1 Submission of 1000 word abstrdd" December 2017
to heatherskinnercorfu@gmail.com

§ Decision on acceptand®” January 2018

I Final deadline for Registratidtfzth March 2018

For further information visit our websitgtp://corfusymposium.com/
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Welcome to the Symposium

I would like to extend a very warm welcome to all delegates attending this 4t Corfu
Symposium on Managing & Marketing Places. The theme of the 2017 symposium
6pl ace maki ng f r omflectmaaurient develogneatseirs bibth the theory
and practice of place management, marketing, and branding, along with
developments into our knowledge about sustainable places and responsible
tourism, all of which rely for success upon the co  -ordinated efforts of multiple
stakeholders, each of which may have different, and sometimes competing,
objectives and purposes. The nature of academic enquiry into these issues is
inherently interdisciplinary, and the symposium will consider the way places are
theorised differently in various academic disciplines, and wh at this means for the
practice of managing and marketing places. The symposium theme was also
informed by the passing, on 18 ™ March 2016, of Professor John Urry, whose research
on a range of subjects relevant to place making, including urban and regional
research, and research particularly into the economic, social, environmental and
cultural implications of developments in tourism, revolutionised academic research

and practitioner insight into  The Tourist Gaze. | am delighted that the Responsible
Tourism Special Interest Group of the Institute of Place Management (IPM) is now
organis ing the Symposium. The IP M&lmks with the Journal of Place Management
and Development, with its focus on communicating with academics, practitioners,

policy makers and local government, is also a driving factor behind the balance

between academic and practitioner input into this event.

| would also like thank the Symposium Team,  everyone
who has contributed to this event, our sponsors, and
especially to ou r delegates for participating. | do hope
you enjoy your stay on this be autiful lonian Island.

DAY gUUARI Rf3 | OT3

H! Shine

Dr Heather Skinner , Symposium Chair
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About our Keynote Speakers

Professor Cathy Parker

Cathy is Professor of Retail and Marketing

Enterprise at Manchester Metropolitan

University Business School, where she has
managed over £10m of commercial and
research projects, in the areas of retailing
and place management. She is Pr incipal

Investigator of the £1m government -

funded Innovate project, Ol mproving ¢t©hne
cust omer experience i n retail: Bringing big d ¢
completed a major Economic and Social Research Council project investigating

town centre change, 6Hi gh Street UK 202006, whic

the UK, including Altrincham, Congleton and Alsager.

Cathy is Chair of the Institute of Place Management, with over 1200 members and
friends internationally, and Editor -in-Chief of the Journal of Place Management,
which is taken by over 2,000 institutions w orld-wide. She has published in many
quality peer -reviewed academic journals, including European Journal of Marketing,
Journal of Business Research and Journal of Environmental Psychology. Cathy is a
regular contributor on place related issues to the medi a including BBC News, Radio 4
and 5, ITN News and local radio stations. Cathy has been an academic advisor and
contributor to the All Party Parliamentary Small Shops Group, where she was the lead
academic for the influential High Street 2015 Inquiry. Her r esearch interests currently
focus on using big data to forecast and manage place change, place marketing

and the reduction of litter. She has recently been appointed Visiting Professor at the

Institute for Regional Development, at the University of Tasmani a.
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Dr Lefteris Kretsos

Dr Lefteris Kretsos is Secretary General,
Ministry of Digital Policy,
Telecommunications and Media, and
Secretary General, Secretariat General
for Media and Communication. The
Secretariat General for Media and

Communication is t he authority

responsible for the creation of the

strategic plan of national communication policy.

The Secretariat Gener al examined Greecebds i mage
the period 2008 to 2016. The study was based on the collection and processing of
400,000 media reports with direct references to Greece, in 1000 international media

of 28 countries during the period 2008 - 2016.

The results of this research and the main lines of the Strategic Plan of the National
Communication Policy will be presented in the keynboahd®ng speech

Greecebod.
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Dr Ares Kalandides

Ares is Director of the Institute of Place Management
and Managing Director of Inpolis Urbanism, an
international consultancy on place development.

He has implemented several p  rojects around the
world, including Australia, Colombia and South
Africa as well as in several countries in Europe &
Greece, Cyprus, France, Germany and Italy.

In 2009 he initiated the International Place Branding

Conference series which was the beginning of the

consolidation of experts in the field.

Ares is an Adjunct Professor at New York University (Berlin branch) and guest lecturer
at the Technical Universit y also in Berlin. He teaches undergraduate and
postgraduate courses in a broad range of subjects, including migration & citizenship,

urban development and economic geography.

His field of research today is on the politics of place, with an interest in participatory

practices and place -based power relations. His latest publications include a

research report on the re -use of empty re t ai | spaces in European t
Ge s c h? f2016)6 an entry for the Wiley -Blackwell Encyclopedia of Urban and

Regional Studi es (0James, 20, ba ecauthoded article with Mihalis

Kavaratzis onthe conc ept ual i zat i on o fRetRinkiagctiee pl&ce brand:s ( 0

the interactive formation of place brands and the role of participatory place

b r andiimEmndgronment an d Planning A, 2015) and a r eview of the concept of

Pl ac ®lacé and Spa ce in the wor k of indseagraphies, 2004)s s ey 0

among others. He is the guest editor of the forthcoming double special issue of the

Journal of Place Management and Development o noParticipatory Pl acer
(2018) and the special issue ofth e Gr eek Jour nal Geographies on
(2017).
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About the Institute of Place Management

The Institute of Place Management has provided formal accreditation for the 3
Corfu Symposium on Managing and Marketing Places to encourage and support

individuals undertaking continuous professional development.

The Institute of Place Management is  the professional membership organisation that
supports and represents organisation s and practitioners in the place management
and development sector. In this role the Institute supports and encourages the
continuous professional development of those individuals engaged in place
management, to maintain, improve and broaden their knowledg e and skills to

maintain a sufficiently high standard of professional competence.

If you would like more information about the IPM and its services please visit

www.placemanagement.org

Journal of Place M anagement and
Development

The Official Journal of the Institute of Place Management

Published by Emerald, this journal is unique in bringing together research from
management, real estate, marketing, tourism, retailing, geography, public
administration, so ciology, planning and design to advance understanding of place
making, place management, place marketing and responsible tourism. There are

now 4 Issues per year. Members of the Institute of Place Management get free
access to current and past editions of the Journal. The Editorial team always
welcome submissions of articles for inclusion in the Journal from academics,
practitioner and policy makers. Find out more a bout the type of articles we publish

at: http://www.placemanagement.org/research/jpmd/
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Programme Overview

Day 1 d Monday 24 t April

09:00 - 10:00
10:00 - 11:00
11:00 - 12:00

12:00 - 13:30
13:30 - 14:30
14:30 - 16:00
16:00 - 16:30
16:30 - 18:00
19:30

Registration

Welcome and openin g addresses

Keynote address: Interdisciplinarity and Places
Professor Cathy Parker

Session 1: Place Branding and Tourism Development
Lunch - Mayor Mon Repos Palace Art Hotel

Session 2: Gazing on the Regional and Rural

Coffee

Session 3: Gazing on Cities

Dinner - Mayor Mon Repos Palace Art Hotel

Day 2 o Tuesday 25t April

09:30 -11:00
11:00-11:30
11:30-13:00

13:00 - 14:00
14:00 - 15:30
15:30 - 16:00
16:00 - 17:30
19:00

21:30

Session 4: The Gaze of Hedonism and Luxury
Coffee

Session 5: Interactive Special Session

Introducing the IPM / JPMD / Writing for Publication
Lunch - Mayor Mon Repos Palace Art Hotel

Session 6: Issues of Sustainability and Responsibility
Coffee

Session 7:Place, Music and Literature

Coach departs from the Symposium Hotel for our visit to
Ambelonas Vineyard for a welcome drinks reception, tasting
menu of local Corfiot speciality food, visit to the exhibition of
traditional equipment and machinery, and a short video -
presentation introducing traditional olive oil and wine making
processes.

Coach departs Ambelonas to return to the Symposium Hotel.

10
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Day 3 d Wednesday 26 th April

09:00 -11:00 Session 8: Place and Practice
11:00-11:30 Coffee
11:30-13:00 Session 9: Stakeholders and Governance
13:00-14:00 Lunch - Mayor Mon Repos Palace Art Hotel
14:00 -15:00 Keynote address: Re -branding Greece
Dr Lefteris Kretsos
15:00 -15:30 Coffee
16:30-19:30 Session 10:Interactive Special Session
Research Dissemination & Impact on local issues
NB: This will take place at the Faliraki Conference Centre.
Free evening - Delegates may take up the opportunity of enjoying some free time

exploring Corfu Old Town,a UNESCO World Heritage Centre _ (dinner is not included
but there are plenty of cafes, tavernas and restaurants in the town).

Day 4 6 Thursday 27t April

09:00 -10:00

10:00 -11:30
11:30-12:00
12:00 -13:30
13:30-14:30
14:30 -16:30
16:30-17:00
17:00-17:30
19:00

Keynote address: Conceptualizing placemaking
matters for practice

- and why it

Dr Ares Kalandides

Session 11:Places and Place Making
Coffee

Session 12: Conserving Places

Lunch - Mayor Mon Repos Palace Art Hotel
Session 13: Critical Gazes

Coffee

Closing Plenary

Coach departs for our Gala Dinner at Archontik 0 Restaurant

11
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Day 17 Monday 24" April

09:00- 10:00 Registration
10:00 - 11:00 Welcome and opening addresses:

Dr Heather Skinner Symposium Chair

Mr Konstantinos Nikolouzos Mayor: Corfu Municipality
11:00- 12:00 Keynote address:Interdisciplinarity and Places

Professor Cathy Parker, Institute of Place Management
Manchester Metropolitan University, UK

12:007 13:30 Session 1: Place branding and tourism development

Elements of the place branding process to succeed thehpkwd Towards a strategic place
branding model

Mohamed Berrad&lassan ¥ University, Morocco & Lumiére University Lyon 2, France
Laure Ambroisddean Monnet University, France

Houcine BerbouHassan 1st University, Morocco

Destination Management: aperational approach
Kyriaki GlyptouLeeds Beckett UniversityJK

Local Development and Creative Tourism: Case Stumlyé
Caroline Cavalcanti de Melbniversity of Lisbon / IGOT / ESHTE, Portugal

13:3071 14:30 Lunch

14:30 -16:00 Session 2: Gazingn the Regional and Rural
Place Making: Reframing a Rural Village
Katherine CaseWniversity of Limerick, Ireland

Creating Exportable Consumer Brands Based on Authenticity of Place
Caroline WhitfieldConsultant, UK

The Local Cons umeas Region& BobndeBrahdnEssencegp r et e d
Gillian RodrigueJniversity of Central Lancashire, UK

16:0071 16:30 Coffee

16:307 18:00 Session 3: Gazing on cities

Towards a taxonomy of place brands. cont ent analysis of Greate
brand architecture

Gareth Robertdnstitute of Place Managememancheser Metropolitan University, UK

Does Advertising Work in Place BrandingYidence from Chinese Cities
Chunying Wermsia Media ReseahcCentey Communication University of Chin&hina

Town and city centres from the data scientis
Cathy Parkernstitute of Place Management, Manchester Metropolitan University, UK

Christine MumfordCardiff University, UK

Nikos Ntounidnstitute ofPlace Management, Manchester Metropolitan University, UK

Simon Quirinstitute of Place Management, Manchester Metropolitan University, UK

Ed Darganinstitute of Place Management, Manchester Metropolitan University, UK

19:30 Dinner

12
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Day 2i Tuesday 23" April

09:307 11:00 Session 4: The Gaze of Hedonism and Luxury
A Psychographic Segmentation of Kuwaiti Travelers Using-Sedfanizing Maps
Yvette ReisingeBulf University for Science and Technology, Kuwait

Does Hedonism Create a Loiigrm Value forDestination Brands?
Nof A. AlSufyaniBrunel University UK & Prince Sultan UniversityKingdom of Saudi
Arabia

Mapping the Geographies of Luxur reflection on Placeral Conspicuous Products in the
Age of Globalization
Federica CarlottoR e g e WnivérsityLondon UK

11:007 11:30 Coffee

11:307 13:00 Session 5: Interactive Special Session
Introducing the Institute of Place Management
Journal of Place Management and Development
Writing for Publication

13:007 14:00 Lunch

14:007 15:30 Session 6: Issues of Sustainability and Responsibility
An investigation into Ecotourism Potential of-Ataseya, Northern Jordan
Fakhrieh DarabsetYarmouk University, Jordan

Fawziya Husseinyarmouk University, Jordan

Understanding and ImplementiResponsible Tourism in the 2Century
Jacqueline HollandNewcastle Business School, Northumbria University, UK
Tom MordueNewcastle Business School, Northumbria University, UK
Helen Woodruffurton Edge Hill University Business School, UK

The Nine Mapr Themes that Shape Place Sustainability

Viriya TaecharungroMahidol University International Colleg& hailand

Thunwadee Suksar8iSEAN Institute of Health Development, Mahidol Univerdihailand
Cheerawit RattanapaASEAN Institute of Health Development, Mahidol University

Thailand
15:307 16:00 Coffee
16:007 17:30 Session 7: Place, Music and Literature

Place: Reading, Thinking, Writing, Making
David CoopemManchester Metropolitan University

Literature andSense of Place in UK Landscape Strategy
Jess EdwardManchester Metropolitan University, UK

Connecting the Sound Tracks of Our Lives: Marketing Places Through Music
Jan BrownLiverpool John Moores University, UK

19:00 Drinks and Corfiot food tasting receptionfnbelonas Vineyard

13
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Day 37 Wednesday 28 April

09:007 11:00 Session 8: Place and Practice
The Personal is Professional: Exploring Particular Challenges of Pland Bractitioners
Giannina WarrerMiddlesex University LondonUK

Places change lives
Martin OusleyTrue Corfu, UK based Tour Company

Corfu and the Dutch Tourist
Xenia Tombroundependent Researcher, Utrecht, Netherlands & Corfu, Greece

Corfu PAWS

OanaPopescuCorfu PAWS (Promoting Animal Welfare Sustainabi@prfu, Greece

Sue Gentry Don€orfu PAWS (Promoting Animal Welfare Sustainabl@prfu, Greece
HeatherSkinnerinstitute of Place Management, Manchester Metropolitan University, UK

11:007 11:30 Coffee

11:307 13:00 Session 9: Stakeholders and Governance
Places, users, and place uses: Russian management experiences
Kirill RozhkovNational Research University Higher School of Economics, Russia

Struggling for |l egitimacy in the cit-y brandi
capital theory to the eoreation of the city brand identity

Laura Reynold€ardiff University, UK

Nicole KoenigLewisCardiff University, UK

Heike DoeringCardiff University, UK

Place Management decisiomaking under uncertainty: Evidence from the UK and Ireland
Costas Theodoridislanchester Metrogitan University, UK
Oliver George KayaManchester Metrogitan University, UK

13:0071 14:00 Lunch

14:0071 15:00 Keynote address: Rebranding Greece
Dr Lefteris Kretsos, Secretary General, Greek Ministry of Digital
Policy, Telecommunications and Media & Secretary General,
Greek Secretariat General for Media and Communication, Athens

15:0071 15:30 Coffee

16:307 19:30 Session 10: Interactive Special Session
Research Dissemination & Impact on local issues
Presentations will be delivered in Englisind Greekto the Corfu
business and tourism community to introduce the main themes
discussed at the Symposium. Thigent will take place at the Faliraki
Conference Centre in Corfu Tow@oach transport will take us there
from the Symposium hotel. No return transport provided because we
will be closer to the centre of town for delegates who wish to explore.

Free evenig - Delegates may take up the opportunity of enjoying some freeepiering
Corfu Old Town, aUNESCO World Heritage Centr@inner is not included but there are
plenty of cafes, tavernas and restaurants in the town).

14
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Day 47 Thursday 27" April

09:0071 10:00 Keynote address:Conceptualizing placemaking- and why it
matters for practice
Dr Ares Kalandides, Institute of Place Management, Manchester
Metropolitan University, UK and MD of Inpolis Urbanism, Berlin

10:007 11:30 Session 11: Places and Place Making

How NGU as a regional university in Albania is contributing to effecting positive change to
Bucimas in the Municipality oPogradec

Engjéllushe Ick&lehemiah Gateway Universitgbania

HeatherSkinnerinstitute of Place Management, Manchester Metropolitan University, UK

Trends and gaps in placeaking: 25 years of literature review
Karine DupreGriffith Institute for Tourisn and Cities Research Center, Griffith University,
Australia

Drivers of Brand Resonance (DBR): A practical Tool for Initiating Place B&tateholder
Relationships

Guenther Botschedniversity of InnsbruckAustria

Josef Benhart European Academy of Bozelaly

Kurt PrombergetUniversity of InnsbruckAustria

Philipp Wegeretniversity of InnsbruckAustria

11:3071 12:00 Coffee

12:007 13:30 Session 12: Conserving Places

The botanic garden tourism gaze: perceptiorfse§presentations
Nicholas Catahartdge Hill University Business SchodJK
Helen Woodruff@Burton Edge Hill University Business SchodK

Protecting the high natural value farmland in the National Park of Prespa
Pirro Icka Agriculture Faculty, Univeiisy Fan S. Noli, Albania
Robert DamaAgriculture Faculty University Fan S. NoliAlbania

The new ecosystem in Small Prespa Lake, protecting and using it
Pirro Icka Agriculture Faculty, University Fan S. Noli, Albania
Robert Dama@griculture Faculty University Fan S. Noli, Albania

13:3071 14:30 Lunch

15
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14:3071 16:30 Session 13: Critical Gazes

Shopkeepers and Suppliers of Souvenirs in Jerusalem: Biography of Middlemen Minorities
Amos S. RoAshkelon Academic College, Israel

Dana Hercbergsndependent Researchésrael

Tourism reflexivity and the tourist gaze in heterotopias: A quided tour of Freetown
Christiania

Jenny Kanellopoulowniversity of Salford UK

Nikos NtounisManchester Metropolitan UniversityK

Co-Constructing the Gazé&xistential Authenticity and Tourist Experience-Ceeation
Li sa O~.nwarskity & himerick, Ireland

Maria LichrouUniversity of Limerick, Ireland

Maurice Pattersorniversity of Limerick, Ireland

Local Perceptions of Mass Tourists: The Tourist Ghreugh the Lenses of Power
Aggelos Panayiotopouldgniversity of Limerick,lreland

Maurice Pattersorniversity of Limerick, Ireland

Peter Burndnstitute for Tourism Researcbniversity of BedfordshireJK

16:3071 17:00 Coffee
17:007 17:30 Closing Plenary
19:00 Gala Dinner aArchontiko Restaurant

Awards Presentations for Best Paper Prizes

16
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Session 1
Place Branding and Tourism Development

17
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Elements ofthe place branding process to succeed the place brand:

Towards a strategic place branding model

Mohamed Berrada
Hassan £' University, Morocco & Lumiére University Lyon 2, France

mohamed.berrada@unriyon?2.fr

Dr Laure Ambroise
Jean Monnet University, France

laure.ambroise @unist-etienne.fr

Dr Houcine Berbou
Hassan 1st University, Morocco
lahoucine.berbou@uhp.ac.ma

Abstract

Placemarketing and more recentplacebrandingare spreading throughout the world and
especially among the major metropolises (New York, Lyomdom, Amsterdam, Berlin,
etc.) as a new marketing tool to elaborate an iagtiterritorial offer built aroud a brand
name that refs to the place. Indeedugntries, regions and cities havefigure out a great
challengeto increase their attractiveness and strengthen their competitivesesisey
compete for new resources, businesses, investors, toumsisients, talented people,
worldwide events, etcDifferent examples may testify to the importance of this issolte
brandswere successfyl love NY, Only Lyon, | Amsterdam, etc.) generaf a craze around
the brand from intra and extrauros targetswhereas, other brands have fai({&tbntpellier
Unlimited, Think London, LimousinOsez la différence etc.) leading to thiedeletion This
observatiorhas aroused our curiosity to identify fitsie factors that lead to éhsuccess and
failure of theseplace brandsni order tohave an overall overview on this n@kenomenon

and to better understand it

Moreover, on the theoretical level, the extended literature on brand management forms a

useful global framework. However branding a place induces alaingpproach compared to

18
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branding a product or an organization: Kladou et al. (2016) highlight that places and related
issues (cf. political, economic, touristic, societal dimensions) are extremely complex in nature
andgo beyond theories of product orrporate brading. According to Hanna and Rowley
(2013), thecurrentquestion facingoublic authorities antbcal officials is no longer whether

to have a brand but rather how to create it, hence the real need for medckdsg the
branding processlherefore, it is in this perspective that our research is oriented insofar as
we seek to propos¢hrough this paper a comprehensive conceptuatlel b support
researchers in developing research in the place branding field and managmizracing a

holistic approach to place brand management.

Ashworth and Kavaratzis (2010) explain that place branding is seen by domain practitioners
as a quick way to meet politics expectation to promote one place using brand management
strategy It is generally admitted #t place branding relies not only mew logos, catchy
slogans and launching marketing campaiglisso this strategy is devoted to failure
Nevertheless, academibsive not yet succeeded in providinggeneralframework for the
placebrandingdevelopmentind its implementation in order to achieve the expected results
from local officials in terms of attractiveness, competition and secomomic development

In a review of place branding management models, Hanna and Rowley (2011) notice that the
existing pace branding models are mostly new, none of them have been widely cited,
adopted or adapted, and these models lalslo a holistic approachs they take different

perspectives on the branding process.

Indeed, accordingot several authors (Andersson, 20B&hworth and Kavaratzis, 2010
Gertner, 2011; Giovanardi, 2015; Hankinson 2004; Hanna and Rowley, 2011; Kavaratzis and
Hatch, 2013; Lucarelli and Berg, 201Qguztimur et Akturan, 2015 Rainisto, 2003;
Vuignier, 2016, the placebrandingfield still lacks a solid theoretical backgrouraithough

there have beeseveralattempts to develop a theofhe lack of a conceptual framework has
then motivaed researchersvho have still not agreedn how to best conceptieé place
branding as a complex amtynamicprocessto develop the theory and build a process of
implementing place branding because they argue that the creatiom bfand can only

positively modify the perceptions associated witllace
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Thereby, t he centr al Wigat aestheikeynelenoehts thahforem pap e
strategic place branding model contributing to skiecess of a place brahdAccordingly,

this paper aims to identify the key elements of the place branding process and to explain how
they work together to support the susces$ a place brandihis issue seeks to demonstrate

whether such place marketing strategy can effectively contribute to the achievement of the
objectives in terms of development and promotioplates. The ultimate goal is to propose a
conceptual place branding model which, on the one hand, will be a real contribution to place
branding literature antheory, and on the other handill help to inform local officials,
professionals and prattners &out this new practice, to improve it and to warn them about

its issues and risks.

Therefore, in order to answer our research question, there is a need to analyze and compare
all place branding models found in literature to generate at the end a moidmgloieavork.

In fact, hese modelwvill serve to identifycomponents that will be iagrated to form a more

holistic placebrandingmodeland thus support the development of practice and research in
this field. The study of the models allowed to note tstabng similarities exist between the
currentframeworksandmodels which can serve as a basis for their integration and contribute

to the improvement of theory and practicEhereby, i is suggested thaplace brand
management can be based on a synthasthe theoretical frameworks developed the

different authors, drawing on their similarities and integrating their complementary

suggestions (Ashworth and Kavaratzis, 2010).

Consegently, a new plackranding model is proposed based on the previous Is\aael
enriched by the literature review which will allow to highlighe key elementthat forma
strategic place branding modshd contributgo thesuccess of a place branthe proposed
model consists of the following elemenBandEvaluation,Place,Stakeholér Engagement,
Local Community (engagement)Brand Leadership,Brand Vision, Brand Architecture,

Brandldentity, Brand CommunicationsBrandimage,BrandExperienceBrandActions.

Table 1 highlights the different componentsof the proposé place branding model and
compareghemwith thoseof the existing modelsin literature A setof 26 frameworksand

modelsfrom scientificpapersanddoctoralthesesvereselectecandusedin the analysis. The
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tablealsoshowsthe extentto which the newmodeloffers a moreglobal perspectiveof place
brandingandintegratesll the key componentsaindconceptghatcontributeto its formation.

Table 1. Placebrandingcomponents

Proposed compone Brand Placd Stakeh Local|Brand| Brand|Brand| Brand | Brand| Brand|Brand| Brand

Models Eval Engag| Comm| Lead|Vision| Arch |Identity [CommImage| Exp |Actions|
Anholt (2002) X
Cai (2002) X X X X X
Rainisto (2003) X X X X X X
Hankinson (2004) X X X X
Kavaratzis (2004) X X X X
Azevedo (2005) X X X X X X X
Kavaratzis et Ashworth (200%) X X
Anholt (2006) X
Rainisto (2006) X X X X X X X X
Trueman et Cornelius (2006 X
Anholt (2007) X
Baker (2007) X X X X X
Hankinson (2007) X X X X X X
Gnoth (2007) X X X X
Dinnie (2008) X X X
Gaggiotti et al (2008) X X X X
Kavaratzis (2008, 2009) X X X X X X
Campelo et al (2009) X X
Govers et Go (2009) X X X X
Zenker et Braun (2010) X X X X X
Hanna et Rowley (2011) X X X X X X X
Balakrishnan et Kerr (2013) X X X X X
Hanna et Rowley (2013) X X X X X X
Cleave (2014) X X X X
Arabzadeh et Aghaeian (201{5) X X X X X
Hudson et al (2016) X X X X

Total 11 12 12 5 7 6 6 14 14 9 6 8

A nomological network of all theseconceptsis developedbelow basedon the studies
examinedaswell asthe literatureanalysis.The arrowson the modelbelow (Figure 1) show
influencerelationshipsbetweentheseelementsvhich proveto be relevantin placebranding
andessentiafor placebranddevelopmeniandmanagement.
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Figure 1. Strategigplacebrandingmodel
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Since the introduction of the concept of Sustainable Development in the 1990s, the global
tourism sector has been primed for some fundamental changes on the way of planning and
decision makingSeveral academics (eg. Kates et al. 2001; O' Riordan, 2004; Kates, 2010;
Navarro Juradet al.,2012) and institutional community (UNWTO, 1994; CEC, 2001; UN,
2002; COM 2006; COM 2007; CEC, 2009; COM, 2009) emphasize on the necessity of
developing systemidrameworks and operational tools to mediate competitiveness and
sustainability at destination level. Despite the efforts made over almost three decades to
promote the new paradigm, several authors raise issues of poor implementation (Hall, 2010;
Choo, 201; Buckley, 2012) and suggest that little progress has been made towards the actual
operationalization of sustainability at destination level (UN, 2012; Glygtoal, 2014;
Bramwell, 2015).

In an era of a certain standardization within the supply anthgement of tourism products

and services both at national and international level, tourism destinations are urged to build a
differentiated image and to offer a quality experience of clearly diversified character.
Destination management should thus boitdthe authenticity of the host destination, aiming

to develop an identity brand that enhances {@mm community welfare while securing its
attractiveness and competitiveness in the international tourism market. Yet, Buckley (2012)
among others raise coerns over the reflexes of destinations to adopt sustainability
guidelines and implement relevant policies in order to keep in pace with rapid changes in the

tourism industry.

This concern is further exacerbated by policies and management schemes rihafavas
on increasing overall tourism flows at national level rather than delineating a place

management approach that builds on destinat.
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As such, destination management is usually dependent on naticetalgist plans, with
tourism benefits and impacts unevenly aggregated within national or regional performance
and pressure indicators and not specifically nor sufficiently accounted for in the respective

Tourism Satellite or Environmental Accounts Syste@lygtouet al, 2014)

In response to the multiple tourism and competitiveness indices at national level (WEF, 2015;
WTTC, 2015 etc.), this study aims to highlight that attaining of tourism sustainability remains
fundamentally a planning, management amdicy objective at destination level and that
downscaling is an essential stage towards effective tourism resource and service
management. The analysis builds on the principles of Sustainability Science aiming to
propose a quantitative sustainability iratior at destination level through the aggregation of
guantitative indicators on multiple dimensions and dynamics via a combination of available
methods and techniques. For despite the wide recognition of the significance of sustainability
indicators in todsm over the years (Butler, 1991; Miller, 2001; Ko, 2005; Budeanu, 2007;
Castellani & Sala, 2010; Roberts & Tribe, 2008 etc.), the existence of a great number and
variety of indices suggest the lack of consensus over the development of a universal
guantigtive indicator for tourism sustainability at destination level nor its design. Instead, the
great majority of schemes seems to build on the specificities of eaclstadgedestination

(Xiao & Smith, 2006; Blancast al.,2016) and remain subject to thgthesizing capacity of

each researcher to address the prominent issues under study (Pulido Fernandez & Rivero,
2009; UNWTO, 2004)

In an effort to contribute towards the development of a uniform composite measure of
tourism sustainability at destinatiorvéd, this study builds on data from 11 destinations in 8
Mediterranean countries. The proposed framework is broad enough to facilitate
benchmarking yet, specific enough to capture the differentiated economic performance, social
cohesion and environmentaldtprint patterns of destinations even within the same country.
Its operationalization as a planning and poebkcypport friendly platform is further supported

by the visualization of sustainability in 2D and 3D dimensions. This visual integration
effectuaes comparability along temporal and spatial scales and supports policy makers to
perceive sustainability as a concrete and -@eflned target to reach. Visual clustering

further enables the classification of destinations based on their actual sustgipabfiie
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while revealing discrepancies from national performance.

The variability of the studied sample contributes to the robustness analysis of the proposed
model structure and its applicability across various typologies of destinations. Findings
portray a generic image of limitations of sustainability evaluation at different scales within
the studied destinations and provide a perspective of the existing integration of tourism
within national and regional development strategies. Certain of the stddsthations
suggest clear indications of saturation. Yet, policies put in place consider the rejuvenation
cost and risk too high to tolerate. In other destinations tourism development is dictated by real
estate and residential housing rather than theab¢burism product supply. Occasionally,
there are also destinations of responsible and sustainable products yet, they are
simultaneously characterized by low levels of tourism infrastructure and supply

differentiation putting in jeopardy their lortgrm prosperity and sustainability perspective.

The analysis performed in this paper suggests that sustainability can be used as a broader
factor for analyzing competitiveness and performance within the context of tourism
destination (Whiteet al., 2006; Torre-Delgrado & Lopez Palomeque, 2014). At this level,

the model allows for the detection of strengths to be enhanced and challenges to be dealt on
time supporting proactive planning or management systems. Destinations have and will
eventually evolve regardis of the existence of planning schemes. Limitations on data
availability and reliability do not allow for any safe conclusions and thus, should be carefully
taken into consideration. The study merely suggests that effective tourism management is
only posgble within destination scales and that occasionally sustainability evaluation is more

constructive when based on criteria otthet the immediately obvious.
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Abstract

The objective of this article is to investigate key points in the existiterdisciplinary
literature of the central theme with the empirical analysis of the case study chosen, the city of
Loulé. The pursuit of genuineness, the current creativity paradigm and also the experience
economy expansion in some destinations are suintlee subject lines. Increasingly we are
witnessing conventions safeguarding what is patrimony and stlfljtest to global change.
Intangibility has already become a very important subject, discussion topics such as: identity
of places and people, auttieity or '‘McDonaldization' of places, growth of ‘universal

cul tur al space’' , "reproduction in series'’ 0
6sel |l 6 t hemsel ves as 'constructed i mages'
conception. Th relation between everyday life representations and what is being used in the
tourism field exactly for this purpose, highlighting the culture of a certain place and the
search for genuine local intangible heritage. The objective of this work is totfeetiseme

in a case study, Loulé. The city in south of Portugal is on network cities list which develop
creative tourism. After all, the intention was reflect how the local development strategies in
the creative tourism, involving forms of territory culili valorization, contribute to the

tourism and the community of the territory involved.
Key words: Creative Tourism, Experiences, Genuineness, Local Development, Loulé
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Creative Tourism: a mechanism for local development

Tourism is considered a key element of semronomic expansion in societies. Ab@oster
channel for developing infrastructures, jakation and companies, it genesextraordinary
numbers that prove this phenomenon. Even after the global crisi®®fa2@ current global
difficulties, tourism is a sector that has increased fsgtontinuous numbers for the sixth
consecutive year with growth rates above the expected average with international arrivals of
over 4% (UNWTO, 2016). The OECD states that ynaountries are currently undertaking
initiatives to position themselves in the intangible heritage tourism market through their local
and genuine resources. With the spread of the economy of experience, it is true that some
courtries have been highlightielements that characterize their identity and local products.
This proposal of enhancement aating to the resources otiltural identity haslsoa very
important role for the local development (OECD, 2012; Pine and Gilmore, 1999).

Tourism has alwaysden related to the 'saté dreams'There is a contradictory phenomenon

in which many tourists seek more experiential, participatory and genuine activities, while
others opt for lack of authenticity, 'simulated atmospheres',-emniigirtainments in a waflof

fantasy and fiction such as in amusement parks. The ‘McDonaldization' of places and the
growth of 'universal cultural space' are factors that create a 'mass reproduction’ of the culture
of places. The unigueness and unique component of destinaticmeadE& Ritchie, 2003)

are lost through these processes often '‘adopted’ by mass tourism (Richards & Wilson, 2006;
Smith, 2009). For many destinations, tourism contributes to development and often offers the
only hope of surviving in this global arena (Ajgkad, 2001, Richards & Wilson, 2006).

The fusion between tradition and innovation, interest in new market segments and the need to
attract benefits to the local population result in a&abed 'new generation of tourism', with

the creative tourism.The evolution of cultural tourism aspects the new trends in
consumption, the needs and demands of a consprogonist of emotion in their
consumption, lead us to new natural ramifications on demand and supply. There is also a
transformation in the tourisprofile, which is not only a spectator, but particigant
protagonis$ of theirtrip. It is atourist who wants to develop activities by adding unique
experiences (selmprovenent) to their baggage and perfong a true immersion in the

living culture of he place (Dwyer et al., 2009, Fabris, 2003, Schmitt, 1999).
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Currently the field of creativity is being widely used as a tool for development, including
applied to city management. The ability to innovate, to transform is the determining factor of
competitve advantage, of people, of sectors, of places. Almost everywhere in the economy,
the power of creativity is what attracts people to places (Florida, 2002; Hitters & Richards,
2002). The evolution of the different forms of creativity culminated in thdigesmdustries,

the creative cities and the creative tourism. Creativity can be an essential tool for destinations
that seek new ways of distinguishing between positive image strategies and destination
branding (Gordin & Matetskaya, 2012; Kotler et al,929 Richards, 2013; Richards &
Wilson, 2006).

Creativity and the sectors that surround it are currently undergoing a process of recognition of
their cultural, economic and social potential. In particular, the benefits to the community of a
particular placeare of great relevance, with global recognition, such as UNESCO programs
of global alliances and cultural adgties, such as some creative citiestworks, a global
network of creatie tourism, etc. Likewisethis recognition of creative potential wasal
verified in Portugal, particularly in Loulé, with the creation of the Loulé Creative project
since 2015. Guidelines were developed with prospects for sustainable local economic and
social developmenboosting values through local heritage resourcesnoreseasonal way

but building an integrated pattef@reativeTourismnetwork.org, 2017; Loeiativo, 2017).

The rde of creative tourism compes a collaborative and sustainable planning visiois
necessary to notice ithis 'new term' is nojust a 'fashion' designation or it ia real
development strategy anangiblepoliciesare been appliedf this purpose. The basis of the
promotion of creative tourism is to implement and diversify an dyrexisting offer, often
"f or got tuaedevebperr i6nsd @ d d,.this adtian wi lfe the grotagonist process
of an economiesocial expansion of a given region. This local developrisetite basis of a
sustainabilityconcept not only just environmeéal or economic vision, but strengthens the

sogocultural pillar.
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Gazing on the Regional and Rural
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Place Making: Reframing a Rural Village

Katherine Casey
University of Limerick, Ireland

Katherine.casey@ul.ie

APl aceso are | ocations which have been made
are thus plastic (Cresswell, 2004). The subject of this research is how the activities of an
ecovillage have Hramed an adjacent Irish village as a site of sloadfoeducational and

ecological tourism.

In the late 1990s the village of Cloughjordan faced similar challenges to that of other rural
locations; it was heavily impacted by the decline of the agricultural industry and the resultant
dwindling and aging papation. Consequently, key services such as the bankoffas,

schools and transport services were in danger of closing. However, the locale had rich social

and natural resources and therefore, with the participation of the existent community, an
adja@nt site was chosen as the location of the ecovillage (Winston, 2012). This development
deeply affected the original community, it brought an influx of highly motivated social agents
(selfpr ocl ai med dAculture creati veadsibly adtdrddect i v
the culture of this onstreet village.

Theecenei ghbour hood in question is built aroun
there are 53 houses and 150 members. The neighbourhood boasts a permaculture landscape
design, a renevide energy centre, several civic spaces, woodland gardens, a community
farm, a green enterprise centre, an educational centre and -fnosteb The ecovillage is
6ownedd6é by all of her members; they are shar
Ireland Limited (SPIL). The community also runs a farm, owned as cooperative by all of her
members and based on the principles of CSA and biodynamics, the farm indicates the
importance of local and seasonal food production for the members of this community.
Ecovillage living is much like the future describedTline Tourist Gaze 3.Wrry and Larsen,

2011)
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Phenomenological interviewing was used to access the lived experience of the ecovillage
members (Hopkinson and Hogg, 2006). Sixteen interviews were nethkith five periods

of participant observation. The ethnographic approach situates this experience within a
broader ideological framework, facilitating a greater understanding of how these frameworks
function in the lives of the ecovillage members (Bangret al., 2009). Thisapproach
fenables the researcher to address the ways
(Il arger) cul tur al di scour ses and structur e
interviews were supplemented by several additional forms of dodatien related to the
ecovillage including electronic media, newspaper articles, the ecovillage website and internal
documentation; this diverse selection of source material facilitates the contextualisation of the
interview data, responding to the needr fcontextualised research (Askegaard and
Linnet,2011; Chatzidakis et al., 2012; Moraes et al.,2008).

Tourism in the Vale

Our research explores how this typical rurdllage has been reframed as a centre of slow
food, ecetourism and educational tourisy this community. Rural communities often turn
to tourism for economic support drawing natural resources(MacDonald and Jolliffe,2003),
this community worked to improve the local natural and existing resourcesxdonple
creating safe pathwaya,buiding a heritage centre in the old village ayeherallyimproving

the appearance of the village. However, in addition to developing these restheces
ecovillage has worked with the original community to create a {meeged approacto
increasing tousm:

I d &now, but the official future,so to speak, is for this place to
become a centréor environmental education, educatingSuastainable
living, we have a verguccessful model for future development so we
have every intention thahis placeis going to run a lot of coursebring

a lot of people in bring a lot of visitors to tiidlage (Thomas)

Thomas describes the first prémg educational centre which provides a variety of courses
on everything from permaculture to ebuoilding. There arealso a number of courses
available through various small enterprises in the ecovillage including: bread making, food

growing and craft courses. The ecovillage has developed relationsitiippsarious schools
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and universities, therefore children and uniitgrstudents spend time in the ecovillage
learning about a range of topics including community design, fvegaration, and bio
dynamic agriculture. The ecovillage was built to cater for tourism, one of the first completed
buildings was an eebhostel. The political ideologywhich guides theecovillage movement
often uses a tactic which revolves around modelling, thaifests as an experiential
approachthe second prong. People coméhe ecovillage simply to experience life there:

| organize the weekentburs and the profile would be gbeople who
don'tparticularlyknow muchaboutthe ecovillage.Sometimesyou'll get
people areparticularly interested ithe philosophy and thieuild types.

Most of the weekendisitors would be just normal people who know that
there is an ecwillage here, know something about it and are quite
curious and they do the tour and it's very satisfying because most of them
are fairly wowed with the whole experience when they have gone
through it. So yes, [tourism] is important for getting the message out, that
Is important for disseminating the whole ethos of what we are about here
and what is going on here, and for getting people to do understand it on
the ground, seeing it as a ligrommunity (Michael)

Michael runs the hostel, he is deeply aware of the ethos of the ecovillage. The experiential
approach is as much about the economic aspect of tourism as the ideological. The final prong
is simply the organisation of events. The elltage organises a number of festivals

throughout the year. Again, there is an ideological element:

Cloughtoberfest, is very much about pulling people in, she has to get information out
thereélLast year was wonder ful ditsongtbpopef ul
be sold out now and it will be very good for Cloughjordan. Getting information out is

a very, very difficult thing to do. And particularly with festivals, it's a very crowded

market. It's very easy to be drowned. We were the first towroithNipperary to do

culture night for example and it was great that year "Dublin, Galway, Cork,
Cloughjordan™ and you know, "Derry" (Maura)

Cloughtoberfest is a music festival held in this tiny village once year at the same time as
Octoberfest. Itishgel vy successf ul and Avery much abou
ecovillage has worked well with members of the locality in the development of an equitable

form of communitybased tourism, together they have carefully combined their resources

and vdues to slowly cultivate a strong tourism infrastructure (Robinson and Wiltshier, 2011),

to change the meanings associated with this village and consequently alter what kind of place

it is (Urry and Larsen, 2011).
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Creating exportable consumer brands based on authenticity of place
Caroline Whitfield
Consultant

caroline@voisey.org

The essenti al meaning of a fAplaceo in the mi
in both academia and practice in terms of
cul tur al and sustainability aspects. This |

meaning a fuller experience, notably through the rise in food related tourism and with
people taking back items for home enjoyment extending their enjoyment and affinity
with the place of origin. However, there is another approach to perceiving place which is
to consider how it can be distilled to an essence as the core appeal of a piarduaily

- but not exclusively- in food and drink, that can be exported to other places for
consumption. This may be without the consumer ever stepping food in the place of

origin.

This is mainly seen in the glleddocdnddrinkse of a
products where something that is a true expression of a place and the people who live

there is of immense global consumer appéabependent on suitable branding,

packaging and taste profile. They are brands in their own right so arer&appy, not

lead by, the name of the placeehe narrative is beyond fAmade
unigueness or innovation in the product and empathy with the people invdivedhe

opposite of large corporate and impersonal brands with productsimabiting cross

border locations.In many respects the appeal is about accountabilitgu know who

and where this is made and so you can have a higher level of trust. Some of these
artisanal offerings work well internationally and some do not. Sscckepends on
understanding how consumers assess the offer as being worth a try and on the
commer ci al viability of the enterprise | oca
that a basic AMade in x0 is no | otgabr enoug

tourism market.
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My talk will look at some specific examples of excellence in this field drawing from two
contrasting examples from Quebec, Canada, one from Iceland and one from the Outer
Hebrides in Scotland. | will draw more superficially from ex#&spn chocolate, wine

and skincare. There is no magic formula but some core practitioner rules are emerging.
All are analogous to Corfu in that they are from rural origins in places that have
struggled economically and are looking to better attract inctkep® visitors. Tourism is

not the aim of these enterprises but is a noted side benefit to the wider economic

ecosystem of the area.

Further, and no less important, are the commercial truths on what segments of the
market can sustain these sorts of emdaes and how genuine authenticity can drive the
differentiation required to sustain necessary margins. Differentiation has costs and | will

di scuss the market and margin fAsweet spoto

location, should target and why

| will conclude on some wider observations on how to migrate thinking from looking at
what is produced in a region as common contribution to an international commodity
pool and instead look at local produce as scare output capable of repackaging and
perhaps reformulation / enhancement to generate greater economic return for a region.
The 28" C approach was the rise of Appellation Controlee b&f@tequirements must

go well beyond this approach. Although | need more data for a better insight, onl Corf
would say look to the hills rather than the sea. Therein lie the traditions, the authenticity
and the product (olive oil) from which greater economic and social return for the island

can be found within todayés more discerning
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The Local Consumerso Gaze Interpreted
Dr. Gillian Rodriguez

School of BusinessCollege of Business, Law and Applied Social Studiggniversity of
Central Lancashire Greenbank Building GR330 Preston PR2HE United Kingdom

grodriguez@uclan.ac.uk

Purpose:

This paper argues fdurther entrenchment of place within the region, t®cognising and

analysing regionatonsumer8perceptions ofrowing food in the landscape. It explores the

hidden value of observed landscapes and livdescapeé as unformulated brand
experiences, pacularly those relevant to regional meat. Thedgerm theidentity, depth

and breadth of place brand componefus regional meats It is therefore the local
cosmumer s6 gaze which is of interest, as thi
unconscious experience it must be recognised, articulated and formalised to enable authentic

communications of place meaning to visitors.

Hill farming practices are impaati by currentenvironmental concerns, including carbon
storage, andhe quality ofwater feeding into reservoiras a consequengaymens of hill

farming subsidiesire beindinked to reducing stock numbers. However the heafting ability

of the stock regires a given number of sheep to maintain the knowledge of the fells (Fraser,
2014). There is a balance to be sought between retaining a cultural heritage, retaining a

viable economic output and investing in environmental protection.

If successful regioal food brands can contribute towards a sustained future for hill farming
practices, then authenticity of communications are imporiEm. economic reality of hill

farming in Cumbria is bleak. The contribution of sheep farming to regional food in Gumbri

is hidden within more generic stock output statistics. Hill farming includes herdwick
production but also swaledales and other breeds. Hill farming is given considerable attention

in the press as O6a sector u medue by 20Roroecathed , as
next twenty years (Fraser, 2014). The sheep flock in Cumbria declined by 30% from 2001 to
2010 (Harvey et al., 2013). With the average age of danither at 58, it is the future of this
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industry which needs to be seen as vidfen the inside, whilst offering consumers a stake
in its future. By revealing consumers perceptions and values resulting from a shared

landscape, this paper will offer inputs to the brand development process for regional meats.

Method:

Meansend chain aalysis was selected to gather customer values relating Sdbtbhader
product concept. Twenty ladder maps anHierarchical value maps identified the most
frequent connections mader the Cumbrian fells. The empirical data was collected from
consumersvith a minimum of five years residence in the local of herdwick lamb production.
Meansend chain (MEC) analysis was selected because identity of the respondents and
products with the region needed closer examination. Credence variables are signitivant i
communicati on ®tfergracsitrdbo memiid agé attri butes.
linking lower level concrete or abstract product characteristics, with functional or
psychosocial consequences, arising from consumption, which then conttdwaeds
achievement of instrumental or terminal life values (Gutman, 1982b; 1991). The cognitions
and rationalisations used by consumers in considering their lamb choices are revealed using
this method, and understanding of these linkages feed into gewetd of product
communications. Gengler et al (1995) offers a guide on MEC data analysis which was

followed in processing the data.

Findings:

The traditional product construct of egraugmented and total prodwtracted minimum

comment from responderds did meat colour, smell, or the presence of marbling, neither did

they dwell on packaging or claims made by supporting promotions (Darby and Karni, 1973;
Steenkamp, 1989; Andersen, 1994; Grunert et al., 1996). Results suggested people do not
thinkabod embedded meat with reference to cl ass
2001:254).

MEC findingsshowed thapeople experience plapepulated with flocks of shedptal meat

in production and perceive its qualities and characteristics infaehygterroir influences,

by seasorand their own relationship with the landscape and local commumityessence

they experience the brand of t h(kapferer,@@08;0duct
Jacobsen, 2012).
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Practical implications

Effective regional food brands may be characterised by branding actions which do not have
the food product details at their core. The development of relationships, events and brand
communities in a shared place may sustain producers who have their volume outpdt li

by what the land will bear.

Originality and value

An opportunity for appreeit i on of a new category of -attrib
productsdé in the | andscape is discussed.
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Towards a Taxonomy of Place Brands:

A Content Analysis of Greater Manche:c

Gareth Roberts
Institute of Place Management, Manchester Metropolitan University
G.J.Roberts@mmu.ac.uk

Recent years have given rise to the proliferation of place branding practice and research;
however there remains little consensus when it comes to deciphering what place branding is.
Furthermore, whilst much research has approached the subject from atithéoor
conceptual perspective; there has been little empirical research dedicated to the subject
matter, particularly in relation to how place brands are being created in practice, and more
specifically there has been a lack of comparative empiricabrels. This explorative study
proposes an empirical methodology for the deconstruction of place brands in order to assess
how they are being formed, and subsequently the creation of an initial taxonomy for

classifying place brands based on their constitnti or -u@ da k e

An important outcome of the literature review, and a key step towards forming the empirical
methodology employed, is the clarification of some of the terms pertinent to place branding
theory. A particularly important aspect of this claation is the separation and distinction
between place braridas a created, controllable construand place imageé as pertaining
to perception of place in reality, shaped and affected by myriad contributing factors and
multifarious in interpretatioramongst not only different groups of people, but amongst
individuals. By offering this as a valid theoretical basis for progression of knowledge in the
field; place brands can be analysed and deconstructed as created, controllable constructs,
unencumberedy concepts of place and their vast array of associations and pieces of
information, often subject to contestation and perceived in many different ways, which are
more adequately associated with place image. As such, whereas much place branding
literature has included contributing theoretical strands emanating from areas as diverse as
economics theory, sociology, planning, psychoanalysis, anthropology, and social and political
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philosophy (Bridge & Watson, 2010. P.1); this study is able to address theses whe
necessary, purely as pertaining to facets of the brands themselsespposed to treating

them as disciplines contributing sources of theory and knowledge to branding as a practice.

In order to deconstruct the brands, and using knowledge derivedttiomeview of extant
literature; a meronomy is formed which sets out potential meronyms (constituent parts) which
can contribute to the formation of a place brand, and the perceived level of manageability of
these meronyms. The meronomy is employed asfrdmeework for analysis to content
analyse brands representing the ten boroughs of the Greater Manchester metropolitan area, in
order to deconstruct them into their constituent parts. The research moves through five levels

of analysis:

Level 11 The firstlevel of analysis comprises the basic deconstruction of the brand of each
borough using the meronomy as the framework. Words and images are both incorporated into
the units of analysis. Results are analysed by meronym to ascertain which attributesgare bei

utilised by each borough under analysis.

Level 27 Once an initial overview of the meronyms/attributes employed is complete, the
next step is to begin to group the places. In order to do so, the data is run through the SPSS
statistics package, with gaespondence analysis utilised to present the brands in a two
dimensional space which facilitates the initial stage of their grouping.

Level 31 The third level incorporates the manageability of the meronyms utilised, in order to
ascertain the places whiéircus their brand on created content (more manageable aspects), as
opposed to those who utilise content inherent or natural to the place (less manageable

aspects).

Level 41 The penultimate level incorporates the notion of thick and thin places (Casey,
2001), in order to provide a method of triangulation with the data derived from level 3. By
crossreferencing the manageability of the meronyms with the range of meronyms employed
by each boroughdés brands, t he br amdvigh ac an
quartile divider based on the average for each axis; this forms the basis for the initial

taxonomy which is utilised to classify the brands into four groups.
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Level 51 Based on the findings of this analysis, an initial taxonomy is creatediar to

provide a means of classifying place braihdsed on their constitution.

Key Findings

A key outcome of the research is that the separation of place brand from place image is an
important precursor to any attempt to analyse place brands in aendhat can yield useful
results. After establishing this theory, it was possible to view place brands as controllable,
physical constructs that can be deconstructed to facilitate research into their constitution, and

subsequently to enable their classifion.

Results indicate that place brands can be broken down into their constituent parts, and in turn
the constitution can be employed as a means of classifying the brands. As a result, four key

classifications of brand are identified:

AlT Thick placesvith emphasis on more created, manageable meronyms
A2 Thick places with emphasis on natural, less manageable meronyms
B11 Thin places with emphasis on more created, manageable meronyms
B21 Thin places with emphasis on natural, less manageable meronyms

The research suggests that the goal of place branding should be to either maintain or improve

the image of a place by creating a brand rooted in the place itself, incorporating atorbutes
6ingredientsd from said place, and thus inf
vital requirement. The suggestion being that the placegvis the image, comes first, the

brand follows as a means of reinforcing this image. By takingnapirical and comparative

approach, this research offers an interesting new way of perceiving place brands, which will

have significance for place branding academics and practitioners alike.
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Does Advertising Work in Place Branding?

Evidence from ChineseCities

Chunying Wen
Asia Media Research Center
Communication University of China
Dingfuzhuang East Street, Chaoyang District, Beijing. 100024.

Email: wenchunying@hotmail.com; Tel: +-868 10036192

Brand artialation and brand communicati@re the two componentsf the strategic place

brand managemeptocesg{Hanna S.A. and RowleyJ. 2015). Advertising is one of the most
common and noticeable vehicles used by places to express themselves through the visual and
audio message and communicate the brand to the target audieAckertising liesat the

heart of brand articulation and communicatgocessIn this study, we deem advertising to

be an indication of place branding efforts implemented by the places.

Media outlets usuallyse a large amount of money in the branding budgethbuvaluation

of the effectremained vague. Most communication effect resedrab focused on the
affective and cognitive perception of the advertising campaign or other media exposure, such
as theawareness, recall, like/dislike, or the tendency toHatvever, vihoever spends money

on media publicity will notbe satisfiedvith the perception level of the effect evaluatidhis

is because attracting consumers, tourist, investors, entreprenearsaiignal sporting and
cultural events, and the people of other countries was recognized as the main aim and ultimate
end of place branding (Anholt 2007). There is a gap between the outcome expectation and the

effect evaluation which is based on the ctigniassessment
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Recognizing this limitation, this study tries to look beyond the cogngeapectiveand find
some relationshigp between the advertising volume and the growth of local tourism and
related benefits. The rationale of this study is tplese a new perspective in evaluating the
effect of place branding. Does place branding as a strategic tool for fostering local economic
growth meet expectations? Can media irlich facilitatedocal developmenbe showrand
testedin the form of statigical data? We all know that is difficult to draw a causal
relatiorship between media publicity and growth tourism and economic developmgent
because place brandirggcomplexand sometimes controversitlis almost impossible teay

any success is attributed to one or two attribuBes. we still need to reveal what kind of
relationships exist between theediainput and theeconomicoutcomeand attractivenessnd

by looking into the specific places we can better understand thensiteance and conditions

which may affect the result.

To meet tis purpose, this study constructed a data set which is compbsed pats. The

first part recruitsauditing data of all place and tourism sector advertisementhddChina
Central Elevisbn' from 2005 to 2015. And the second part comprises the statistical data
which includes the population fluctuation, local GDP, tourism income and industrial
investment etc. Considerintpat individual elements vary according to the geographical
location,administrative level, stage of development, the available budget, economic base and
the target market, this study regrouped the places into three subgroaps. akprovince

level, capital of province level and prefectlegel. Given hatthere are mortghan 300 places
included in this data set, we @d®two placefrom each level for comparisoithese ard¢he

first and the second playeas each levebased on the advertising volume from 2005 to 2015.
Finally, six places are chosen, grmalred in eaclevel: two for provincelevel, two for capital

of province level, and two for prefectulevel.

This research aims to investigate the impact of advertising volume upon local development in
terms of tourism income, the amount of investment and movemepbmilation. More

specifically the research questions of this study are: 1) Are there any correlative relagonship

! China Central Television (®@CTW)eoips etblse Reptuibd n |
it has become one of Chinads most influenti al
net work, CCTV monopolizes the top tier of the
advertisementus ilsyn dieSiie n@aandeatsét research empl o
sample to demonstrate the place branding effor
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between advertising volume and local development and attractiveness? 2) Are there any
differencesbetween the placewithin the same adminigrative level in this correlative
relationship? 3) Are there any differenclestweenthe places which belong to different
administrative leveln this correlative relationship®) Looking into the elements every place

may confront, can we resolve sometdas that may affect the effect of place branding?

The bivariate correlation and regression model resuill be investigated to observe the
research questions. Control variables such as population size, economy size and per capita
GDP are in natural Iagithm form to avoid favoring places with large populations,

economies, or per capita GDP.
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The changing nature of retailing, coupled with rapid technological and social developments

are posing great challenges to the attractivenessnanlleting of high streets and town

centres (Parker, Ntounis, Quin and Millington, 2014). A UK government commissioned
report (BI S, 2011) pronounced Athe verge of
feature of the ecoalater,dis dificatdoforeaee,avibh.any ddglieer € y e
of certainty, the future for many town and city centres and the implications for wider society:

and not just in the UK.

Town centre decline has been a concern in the UK, USA, Canada, Australia, NewdZea

and many countries across Europe, since the development-of-tautn retailing in the
1980s (Thomas, Bromley awdvdal bbnrek8DH) dec
(Schiller, 1986) led to an increased amount of political, public and atadeterest in the
health of town centres, or , in the UK, thei
refers to how lively the centre is and viability represents the longer term ability of the

centre to attract investment. Despite the widesgradoption of the term, there is no standard
interpretation of the concept as a key performance indicator (Hogg, Medway and Warnaby,
2007). In fact, the only widely recognised measure of town centre success (or failure) is the
amount of multiple retaileoccupied floorspace present in the centre. Up until the most
recent economic recession, multiple retailer occupied floorspace was considered a useful
proxy for town centre performance (Reynolds and Schiller, 1992). However, the recession,
combined withtemporally concentrated lease expiry dates, and rapid technological change

has created the perfect stofon retail restructuring (Wrigley & Lambiri, 2014).
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Between 2007 and 2014 315 medium or large retail companies have disappeared meaning
UK town centrs have lost 26,075 eps (CRR, 2014). Therefore, the view of town centres
from thedominantgazeof planners, economic development professionals, multiple retailers,
consultants and the retail property industry is one of failure. However, it is nobyitgtle

retailers who activate town centres. As they vacate units, these can be used by other
occupiers, such as independent retailers (ACS, 2015). Alternatively, the space can be
repurposed for employment or housing, or transformed, even temporarifypbmp 6 u s e
(Warnaby, Kharakhorkina, Shimand, Corniani, 2018 commentators, such as veteran
retailer Bill Grimsy (2015) have stated, town centres shoulthbee than just retail but

presiding measures do not tell us anything other jiigtroneform of retail

This paper takes a completely different approach to understanding town centres. We argue
dynamic indicators of town centre performance, based upon footfall, can radically alter the

way we view, manage and market town centres. As part bfremmvateUK project our work
describesthd at a s c i eurptoins ttsopbwvngaczent res and what we
modes of analysis (i.e., inductive analysis), using dynamic footfall data. The data set was
provided by Springboaril and consistedfdourly footfall counts from 421 counters located

in 151 retail centres around the UK. Some of these counters have been operating since the
start of 2006, whilst others have been installed more recently. Most of our analysis requires at
least one full yeaof data, so some locations cannot as yet be included. In addition, for this
study we have excluded retail centres |l ocat

largest conurbation, has a unique retail landscape.

The data was provided by Springboard as 11 comma separated values (csv) files with over
17,000,000 lines of data between them.

The data was validated and stored in a single Hierarchical Data File (HDB&jore using

the data, we checked its completen&s every counter by identifying any missing hourly
data. The computed completeness figure at 96.38 % proved the counters to be very reliable.
Python and Pandas have been used to prepare and process the data, aledrscikit
(Pedregosa et al, 2011) ha®vided the clustering toolkit and also the Principle Components

Analysis module used in the analysis.

! The hdf grouphttps://support.hdfgroup.org/HDFESccessed: 20141-30.
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Given the huge quantity of data, it wascessary that our methods were focussed on
automating data processing tasks, so that large quantities of hourly recorded data could be
combined into monthly totals quickly, and multiple graphs and results from statistical

analyses could be produced in att@aof seconds.

By using K Means clustering, Principle Components Analysis and various other statistical
techniques with data from 99 town and city centres across theudlgaze reveals a very
different picture to one only dominated by retail. Our weekifiesthe existence of different

types of centres (comparis@hopping holiday, convenience/community and speciality).
Comparison shopping centres tend to be located in the larger town and city centres and their
monthly signatures can be identified by a footfall peak in December, coinciding with the
Christmas preparationepiod. Holiday towns are busier in the summer months and footfall
drops right down in the winter, whilst convenience/community centres tend to have more of a
flat profile throughout all the months of the year. Finally, speciality centres seem to be
somewha of a Ahybridod type between compari son
the summer and in December, although these peaks are not as pronounced as they are in pure

comparison and holiday centres.

We argue that centres that have a clear signdiave a clear proposition to usérand a
collective offer that individual operators s
gaze can open up new opportunities for pldcasd a new era of place management based

upon local data and evidexc
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Introduction

Profiling of international travelers is very important because the first step in planning the
target marketing strategy is to segment the market and depeddifes of the resulting
market segments. Low accuracy in identifying segment membership can result in ineffective
marketing programs. If marketing strategies aiming at the specific market are to be

successfully implemented it is important to know thdijgof the market segments.

Market segmentation is one of the most important topics in marketing data analysis. Various
datadriven methods have been proposed and applied to market segmentation, such as multi
dimensional scaling (MDS) or clustering algoms. MDS reveals dissimilarities among
samples and background information is needed to distinguish groups. MDS assumes the
linear relationships among variables. Setfanizing Maps (SOMs), a néimear method,

stress similarities and clearly distinguigroups within the data.

The characteristics of demographic and behavior profiles of\Western international

travelers are largely unknown. In particular, researchers did not investigate the profiles of
Muslim/Arab travelers who represent an emergingvel market. Researchers ignored
Muslim/Arab segmentation. This is unfortunate because the Muslim population will grow to

2.8 billion or 30% of the worl dds popul ati or
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Jafari, 2010). The challenge in managingd amarketing destinations that target the
Muslim/Arab market is to understand its needs and travel patterns.

The Middle East is one of the smallest yet fast growing tourist regions in the world
(UNWTO, 2012). There will be 69 million outbound tourist @ais generated from the
Middle East in year 2020 (Mohsin, 2016). The Gulf region, in particular, generates a
significant number of international outbound travelers. Sixty percent of international
tourists from the Gulf Countries Council (GCC), consgtof Saudi Arabia, United Arab
Emirates, Kuwait, Bahrain, Qatar and Oman, are local nationals (UNWTO, 2012).
Unfortunately, there is a lack of research on the outbound market from the Middle East.
Especially, the travel motivations and perceptions of IMuéArab tourists are @orly
understood (UNWTO, 2012).

Research Objectives

This study focuses on Kuwaiti nationals who have a very high spending power and serious
aspirations to travel internationally. The specific aim of this study is to identify distinct
psychographic segments of Kuwaiti travelers, based on the effect of travel motivations,
preferences for MusliAriendly amenities and lifestyle, cognitive and affective destination

i mage and perceived service qualaestspecitn Kuw

strakgies for particular segments.

Method

A self-completed questionnaire was randomly administered toK34®iti nationals. Male
respondents represented 48% of the sample, while female repres2#tedge ranged from

21 years to 64. Thetructured questionnaire, developed in English and translated into

Ar abi c, included a set of questions related
Muslim-friendly amenities and lifestyle, cognitive and affective destination image,
perceptios of service quality, and travel satisfaction. All items were measured go@mtS

Likert scale ranging fronstrongly disagredl) to strongly agreg5) or not at all important

(1) to extremely important(5). Demographic and socgconomic characteristicef the

respondents were also measured.

The reliabilities for each scale measured w

confirming the instrumentos reliability. Co
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Descriptive statistics ofariables for each scale were run. Kohonen-Seffanizing Maps

( SOMs) ( Kohonen, 1982, 2011) were used to e
SOMs produce Otemperature mapso6 that are vis
mean of eachlaster; identify which variables make the cluster, and how each cluster differs

from others. R software package (R Development Core Team, 2014) along with the SOMine
software package (Viscevwy software, 2008) were used.

Results

The SOM technique idenigfd four distinct clusters of Kuwaiti travelerexplorers who
scored highly on almost every criterioielaxionistscharacterized by average scores on all
criteria and a high score on travel motivatipigneerswho were théenighest in terms of age
and ircome and cared about a high lifestyle, image and quality,traditionalists who

scoredthe lowest on every criterion.

Contribution

The study presents a new approach to tourist market segmentation based on the SOM
technique. The study shows that the S@hnique can successfully be used to profile the
identified market segments. The temperature maps serve as a visual analysis tool for tourism
marketing managers to better understand the travel behavior of consumers, develop specific
strategies for theiparticular segments, and promote destinations to these segments. SOMs
can successfully assist tourism policy makers and practitioners ter hetmulate their

strategies.

Limitations and Future Research

The small sample size does not allow for generatima. The study has used a cross
sectional approach. Future research should use longitudinal research to test changes in
Kuwai ti respondent s 6 -dépth pexsonalonterviews errfocus igroup , an
discussions to explore relationships amongabdes and better explain the profile of the
identified segments. Future research shoul d

identified clusters and their behaviors.
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Research Aim and Objectives

This research aims to examine the futofalestination brands and the relationship between
hedonism and destination branding as a strategy to compete in the tourism market and to find
whether this strategy can act as a barrier for other destinations to enter the tourism market.
The focus of thisesearch will be mainly on Dubai, United Arab Emirates

Research Motivation

This research wasspired by the city of Dubaiwvhen it started rising rapidly amongst usual

touristic destinations such as; London, Pa@seece, etc. The connection betweenttipics

in the |iterature review and the cilnstanti t sel 1
Cityo . The @®acdorexnumard pl anni ng, as deyned by
somet hing that Dubai rategysof attractingylsitors @6 based.on Du b a i
luxury, pleasureand rapidcontinuousevolving. Examplesare A The Pal mmage a ma
island with lxurious resortslargest malls, tallest skyscrapers, etc. As Dubai lacks natural

sights and historical buildinggs opposed tonost Eurpean destinations, an interest was

born in the reason behind tidatuationof travellerswith Dubai As this research explores

the reasons behind a phenomena, it is fit to apply the Grounded Theory approach; meaning
there will be no hypotheses nor a dfieaesearch question, instead, it will all be extracted

from and grounded in the data. Thissearchaims to answeguestionssuch as (1) How

strong of a competition barrier is the strategy applied by the Dubai Tourism and Commerce
Marketing? (2)Does limnism create a loAgrm value to a given city? (3)Or could it be a

warning to Destination Marketing Organisations to anticipate thevimiraof hedonism

seeking travellers who are always demanding more?
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Research Area and Background

This research focuses on two main ar&estination BrandingagndHedonism In an attempt

to link the two, it is important to understand where destination branding begun and how it
emerged. Therefore, a brief look at branding and how it developed from rmacks on
goods, used for | egal pur poses, to the cons
their brands carefully to create shareholder value therefore brand assessment is an important
management technique that attributes money value to a braddalbows marketing
investment to be managed and maximise shareholder value. Although only acquired brands
appear on a company's balance sheet, the notion of putting a value on a brand forces
marketing leaders to be focused on long term stewardship dirémel and managing for
value. President, CEO, and chairman of Starbudksward Schultz said "A great brand

raises the bari it adds a greater sense of purpose to the experience, whether it's the
challenge to do your best in sports and fitness, or thierattion that the cup of coffee you're
drinking really matters:/' (Daye, 2006). The threechronologicalstagesof the brand origin

and developmentvill be presented in the following order; the history (pmeeteenth
century), near past (between the nieeth and twentieth centuries) and present of branding
(postmodernism). It will present the expanding role of brands, brand equity and different
approaches of branding such astitude branding cultural branding, heritage branding,

iconic brandsand symbdic and emotional meaning in building brandben it will present
destination marketing and brandirend the destination brand component$he literature

review of this research draws the attention to several theories that help build the final
theoretical outcome by understanding the dynamic meaning of brands to consumers, whether
the brand motivation, benefits and/or perceived image. Adw@ries are; th€ustomer Based

Brand Equity Iconic Branding SymbolismandHedonic Consumption.

Consumptionin the present dagnight be seen as the tool which enables people picture the
scenarios that will let them realise their needs, and that is théok@odern hedonism as
Gabriel and Lang (1995) suggest. How the leisure service and hedonistic experience, will feel
plays a massive part in choosing between alterndggénationgMacinnis and Price, 1987).
Therefore, destinations are chosen uponnf@mation gathered by travellers and how they
imagined that experience would feel like. It is how consumers react to destination marketing

stimuli. Goossens (2000) states that the consumer is involved emotionally with travel
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promotional stimuli, and whenhat involvement is established, the consumer will use
imagery during the processing of information. Macinnis and Price (1987) proposed several
roles ofi magery and they I inked them to the ind
behavioural intentiom are subject to changed more when elaborated imagery is used. Also,

they suggested when the processed imagery igedated imagery, the intentions will be

affected more than imagery that does not relate to the self; and that the more real and

emotionalthe imagery, the more the behavioural intentions are likely to change.

Holt (2004) explained what brands needed to do to become Iconic Brands; he said that a
brand must close the gap of insecurities and anxiety between an individual and their society.
In the context of this paper, Dubai is being the land of no one and everyone. It is serving a
variety of needs and purposes of different lifestyleg. &&n say destinations are brands of
high-involvement. And therefore, in DMOs, marketing efforts must ainbgoome iconic

brands, Iconic Destination Brands if you will.

Implications

The link between destination branding and hedonism is shown through consumer motivation
and experiential marketingAlthough the research foces on the consumerraveller, the
destination branding part will review th&takeholdersand Destination Marketing
Organisationsliterature as it is crucial to clarify the bases of thefort$ to attract those
consumeitravellers in an attempt to guide the study on anadlyeexisting foundation and

therefore be able to benefit the practitioners as agelilling the gap irexisting literature.

Methodology

This research aims to develop a theory by exploring a phenomenon, therefore it is fit to use
the Grounded Theory apgach. Focus groups and-diepth interviews are being conducted
currently. The findings and insights are showing three markets until the day; pleasure seekers,

family holidays and business trips.

Key words:
Destination marketing, destination branditgdonism, hedonic consumption, experiential

marketing.
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Abstract

In the past 40 years, globalization has fostered the integratiedrderialisation of themany
enterprisesd sourcing operations (Miller, 2
geographic agility in the ideation, design, and manufacturing of products, in turn, has created
asymmetries and discont i nuattoressd .a mlohneg itrhtedrrn
of the CoO (Country of Origin) notion has been segmented into conceptual ¢hGoksitry

of Origin of Brand (COB); Country of Design (CoD); Country of Parts (CoP); Country of
Assembly (CoA); Country of Manufacture (CoM). Slianly, the congruity of other related

indicatorsi Brand Origin (BO); Product Image (P1); Country Image (Chas blurred.

Thi s, however, has not watered down the cc¢
associations in relation to places still shaped drive purchase preferences. As a
consequence, place imagery represents a strategic area for corporations or national/local
administrations in order to create and maintain a good presence in the mental maps of their

final audience.

The mostrecentstude s wi t hin the o60Country of Origin (|
focus on place as human construction (Gutltyal 2014). In a business scenario
characterised by multountry segmentation and mudtie evaluations, researchers have
increasinglyturned their attention to consider the imagery associations of places in relation to
objects. Il ndi vi dual s6 geographic constructs
(Roth & Diamantopulos, 2008; Wargg al, 2012) and in their functional roes fAhal oes f
i nf er enc e o0 etaM2YylnBRakmmsn& Diamantopulos, 2008; Han, 1989). In a
number of studies, findings suggest that a positive or a negative image about the origin of a
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certain brand or product even overtake the actual manufagtassembling location (Thakor
& Kohli, 1996; Pharr, 2005; Phau & Prendergast, 2000).

Against this business and academic backclbid,paper offers an account of a netnographic
research that has been conducted in otdeprofleonl i ne | ndepwal dndal s 6

conceptual geographies with specific reference to luxury products.

Here, the Internet has been approached as a proper social environment, where perceptions
about countries and luxury are drawn from the communicative acts and interactionsgccurr

within its digital platformsi specifically, Q&A websites, Forum Groups and blogging
platforms The aforementioned O6online communitie
purposive strategy, with the researcher acting both as a participant axghrtiapant

observer.

Within the efieldwork thus delimited, the netnographic activity focussed on stimulating and
collecting textual and interactional artefaétgposts, comments, threadsaround luxury
products and fAdi mensi ons maomény temagraphic RoTGRIKSS O . D
where the textual data is analysed with the ultimate purpose to retrace the structure of a
digital community and the agency issues characterising its social life, textual data was
considered here to have epistemological emt#eand meaninger se After a émonth e

fieldwork activity, around 3000 posts were selected for further analysis.

The analysis has been organised around a specific theoretical view, based a constructionist
approach to reality. From this standpoint, deppvents, material objects, and ideas are part

of that o6flow of realityd human beings are
make sense of the world, individuals have to draw mental maps through which to identify,
locate, and classify matal and immaterial objects. From a cognitive perspective, logical and
tempor al congruity makes a system Oo6pur ed, i

material or immateriélhas a specific and permanent location (Douglas, 1966).

Buildingonthismodel , it has been possible to profil
described by the online users. This relies on specific criter@nufacturing, evocative

resonance, and corporate integrity.

Whilst human beings can tolerate a certain dysar between their expectations and the

reality, when the gap widens too much ambiguity (= what is being capable of two
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interpretations) and anomaly (= difference from what is expected) arise (Douglas, 1966;
Strauss, 2008)Individuals are thus called t@ade situations of cognitive darder, which

ends up questioning the whole mental map they have created. Hi¢lnrk, this happens
when online individuals discuss about the delocalisation of luxury production or brand
extension, C 0 mpcgumsitions Or the disciemamncy between the marketing
mystique and the reality of the products.

I n confronting with those Ai mpuritieso, i ndi
of strategies. They can identify the impurity and rejecthus preserving their worldview, or

they can normalise the impurity by loosening or stretching their criteria, up to a complete
modification of the contours of their perceptual maps.

Building upon the above findings, the paper will also delve into thesaogafurther

development, namely:

-measurement of Apurity threshol do: i f the c
the cognitive activity of the individuals while dealing with reality, it can be of practical
relevance to implement models foemm s ur i ng consumersé threshol

productsd categories, productsd di mensions o

- further reflection on the evolution of place within the luxury production. There seems to be
an osmotic relation betweehe genius loci(spirit of a place) and luxury production, if we
consider thegenius locias the spatial condition enabling the synergic interaction between
people, shared culture and talents, and their industrial projects for excellence (Btoabce
2003).

If someluxury companiesstill rely or canrely on the traditional model of geniusloci as

naturally emergentfrom p e o p d$patiél proximity and temporalreiterationof excellence,
others have to deal with offshored genii loci. Being the contenporary luxury business
landscapeworldwide one,the geniusloci theyneedto beresponsiblédor hasbecomeglobal

aswell. The datagatheredclearly showthatonline usersexpectluxury companiego paythe

utmostrespecto their own/supplyingcountriesby payingtaxes,abidingto healthandsafety
regulationsfor workers,and marketingtheir productsin a transparentvay. More than the

placerelatedd6 M a-d e dannowadayshe geniusloci for global companiesdhe a matterof

0 Ma-dewo ?
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Tourism is one of the most developing industries worldwide. And as Jordan is a country
known of its diverse and rich sources, in addition to its famous tourism sites such as Petra,
Jaerash, Wadi Rum, the Baptism Site, Dead Sea and many others, the loaststnumerous
marginalized places those of high potential for tourism (Stefano et al, 2012), prominent
examples come from the Decapolis sites of Abila (Darabseh 2010) and Capitolias which,
despite their cultural and historical significance, lack of ress$irfor tourism purposes. A
prominent Additional example is a town called-Adaseya, the subject of this study as a
neglected site with high touristic potential. The main reason for choosing this site is that it is
a unique place with high potential faurism where setting it on the Jordanian tourism map

is challenging due to political and security considerations.

The study examines the potentials and limitations of tourism HAd&lseya, offering
suggestions and strategies for the promotion of touoisthe area. AlAdaseya is located in

the Jordan Valley, and if its cultural and natural significance has been explored, it would be
listed among the most attractive tourism sites in Jordan. The study is mainly descriptive
adopts methodology based excuety on both site visit observation and faoeace
interviewing. The research findings, taking into consideration the present status of the Al
Adaseya, indicate that even though the region hosts a great number of historical houses and

spectacular landspa and enjoys marvelous environmental aspects and a high level of bio
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diversity resources, making it a very good candidate to become an exemplary tourist
attraction, it is faced with major obstacles to reach this goal. In order to mitigate or even
eliminake some of the problems of the region, strategic factors were explored and priorities
set out in this study. The findings indicated that a focused attention and description of the
values of this part of the kingdom is alleviated through enhancing the pawéiceness
towards such marginalized area, and highlight its suffer so that the government considers the
possibilities of making it accessible from at least the local visitors as part of enhancing public
awareness and knowledge, and promoting domestitstoyprograms. Rehabilitation of the

historical houses and improving the infrastructure and tourism facilities are also demanded.

One of the most important types of tourism is ecotourism which contributes to protect
cultural and natural resources, improvbe standards of living and increases national
economic, however, this study shows the importance of ecotourism in the Jordan Valley
particularly i n t hAdaseya Mheideveldpmenteofdhe site fordoursrh 6 Al
purposes is arguable a®threa is considered as a security zone where access is controlled by
security agents and prevented for fresidents.

This study attempts to highlight Al Adaseya in the Jordan Valley and its main ecotourism
potentials in order to protect its cultural andtural features as well as to encourage

development processes and investments in the area.

The study faced some difficulties in collecting data due to the lack of information and
resources about the site, in addition to security issues as only oreaftttors was allowed

to access, as she is a resident in Al Adaseya.

This study aims at identifying the components and the state of ecotourism Ad@deya

site, it also aims at identifying the obstacles facing or even impedidgiddeya from being

listed within the tourism attractions in Jordan; and finally, the study intends to present
possible suggestion and recommendations that may contribute to the enhancement of

ecotourism in the area.

This study investigates the potentiality of developingAdhseya as an ecotourism site in
Jordan. Despite the many obstacles facing the development of the site, the study attempts to

highlight its high potential through adopting qualitative measures that involve both
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observation and faem®-face interviewing withmembers from the local communities and

other interested parties.

Semistructured interviews were conducted following the observations. Interviews were
conducted with representative members from public and private sectors and randomly
selected respondentrom the local community. Interview questions were designed to provide

a more detailed understanding of their experience and perspectives to the environmental
values. The interview was designed to allow interviewees to describe in their own words
aspectsof the onsite experience. Interview questions were structured as-emsad and

worded to aid comprehension.

Our results reveal that the site is unfamiliar among most of the Jordanians and little
information are available about it. Also, the site isgilde for tourism purposes if reasonable

and appropriate measures are applied by the government and the interested parties to ensure
the proper uses of the site considering its cultural significance and the local community and

most importantly their lifetgle and to what extent they can benefit.

Key words: tourism activities, ecotourism, ARdaseya, Jordan.
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Extended Abstract

This paper addresses some issues arthmdefinition of responsible tourism in practice. It
is drawn from a larger empirical study into the development and implementation of
responsible tourism by tour operators. The aim of this pepéo clarify the concept of

responsible tourisranddefining relategrinciples and operational opportunities.

Prior to the 1960s when international tourism was comparatively limited, tourism and
environmental awareness coexisted as they were considered separate issues, with each
reviewed in isolation. Suequently, as the scale of tourism grew, so did the increasing
awareness of impacts of tourism, in particular the negative consequences. In conjunction with
the growth of environmentalism, this led to the perception that tourism and the environment
wereinopposition or oconflict. o It was envi sa
appropriately managed and planned, a harmonious and mutually beneficial tourism
environment relationship would evolve, enabling a symbiotic existence (Budowski, k976).

the 1980s green tourism was portrayed as being environmentally benign and hence was
viewed as a possible solution to the negative impacts of tourism. By the late 1980s attempts
to manage tourism and the environment became more effective (Sharpley, 2009) and an
increasingly ecaentric environmental ideology was adopted, manifesting in the growth of

interest in ecotourism and increasing emphasis on the educational aspect. Sustainable
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development emerged in thel990s as the programme for global developmesmhich
Apromoted a balanced rel ati ons h(Bharpléye2008,e en t ¢
p. 23). This symbiotic existence is symbolised by the proliferation of alternatives to mass
tourism, based on philosophical ideals. Sustainable tourism and othed rébams of
tourism are increasing in prevalence such ac
and Adventure Tourism (NEAT)O®6 (Buckl ey, 200
O0p-poor tourismd (Ashl ey, Roe &ufGabbwi symgao
(Butl er, 1991), oOpbesbhiclkl eour286mdé) (dndgdekow
Lumsden, 2010; Fullagar, Mawell & Wilson, 2012). Figure 1llustrates the introduction of

selected forms of tourism revealing the prolifematof terms in recent years.

Figure 1. Timeline of Forms of Tourism

Pre1990
Green Tourism 1990- 2000
An environmenta Ecotourism Late 1990
/ nature focus.
An environmenta . Post2000
. Sustainable
focus with Tourism
emphasis on ; ;
education. Preservation and Ethical Tourism
conservation of | Encourages
e New forms of
destinations. stakeholders to toirisr%' S0
make ethical )
decisions. Pro-poor
New Moral
Slow Tourism
Justice Tourism

The plethora of terms evidences the ambiguity and lack of clarity of both definitions and
remit . These new forms of tourism aim to a
Sharpleps (2009) oObalanced relationshipd yet me
confusion in interpretation, especially in regard to application in practice. Whilst the goals of

these alternative forms of tourism are similar in intent, seeking to réldeicegative impast

of tourism whilst increasing the benefits, they do not howgwevide an explanatioof

implementation thatncompasses the fundamental issues of planning, management and
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control in the development of tourism, whether mass or aliesn The need for such
guidelines is well illustrated by Butler (1991) who argued that unrestricted and over
exploitative use of resources by individual stakeholders would be detrimental to the resources
needed for tourism. He continued by linkihg Hatdee ( 1968) 6 Tragedy of
the tourism development sector claiming that unless those involved in the tourism sector
(stakeholders) took responsibility and adopted a-tengp view, the sector would exceed the

limits of available resources uporhieh the tourism sector is fundamentally founded.

The term Oresponsible tourismdbdb is said to h
and managing tourism (Goodwin, 2005; Sheldon, 2011) but originates in the 1980s, with
Haywoodés (198®80ncerminmg @Responsi bl e and Re
in the Community.® The term grew in popul ari
globe by both the tourism industry and a significant proportion of the travelling public
(Mintel, 2013b). Kippendorf (1987) argued for more responsibility in creating more
sustainable forms of tourism and, as such, responsible tourism is closely linked to the
principles of sustainable tourism (Lovelock & Lovelock, 2013). Planeta (2013) states that
responsibledurism can be describedas our i sm t hat creates bett el
in, and better plwhereasRe$ponsiblepravel.qoin,ga ldading agend fort , 0
responsible holidays) states that responsible tourisinds n ew wa ing farfthosé r av e |
who've had enough of mass tourism. It's about respecting and benefiting local people and the

e nvi r o (Respondbletravel.com, 2013 he preceding definitions clearly focus on the

role tourism plays in a destination, whereas Husbandsr&idda (1996) explain:

AThe term encompasses a framework and set
between the fuzziness of ecotourism and the-kmelvn negative externalities
associated with c o rfHusbantdsi&dHarasbn, 1936s5s t our i sn

Whilst it is evident that there is little consensus as to the definition and thus the remit of
responsible tourism, Cooper & Ozdil (1992) view respongibleur i sm as fia way o0
In 2002, the Conference on Responsible Tourism in Destinatiordape Town, South

Africa, set outthe principles which should be applied to responsible touridns remains

the only formal policy document defining the requirements of responsible toulsm

summary, responsible tourism is about identifying the ecor, social and environmental
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issues in each destination and bringing the stakeholders together to exercise responsibility in
the production of tourism, thus benefiting the hosts and the destination and improving the
tourist experience. Although resporisiltourism has been promoted as a conceptually
distinct approach to tourism (Sharpley, 2013), commentators and practitioners frequently use
the terms O6sustainabl ed We mopodahe pesmectiathab | e 6
0 r e s p doarism ibclperates the principles of conservation and preservation of the local
culture and environment, and aims to balance the interests of all stakeholders, including the
tourists, rather than solely reducing or limiting the numbers of tourists, and is pertinalht

forms and types of tourism. 2o

The challenge of responsible tourism is to encourage all of the stakeholders within the
tourism sector to take responsibility for their actions, to take responsibility for responsible
tourism. It is not limited by theelel of involvement or the destination and, as such, can be

applied to all forms of tourism, alternative and mass, rather than polarise forms of tourism

into mass (bad) and alternative forms of tourisoo@ as summarised in Figure 2

m
1
I Mass Alternative

— RESPONSIBLE TOURISM |
Gree Ecotourism Sustainable Ethical

However, in thispaper we have demonstrated that them lsck of clarity pertaining to the

meaning of responsible tourism and the main purpose of our research is to develop a
comprehensive understanding of responsible tourism and identify factors that contribute to

implementation Although there are several initiatives offering guidance to tour operators in
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responsible tourism there is little research that examines their adoption in practice. Previous
research by Budeanu (2005), Castyal. (1997) and Holden & Kealy (B®%) has examined

the adoption of responsible practices by tour operators in general, whilst research by Miller
(2001) identified that small independent operators have adopted the most responsible
procedures. That said, there is a dearth of research testigates what responsible tourism
means to operators and Ohowd and O6whyd tou
consequently the challenges that these tour operators face when embedding responsibility in
their practices. Examining the challengdleat face these tour operators and the influence that

they have with other tourism actors will enable other operators to gain insight into suitable

ways of operating responsibly.
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Introduction

To ensure that places are habitable for the future generations, sustainability is presently a
critical issue for places at all levels from nations, cities, towns, to neighbourhoods.
Sustainability refers to a concept that emphasse the triple bottom line: environment,
economics, and society, and the intend intragenerational equityMori & Christodoulou,

2012; Williams, 2010; Zavattaro, 2014%till, sustainability is a concept that is difficult to
precisely define(Mori & Christodoulou, 2012)and the assssment of its progress is
challenging (Williams, 2010) A management tool that is commonly used to assess the
progress of place sustainability is a comprehensive and qualetifedle or indicator. There

are a number of indices and indicators that can be used to measure place sustéviability

& Christodoulou, 2012)All of which used actual variables and values such as wealth index,
carbon footprint, health and education expenditure, and so forth. The use of a variety of
variables made those indicators multidimensional, which is crucial tocsuregplace
sustainability (Scipioni, Mazzi, Mason, & Mnzardo, 2009) However, many current
indicators that use those actual variables have certain limitations; they can be complex and
incomprehensible to outsiders; they might lack participative process or do not support policy
making (Choon et al., 2011; Scipioni et al., 2009he challenge called for an alternative
approach to measure place sustainability that is compsdile, participative, and can guide
policy-making. Therefore, the objectives of this paper are to thoroughly review the concept of

place sustainability and to create a place sustainability platform. Subsequently, the platform
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will be used to develop a deathat assesses perceived place sustainability through the
perspectives of its residents, who are the main stakeholders.

Place Sustainability

Sustainability is a challenging issue facing places at all levels because sustainability and
places are both cortgx concepts. The interactions among various and intertwined elements
such as built environment, the natural environment protection, and human beings within the
city led to conflicting goals for planning and what it means by sustainability of places
(Campbell, 1996)As a result, city and town planners often incline towards one of the three
pillars of sustainability and plan the city or town acaogty (Chiesura, 2004)However,

apart from the three pillars, there are other important themes that are specific to place
sustainability. The next section explores the common themes found in place sustainability

literature.

Major themes in place sustainability
Review of previous literature revealed nine themes of place sustainability (Figure 1). In
addition to the three core pillars of sustainability, there are other six themescafigdio

place sustainability.

Economic
Growth

Social Equity &
Justice

Governance

Liveability &
Health

Transport

Air, Water, & Waste
Management

Built
Environment

Natural
Environment

Figure 1 Major themes in place sustainability
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Natural environment protectionnature is one of the main sustainability pillars.
Natural environment refers to the quality and quantity of natural resources and biological
diversity of the placéRotmans & Van Asselt, 2000\ sustainable place should also respect
and preserve biological diversity whereby a high number of species have similar roles to
enhanceresilience (Andersson, 2006; Berke & Conroy, 200@uilt environment:built
environments are the location, shape, density, mix, proportion, design, and quality of physical
structures and development of pla¢Bsrke & Conroy, 2000; Kenworthy, 2006)he built
environment should be robust, permeable, accessible, varied, rich, visually appropriate, and
desirdle to habitantdBerke & Conroy, 2000; Kenworthy, 2006Air, water, and waste
managementenvironmental technologies fair, water, and waste management are crucial
for sustainable placedenworthy, 2006) Pollution emission undermines health and well
being of residentéEgger, 2006)

Social equity and justicesustainable places are those that facilitate and promote
social openness and equity through a provision of the basic needs for the least advantaged
members of the communitggger, 2006; Jepson, 2003; Pickett et al., 20TBey should
recognise and improve the conditions of {meome members of the sociefBerke &

Conroy, 2000)Liveability and healthsustainable places are those that promote physical and
mental health and safety of reside(fsckett et al., 2013)A safe and stable environment,

such as adequate shelters, ensu(Egger, 2008)si dent
Governancesustainable places have governance in terms of planning and decaory.

Integration of disciplines and stakeholders are crucial for effective plafBoger, 2006)
Collaborative and participative processes among all groups in the society, including residents

and experts, ensure transparency and effectiveness of public p@epesn, 2003)

Economic growth: economic performance is an essential component of the
sustainability concept. Sustainable places are those that promote innovation and creativity
through formation of economic clusterfdenks & Jones, 2009; Kenworthy, 2006)
Furthermore, diversity of economic activities is also the key to isasiéity (Jepson, 2003)
Transport: sustainable transport is an important issue for place sustainability. A sustainable
transportatiorsystem limits emission, operates on renewable energy, recycles components,

minimize uses of land, has high connectivity, provides equitable access for people, and is
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efficient and affordabl€¢Jabareen2006; Jepson, 2003; Jepson & Edwards, 20EQgrgy:
sustainable places use locatlyoduced, clean, and renewable energy sources efficiently
(Jepson & Edwards, 2010Yhey should have sufficient spaces for clean and renewable

energy productiofiDassen, Kunseler, & Kessenich, 2013)

The Next Step: Place Sustainability Scale Development

This abstract reviewed and summarised the nine themes of quat@nability. Apart from

the three main pillars of sustainability, scholars and practitioners in place branding and
management also have to consider the other six themes which are specific to place
sustainability. The next step of this ongoing rese#&do develop a scale that can measure
the residentsd perceived place sustainabil i
Three experts will review the set of items to ensure content validity. These researchers have
strong background in sustainlitly research. Experts were asked to assess content validity of
items using 4ooint Likert scale, in which 1 represented no relevancy and 4 represented high
relevancy. The three experts were also asked to provide suggestions to improve the items.
Afterwards, pencHlandpaper questionnaire surveys will be conducted with 300 respondents.
Exploratory Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA) will be used to

refine and validate the scale.
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Place: Reading, Thinking, Writing, Making
David Cooper
Department of English, Manchester Metropolitan University

d.cooper@mmu.ac.uk

6 . . : ] i snot this how we navigate thi
attaching meaning and emotions, drawing cognitive maps that make sense of the realm
beyond our compr e Cemnmon GrouAdbondaro Hutcldrsama2615), p.

205.

o6 | ) ) : ] we must be sensitive to the w:
literature and geography is continually crossed by both the writer and the reader. In short, we
must diagnose and explore the reciprocal relations between pagéand e . 6 Jon And:¢

Page and Place: Ongoing Compositions of PRansterdam: Rodopi, 2014), p. 15.

Over the past decade, place has come to occupy an increasingly prominent position within
contemporary literary culture. Within the academy, the exploratidnthe textual
representation of place has been central to the development of the interdisciplinary field of
critical literary geography. At the same time, place writing has emerged as an increasingly
high-profile and commercially successful form of creatnonfiction. This paper will reflect

on these twin and frequently imbricated developments to introduce IPM members to the
role of place within contemporary literary culture. This general discussion will be
particularised through reference to my oxtant and emerging research interests. Moreover,
the paper will open up space for further crdsiplinary dialogue by highlighting the
strategic roles that both writing and reading about place are beginning to play within the
Writing School at Manchésr Met.

After a brief contextualising introduction, the paper will have a tripartite structure. The first
part will map out the evolution of literary geographical research: an interdisciplinary field of
critical enquiry which went through a series of incarnationthe twentiethcentury before

gaining international traction, | would argue, in the past decade. Literary geographers share a
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critical preoccupation with investigating, and problematizing, what Jon Anderson describes
as Othe reci pr opcaagle raenlda tpiloancse 6b.e tSnaeleinent | vy, h
a catholic field of research which consists of seviemfiten intersecting sub-categories. A
dominant strand has involved applying the work of major spatial theorists to a disparate range
of literary texts; and, as in so many other disciplines, major thinkers such as Martin
Heidegger, Henri Lefebvre, Michel de Certeau and Doreen Massey have foganaiciently

in critical literary geographical analyses of, say, canonical Romantic poetry andnidbder
urban fiction. Alongside this, many literary geographers have been drawn to the richly
complex relationship between textual and cartographic representations of geographical space:
an interest in mapping which has led some researchers to explorétittad gotentiality

and limitations- afforded by the universality of geospatial technologies. A further key
development, over recent years, has been a concentrated critical engagement with
contemporary geographical thought and practice: a developméctt s fed off and back

into the wider evolution of the GeoHumanities. This, in turn, has led to the development of
collaborative, interdisciplinary projects predicated on genuine dialogic exchange between
literary critics and cultural geographers. Thrbogt, this survey of recent literary
geographical research will be illustrated by examples from my own critical practice including
references to work on the cultural history of the Lake District, literary tourism,

phenomenology and digital mampaking.

Having established some of the cardinal characteristics of literary geographical research, the
second part of the paper will shift the focus to contemporary place writing: works -of non
fiction in which writers use a range of creative strategies for explagagraphical
experience. As with critical literary geography, place writing is a broad field which
incorporates a heterogeneous range of creative practitioners who are interested in a diverse
range of topographies. This section of the paper, then, wildote IPM members to some

of the major slpenres including the &édnew nature wr |
writing; geographical autobiography; and deep topography. In addition, it will touch upon the
continued preocglupad s @mcralynthe,wiys 0 whaich many place
writers are exploring the role played by digital technologies in the shaping of the
geographical imagination. In mapping this creative field, | will offer some possible

explanations for the ewgrowing popularity ofthis literary genre: a popularity which is
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evidenced, for example, by the introduction of the Wainwright Prize in 2014 and the
commercial success of the regular place writing festivals and events organised by Caught by

the River. This section will also arg that much of this place writing is characterised by the

i mpul se to refl ect -e;mrc ha he memtsé:i bal iptryeoo € up
highlighted in an influential collectioriTfowards ReEnchantment: Place and its Meanings)
published in 2010 antkaturing contributions by, amongst others, Kathleen Jamie, Richard

Mabey, Robert Macfarlane, Alice Oswald and lain Sinclair.

The third and final part of the paper will bring together these critical and creative threads to
examine the increasingly promimterole that place is playinigin terms of both research and
teaching- at Manchester Met. The strategic commitment to the field has been underlined by

the introduction ofanewcritical r eat i ve undergraduate unit on
anewlPace Writing pathway on the Manchester \
Creative Writing. It is similarly evidenced by the growing number of doctoral students who

are involved in criticatreative projects exploring such topics as: Rochdale as a isgtlal

place; the relationship between regeneration and creative writing in thengastrial
landscapes of the West Midlands; and the role played by spatial narratives of exceptionalism

in the mythologisation of Granada Television. These projects, aedsptre all underpinned

by the intellectual ambition to unpick the ways in which textualised language has been
historically employed in thenakingof places. Crucially, however, they are simultaneously
underpinned by the impulse to use literary languagk aeative strategies to explore how

new forms of place writing might feed into the ongoing remaking of the places in which we

live. This braiding of the critical and the creative is integral to our strategic ambitions in the
Writing School. Moreover, thehave the potential to play a vital role, | would argue, in the

A

oOreenchant ment 6 of pl ace.
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Literature and Sense of Place in UK Landscape Strategy

Jess Edwards
Manchester Metropolitan University

j.edwards@mmu.ac.uk

At the heart of the 2000 Europebhandscape Convention is a famous definition of landscape

as an entity inherentimediated by human perception.

‘Landscaped means an ar ea, as perceived

the action and interactiorf natural and/or human factors.

And the corollary of this definition of landscape is the 'active role' assigned by the convention
to the public in the characterisation of landscape. Accordingly, public participation was a
central element in the guidance written by Carys Swanwick andspedl by the UK
Countryside Agency in 2002, with a topic paper dedicated to the various ways in which it
could be implemented through the practice of Landscape Character Assessment. (1) At the
same time, Swanwick notes that the participatory approacheais/ety undeveloped. And a
recent article by Andrew Butler and Ulla Berglund, which looks at Landscape Character
Assessment between 2007 and 2011, suggests that this may still be the case. (2) 28 of the 52
Landscape Character Assessments examined byr BuieBerglund (a little over half) make

any use of 'stakeholder involvement'. 14 of these (just over a quarter) engage with local
community groups, rather than just specific interest groups. And amongst these 14, only nine

consider the perceptions thesedl people have dheir landscape to any extent.

Why does this matter? Butler and Berglund argue that the European Landscape Convention is
an opportunity for a democratic and inclusive approach to government in which rights and
responsibilities in rel&nship to landscape are shared. So far, this may be a largely missed
opportunity: a 'democratic deficit'. As a result, there's a danger that the public aelemngéf

they're aware of the processes and products of Landscape Character Assessmeat, and th
influence they may have over their liveme likely to feel excluded and disengaged from

these processes and products. They'll struggle to recognise ‘their' landscape in each
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Landscape Character Assessment, and planning decisions based on it wikefekinigs
done to, rather thafor, or better still with them.

So what do people and communities need to engage with a landscape; to recognise and value
its distinctiveness? The presumption at the heart of Landscape Character Assessment as
currently pradsed is that they need knowledge, presented as clearly and objectively as
possible. My argument in this presentation will be that this is only one of the things they
need, and indeed on its own, 'objectivity' may be an obstacle to participation in thespwbc
Landscape Character Assessment, and engagement with its prddhectsubjective
influences of valwue and belief, of custom ar
in a system of representation which aspires to capture distinctivenasgpeatable, value

free way, and yet these influences are vital means through which people and communities
6connect 6 wi t h pl ace and | andscape. Captu
methodology to Landscape Character Assessment, but one which mw@ddchbraed as

complementary.

Landscape Character Assessment is one way of mapping landscape, literary representation of
place is sometimes recognised as another. Literary quotations occasionally find their way into
Landscape Character Assessments as il at i ons of t he Oi nspir;
| andscapeds distinctive properties and a pro
use Nat ur al Engl andds terminol ogy, one of
landscapes. If we want to wak the power of literary writing to engage people and
communities with landscape, however, we need tthirkk the oneway nature of this
relationship, and to appreciate that literature makes landscape as much as the other way
round. Landscape isaverba we | | as a noun, and iingthat onl vy

landscaps are defined and comprehended.

My presentation will look at examples where literature has been used productively as a means
of public engagement with landscape, and suggest ams&rpaof this approach. This kind

of work could be done in parallel and in dialogue with the usual Landscape Character
Assessment work, so that subjective and objective representation can be allowed to exist in a
healthy and productive tension. Incorpangtiexisting literary work on sense of place, where

itdés availabl e, hel ps by giving people a se
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along with their information: a framework to grow their own memories and associations
around. Supporting theno tproduce their own writing, as part of a process of community
participation, fosters their sense of ownership, by licensing the subjective. It gives them a role
not just in being inspired by the landscape, but in actively helping to make it. Creatixag writ
gives the writer a purpose in the landscape: a reason to focus both on its characteristics, and
on their own perception of these characteristics, through the senses, emotions, memories and
associations that it stimulates. The ultimate objective i®stef a sense of ownership and

acces$ an imaginative 'right to roam’.

(1) Swanwi ck, c. , Bi ngham, L. & Parfitt, A.
stakehol der s can hel pbo. Topi c paper 3 The
Heritage.

Butler, A. & Berglund, U. (2014) oOLandscap
Understanding Public Interests wilandscape t he |
Research39.3: 219236.
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Connecting the Sound Tracks of Our Lives:

Marketing Places Through Music

Dr Jan Brown
Liverpool John Moores University, Liverpool, UK.

Email: J.Brown3@Iljmu.ac.uk

In a world where communications can spread quickly and involves multiple media the task of
managing and marketing places is a complex and evolving process. One of the key
consequences of the everyday use of digital technology is that now a wide ranggrof ac
have the ability to represent places in multiple ways from multiple gazes. This co
communication of place offers some exciting opportunities in which to represent place and

connect these places together in a multitude of ways.

With the use of digitatechnology actors can also connect places together more easily thus
transforming the Aéintermingling of presence
term duree of maj or soci al institutions 1is
15). Ths intermingling provides opportunities for marketers to explore common interests
amongst actors that can be used as interconnections across different places. These
interconnections can be developed over extended time periods and can allow actors to
transend the immediacy of their sensory experience by stimulating both individual and
collective forms of memory (Urry: 15). The stimulation of individual and collective
experience can be encouraged by greater representational communication of place in order to

increase interactions and movement between these places.

One such opportunity is to explore place from the perspective of actors engaged in the realm
of music and its multiple forms. By using |
isoci aloni ntnerneactteir i al contexto in which the

potential of being spectatorial multiple experiences can be connected over time (Urry: 191).
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Within the realm of music actors can take a multitude of roles both in term®ddiction

and/or consumption and can be influenced and attracted to past, present and future
representations of music to varying degrees over various time periods. Music provides the
potential for place to be managed and marketed from a multisensonegemspand for
multiple representations to be accommodated. As music is found in every known culture, past
and present, but varies widely between times and places, it has the potential for diversity and
difference not only to be represented but for conaestto be made that are both appealing

and innovative (Leyshon, Matless & Revill 1998).

In this research place is viewed as an adaptive service ecosystem (Vargo, Maglio & Akaka
2008, Barile & Polese 2010, Vargo & Akaka 2012, Wieland, Polese, Vargo & 1A@ct).

In this service ecmeystem multiple networks (stdrosystems) and their institutions are
present, and are constantly evolving. It is proposed that the role of one sumtosystem,

the music ecosystem, is important but under researched in pkadetmg. The primary

focus of this paper is to develop a conceptual model of place marketing that frames the music
ecosystem within an adaptive service ecosystem framework. Second, empirical testing of the
factors that actors involved in music and theistitutions and institutional arrangements
identify as being important to represent their own identity and are important in the marketing
of their place (Vargo & Lusch 2016). Third, to propose innovative multisensory ways in
which music can be used to repent and connect places that suit the needs of multiple
actors. The paper explores how the music ecosystem in one city, Liverpool in the UK, is
currently contributing to its official place brand and its City of Music status (UNESCO
2015). However, for mgnactors currently involved in the production and consumption of
music in the city the current official place marketing communications are felt to be restrictive
and unrepresentative with alternative representations deemed to be uncoordinated and

underdevimped.

By undertaking primary research with multiple actors from a wide range of perspectives
within the music ecosystem a number of important and innovativeecugystems are
identified. One key finding emerging from the research and explored in idetfais paper is
that in order for these innovative sabosystems to be sustained and developed there are

i mportant rel ationships bet ween key constr.
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authenticity, adaptability and trust that are occurring. Hanet is these key constructs and
the relationships between them that are currently under managed, under measured and

underrepresented in the official, and unofficial, place marketing of the city.

The paper concludes by proposing how these innovativeesadystems could be more
effectively used and managed in the <cityods
provided using the expertise emerging from within the music ecosystem of how more
innovative marketing campaigns can be developed and how variedis: tan be used to

create multisensory communications the more accurately represent the music ecosystem.
These examples are also used to identify how this innovative ecosystem is already connecting
actors together across time and place and offer soméingxduture opportunities for

marketing research.
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The Personal is Professional:

Exploring Particular Challenges of Place BrandPractitioners

Giannina Warren
Middlesex University LondonUK

g.warren@madx.ac.uk

As places have emerged as strategic sites of cultural, institutional and financial competition, a
hei ghtened degree of power and influence has

classd (Aronczyk 2013) who promote them.

Nearly all of the liteature on place branding and promotion highlights the need for key
professional personnel who can form partnerships among a diverse group of stakeholders that
agree on and commit to the overall vision of the place and its brand (AnholtR@0V;ar at zi s
2004 Szondi 2010; Hanki nson ).2PGat7brandibp fnfna res 28 1
chall enging stakehol der environment, and de
versed not only in marketing, brandi ng, com
al so possess a keen wunderstanding of t he nt

management skills, and an ability to straddlI

Drawing upon the theoretical |l ens of Bourdi e
paper applies a social constructionist approach to the analysis of the characteristics and work

of the promotional actors in place branding. The promotional agents who represent a place
tend to view their work as the relatively passive interpretatidncanulation of local cultural

production and consumption; thus they may claim that their actions are objective and rational

0 a series of brand management decisions based on measurable and achievable results
(Aronzyk 2013). However, this paper argued thés work is neither completely rational nor

neutral, and in fact relies heavily on the personal and subjective investment of social and
cultural capital, as well as performances of legitimacy, on behalf of the promotional actors

responsible for the dagi and implementation of place brand strategies.
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Drawing from interviews with over 40 place brand practitioners globally, this study positions
itself within a wider academic exploration of the promotional occupations as cultural
intermediation that is cugntly occurring in the fields of public relations, media sociology,
cultural studies and marketing management. There has been increased interest in applying the
concept of cultural intermediation to the promotional occupations in recent years, particularly
in the fields of branding (Moor 2008, 2014), advertising (McFall 2004; Cronin 2004; Kelly et

al . 2008; 2014, Hackl ey and Kover 2007) and
Piecska 2006; Edwards 2012; Edwards and Hodges 2011, 2014; Curtin tre @207). It

is also grounded in urban studies and cultural geography, with an emphasis on place branding
and tourism. The meteoric rise of place branding as a discipline within the context of
promotional culture illustrates a pressing need dtieb un@rstand the processesand the

people- behind place.

The immediate focus of this research is on working lives of a group of highly creative and
influential people working in place promotion. Drawing on sociological theories of cultural
intermediation (Bardieu 1984) and emotional labour (Hochschild 1983, 2003), the research
attempts to understand the subjective occupational reality of these individuals and how that
might manifest in their lived realities working for a place during a period of intense
pronotion. The thesis employs a cultural economy perspective (du Gay and Pryke 2002) to
examine normative professional expectations placed on these promotional intermediaries, the
commodification of their personal resources for promotional gain, and theatuftlmence

they wield within broader society stemming from the kégiposure nature of their work.

Bourdieu contended that cultural intermediaries draw frioeir tpersonal lives and tastes
particularly their own e X p e rdrseofi communiGate/e ¢ 0 mMm
practiceso, as cruci al occupational resour ce
cultural intermediaries often overlap with their lives outside of work, with many believing

that the lifestyles they lead personally helgrth impart an authority and authenticity
necessary for the messages they promote and the organisations they represent to be perceived
as credible (Sith Maguire and Matthews 2014).

This expectation on promotional actors to be fully immersed in their work might be
considered problematic; Sussman (2011) calls the promotional economy the most predatory

of all i ndustrial economies, as isworkers,adesi gn
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in the manufacturing system, but al so thei
perspectives situate this type of promotional work as a foremmftional labouii where the
performative emotional requirements of highly relational wor&n chave negative
repercussions on the identity and wtading of workers (Hochschild 1983, 2003; Yeomans

2007, 2013).

Given the centrality of cultural intermediaries in the formulation and implementation of place
brand strategy, there have been callsetibeb understand the challenges practitioners face and
the mechanisms by which they overcome these challenges (Moilanen, 2015). Taking a
participatory approach to place branding means that examining the ways in which
practitioners approach their work mastdHudak, 2015). Identifying the promotional actors

in place branding within a soeciultural framework can help to contextualise the importance

of their work amongst broader sociological and institutional structures. It also identifies the
important rolethey play and makes a strong case for support in helping them overcome the
personal challenges they might encounter within the profession.

References
Anholt, S. (2007)Competitive Identity: The New Brand Management for Nations, Cities and
RegionsBasingstoke England; New York: Palgrave Macmillan.

Aronczyk, M. (2013).Branding the Nation: The Global Business of National Identity
Oxford; New York: OUP USA.

Bourdieu, P. (1984)Distinction: a social critique of the judgement of tastendon:
Routlegye.

Cronin, A. M. (2004). Regimes of mediation: advertising practitioners as cultural
intermediariesTonsumption Markets & Cultuy&(4), 349 369.

Curtin, P. A., & Gaither, T. K. (2007)nternational Public Relations: Negotiating Culture,
Identity, andPower. Thousand Oaks: SAGE Publications, Inc.

Dinnie K (2011)City Branding: Theory and Casé&gew York: Palgrave Macmillan.

Du Gay, P., & Pryke, M. (Eds.). (2002Cultural Economy: Cultural Analysis and
Commercial LifeLondon; Thousand Oaks, Calif: Sd@eblications UK.

Edwards, L. (2012). Exploring the Role of Public Relations as a Cultural Intermediary
OccupationCultural Sociology

Edwards, L., & Hodges, C. E. M. (201Bublic Relations, society & culture: Theoretical
and empirical explorationd.ondon; New York: Routledge.

96



4» Corfu Symposium on Managing and Marketing Places

240-27» April 2017

Edwards, L., & Hodges, C. E. M. (2014). Public Relations Practitioner$hén Cultural
Intermediaries ReadeSmith Maguire and Matthews (Eds.). London: SAGE.

Hackley, C., & Kover, A. J. (2007). The trouble with creatives: Nagjoy creative identity
in advertising agenciemternational Journal of Advertisin@6(1), 63.

Hankinson, G. (2007). The management of destination brands: Five guiding principles based
on recent developments in corporate branding thelayrnal of Braml Managementl4(3),
2401 254.

Hochschild, A. (1983).The Managed Heart: Commercialization of Human Feeling.
Berkeley: University of California Press.

Hochschild, A. (2003)The Managed Heart: Commercialization of Human Feeling: Updated
with a New Prefacé€3rd Revised edition). Berkeley: University of California Press.

Hodges, C. (2006) . APRP cultureo: A framewo
as cultural intermediariedournal of Communication Managemghb(1), 80 93.

Hudak K (2015) Dahtahn discourses and neighborhood narratives: Communicating the city
brand of Pittsburgh, Pennsylvanilace Branding and Public Diplomadyl, 34 50.

Kavaratzis, M. (2004). From city marketing to city branding: Towards a theoretical
framework for developig city brandsPlace Branding1(1), 58 73.

Kelly, A. (2014). Advertising. InThe Cultural Intermediaries Reade$mith Maguire and
Matthews (Eds.). London: SAGE.

Kel |l vy, A. Lawl or , K., & Ob6Donohoe, S. (2
Commerce, ah Science from the Irish Advertising Fieldvertising & Society Revie®(3),
11 48.

Landry, C. (2008).The Creative City: A Toolkit for Urban Innovatorslew Stroud, UK:
London; Sterling, VA: Routledge.

LOEt ang, J. (2006) . Publ i c r elPallic Retaionsand s
Review 32(4), 386 394.

McFall, L. (2004) Advertising: A Cultural Economy.ondon: SAGE Publications Ltd.

Moi l anen T (2015) ChRll d ®e gRasmdodRk udygl ti ycV oldDri. gol doim
11, B225216

Moor, L. (2014). Branding. Ifhe Cultural Intermediaries Readdrondon: SAGE.

Moor, L. (2008). Branding consultants as cultural intermediafige. Sociological Review

56(3).

Pieczka, M. (2006). Public relations expert:.
Public relations: Critical debates and contemporary pracfige. 279 302).

97



4» Corfu Symposium on Managing and Marketing Places

240-27» April 2017

Smith Maguire, J., & Matthews, J. (2014). Introduction: Thinking with Cultural
Intermediaries. In Smith Maguire and Matthews (Edd)e Cultural Intermediaries Reader
London: SAGE.

Sussman, G. (2011Yhe propaganda society: promotional culture and politics in global
context New York: Peter Lang.

Szondi , Gyorgy. i F r @ RelationstapgBaiildiMda A Ruglie Retations  t
Approach t o NRlace Branding ana Rublic Diglomady no. 4 (2010): 333

43.

Yeomans, Elizabet h. (2007) . AEmoti on in Pul

Journal of Communication Managemdrit(3): 212 21.

Yeomans, E. (2013Exploring Professional Relationships in Public Relations: An Emotional
Labour PerspectivePhD Thesis. Leeds Metropolitan University.

98



4» Corfu Symposium on Managing and Marketing Places

240-27» April 2017

Places change lives
Martin Ousley
True Corfy UK basedlour Company
ManchesteMetropolitan University/Institute of Place Management

martin@truecorfu.com

Introduction
Almost everyone has a place with which they have an affinity, a place that has a special
meaning or relevance to thdifie. This might be where they were born or the town or village

in which they grew up, but for many itbés a p

Whether or not the reason for their travel was a holiday, business trip or to visit friends or
family the placed which people travel has an opportunity to make a lifelong impression on

t hat individual . And potentially 1t06s not
everyone they know and come into contact with throughout their whole life.

The chance tareate an everlasting good (or bad) memory can have profound even life
changing consequences for that individual, the obvious example being someone who is so
taken with the destination itdéds wultimately v
place can without doubt be Idghanging, but there are many other ways in which it can have

such an impact.

Background

A survey by the Association of British Travel Agents (ABTA) showed that over 60% of
holiday makers make life changing decisions whilshohday and from my own extensive

work in private practice as a coaching psychologist | have withessed on a regular basis the
new found inspiration and vitality that people experience as a result of simply travelling to
another place. Being away from whatoften a faspast and for many challenging dtoy

day existence clearly helps creadiberatingsense of freedorthat facilitates thoughts of
change for the betterBut it is often the place they visit however that plays a vital part in a

resurgencef their desire and motivation not the break from work and home that leads to
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someone making a profound decision that will change their life or make them revisit long
held personal goals and ambitions.

This paper and presentation will explore, using rniaeand anecdotal examples, the ways in
which a place can impact upon a person in such a way it not only has a profound effect on
their life but the place in question becomes an integral part of who they are as a person. The
paper will also explore theohgterm ripple effect on the local economy both in terms of
financial benefits andthe placemarketing strategy for the arethat stems from a place

having a lifelong positive or negative impact on a visitor

This study goes much wider and deeper thiarply how to provide a good customer service
experience resulting ia holiday maker returning thhe same place for several years. This is
about how those visitors and their experience carnribote to the way in which alace
changes over tim&uchimpactis of particular current relevance given the proposed changes

to the length of season throughout Greece and the desire to broaden its appeal to more than

those whaseek the oftapsun, sea and samd the allinclusive holiday

Attracting tourists wo are looking for nothing more than the value for moneynallusive
holiday where they are confined to the local beach and boundaries of their hotel and its
facilities is not the aim of many involved in defining the future of Greek tourism. However,
in order to avoid reliance upon massirket low profit tourismalternatives mudte available

and sufficiently appealing to steer tourists away from what the larger mattonal tour

companybés offer of this ilKk.
A new way forward for Greece and Greek Isla@l tourism

Underlying the appeal of glorious weather and stunning scenery Greece and its islands
provide a far more important essericéts roots in philosophical thinking and its cultural

heritage. Since the time of Socrates Greece has been the plamstdm and thought, the

home of the hypothesis and without doubt many travellers find the appeal of Greece lies in its

hi storical and phil osophical root s. But fo
atmosphere and environment of calm and relaxatrahthe chance to contemplate ambition

and define what it is you want from life that captures the visitors imagination.
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In true Socratic fashion the Greek islands have the potential to provide an environment and
experience that helps people find theithpand their true self and in doing so help Greece

and its islands be true to themselves also.

What lies ahead of Greece as a holiday destination is a crossroads, one at which other nations

of similar character and appeal have been seduced by the seeeasglyoad to riches that

stem from mass tourism. Many options lay ahead of Greece in terms of how to capitalise on

its biggest assets from a tourism point of view and this paper looks at types of tourism that
steer away from masgsarket, cheap package llbays. Of particular focus are retreat and

per sonal devel opment type holidays and HfAexrg
explore and from that exploration grow, but at the same time holidays thadtiliklso

provide everything else they loo&rfand need as part of a holiday.

The paper continues by looking at the link between our travel experiences and how they can
have a longerm positive effect on the individuahd the place visited as well as looking at
the pitfalls to be avoided in thigge of tourism such as over specialisthgs potentially

losing mainstream appeal.

Whilst the paper is largely narrative it will be underpinned with data and research references
relating to travel statistics and economic®©f particular focus will be theeomparison

between the sustainability and benefits to the local economy that stems from holidays
supplied by smaller, independent and specialist tour operators compared to that of the all

inclusive holiday supplied by larger muitational tour operators.

In concluding the paper will look at relevant aspects of psychological function that determine
a positive travel experience. In doing so it will differentiate between the-temort
gratifications of the much needed annual holiday to that of thetlngimpact on both

visitor and place, of a more meaningfygt equally as enjoyahleavel experience.

Lastly recommendations and points for discussion will be raised about marketing and
branding various i sl and d-& s 0ationaforitravallsersadi c h a s

holidaymakers looking for more than simply sun, sea and sand.
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Corfu and the Dutch Tourist:
What are the best ways to apply Tourism Marketing to attract visitors to
Corfu from the Netherlands?

Xenia Tombrou
Independent Resedrer

Poluxeni369@amail.com

Management Summary

Destinations like Corfu havelang history of tourism marketingndattract tourists from all

over the world, but especially from the European continent. Continuously attracting new and
returning visitors, supplying them with the services they require and create the experiences
they will safe keep for the rest of theirayebackhome but also making tke visitors
ambassador of the destination, is a difficult @aochplex task. This literature review scans
recent trends in tourism marketing and gives a summary on research that is conducted on
destination branding and mamag of places. Focus has been givon the tourism marketing

of the island of Corfu and recommendations to markeietkis destination can be found

after the conclusions. As lasturther research to be conducted is recommended, specifically

on for the utch visitors of theslandand information omesearch done locally.

Introduction

The Destination

Corfu (Kérkyra in Greek) is a Greek island situated in Nloeth-west corner of the lonian
Sea. The island rests between ltaly, Greece and Albadidhas ahistorical and cultural
heritage that differs from the rest of the country, that isrésalt of the influence of the
Venetians who protected the island for hundreds of yeaatsn the course of the yedsild
two massive venetian forts (GNTO, 201@Qorfu has been a tourist destination sitice
1950s and up to 1975 it attracted holiday makénsigh and medium incomes. Froh®75
onwards it attracted medium to low income touristgainly in the form of packadgeolidays.
Corfu became popular due toethnvolvenent of large tour operators argbvernment

investment. Since 1980 however the effectsnodss tourism on Corfu have ldd a
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deterioration of the quality of the environment, both build and physical, and of soime of
services provided. (King & @nel, 1999)

In Greece, the tourist season begins in March and endirr@stober. The high season is
mainly in July and August, but also during the two keeef Greek Orthodox Easter anthy
school vacations. During the winter, from November until Maticare a few to naourists
(Lonely Planet, 2016). According to Bastakis et, a&lorfu has offered the typical
Mediterranean package of S8an and Sand, while it hasamy other natural, physical and

cultural attractions to developed and promote (Basttkal. , 2004).

Every year, millions of pgade who live in the Netherlandsavel abroad for theisummer
vacation. The majorityravels to south Europén 2015 the two most preferratestinations
were France and Germany, followed Bpain and Italy. @&ece camdifth with little more
thanhalf a million (600.000) long vacations (CBS, 2016).

Corfu is often cited as enof the top Greek destinatiom® websites for Dutchourists
(Dolsma, 2016) (Zoove016) but it is not alwayshtured in those lis{@rthur, 2016) or it
is presente as part of the lonian Islan¢{idature Scanner, 2018n the 2016 travellers choice
award by TripAdvisor, Corfu ranked 6th in the 10 mosauidul islands of Greece (Trip
Advisor, 2016) although no Greek destination miudetop & best destinations in thveorld
(Trip Advisor, 2016).

Research Motivation

| was born and raised in Corfu, where | was péthe Dutch and English locabmmunities,
due to my mot her 6 s agérlwokdd orosailing yachisdlateAis othar t e e n
aspects of the tourism sector. Ashald | travelled often to thdletherlands with my parents,
to visit family and friends. Beire 2010, any person | spokeinathe Netherlands would react
with enthusiasm wheh mentioned Greece. They walfondly recall their vacations there
and most of them hadsited Corfu at least once. Babwadays the narrative has changed;
the image of @Gece has been tarnished by ds®nomie and most recently, refugee crisis.
Five yearsago | moved from the islahof Corfu to the Netherlands. When | started studying
Communication Management, | saw tipotential to influence the image of Greece in the
Netherlands using communication. Bseeing Corfu as a product, various theories from

Consumer Behaviour and Markegt Communications that | have been taught could be use
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to give Corfu a differentiat@dvantage and become, once again;ofemind as a tourist
destination.

Main question

1 What are the best ways to apply Tourism Marketing to attract visitors to Corfu from
the Netherlands?

Subguestions

What is Tourism Marketing? What are the trends?
What influences visitors on their decision for a long stay vacation destination?
How does online information influence the destination choices visitors make?
What is the situatin of Tourism Marketing in Corfu?

1
1
1
1
Conclusions
The main conclusion of this review is that tourism marketing is extremely complex. The
articles reviewed came from journals and publications arigim but also branding, IT and
business management. Ttorism product of Corfu is oldnd established and in need of
repositioning. The environment of the market has always been highly competitive and rapid
changes in technology create the need for a professiand collaborative approach.
Engaging the vistt r , gi ving 0Oval utmg theoenvironmenmdod hinwtoi | e ¢
become an ambassador of your place is a trend worth looking into. There is anngcreasi
focus on online tourism marketing, as it is a field that is mstant change and visitors from
the Netherlands have shown to have a preference towards planning their vacations online.

Recommendations for Marketers

On the island of Corfu there is need for a strategic niadkeeommunication plan for all
stakeholders of the tourism industry. Businessers sbuld have the opportunity to lpart
of the creation of the identity of Corfu in a broadensse and actively participate in
communicating it irevery aspect of their businegsmodel hat can be used to identify the
identity of tre island but @&o the image thasitors have s the corporate identity mix of
Birkigt & Stadler. By visualizing what wienow about the various stakaders of thasland
and the way they communicate abehavewe can understand the varidssues ad create a

strongerfoundation.
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The importage of online marketing is higiTherefore, investing in professionals to design
the infrastructure for the anke promotion,create and maintain content and followntie

should be of high priority.

Another issue is that a lot dfeautiful content is createdybocals but is not seen by the
foreigners, who should be the audience of this material. The reasorn thdhaajority of
locals post their content in Greek. Translating theternand sharing it, with their

permission, caboost the image of Corfu immensely.

Recommendations for further research

An aspect of the literature that has not been reviewethe offline tourism marketing
communication towards the visitors prior, during and affter visit. Especially now that
touism marketing seems to be focussing on online tabls offline tools may be very

effective.

Many research that was reviewed was conducted foretsadther that the Greek marlestd
specifically for Corfu. The local authorities, like the Tourism 8tifec Society of Corfuthe
Corfu Chamber of Commerce and the Regibhoaian Islands have conducteglsearch on
the tourism market but their publicatioare not available online. Otheesearchers,
conducted internally by the local agents, like GreerfiCare also not readilgvailable for
researchers. Therefore, more quantitate and qtiaét data specifically for thenarket of

Corfu and even more specific, on the Duwgsitors, should be reviewed.

There was an article, that is reviewed extensively tbis literature review, on the
APsychoneur obi ochemi st r yandBoz. Theiurecorsmendatians,k et 1 r
on researching the emmerging theories of neuromagketimd psychology on the tourist

product, is interesting, especially as various apptinan merketing have already betasted

in clasic marketed products. Creating, condwgtand observing experiments orarketing
communication and the effects it has on the behaviof the destinations visitors is

intriguing.

Researching the image dfet island among theutth population is of paramouimportance.
Especially of thoseawhsesudop 8 athdobhpetmgergt he a o ¢

to France by car. In depth interviews andeothualitative research methodasn be used to
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find out the aspects that are important togd who are not yet visitors Gforfu, giving the
marketers of Corfutber options on which to focus.

Last it would be interesting to engage and intrigue the péioplg on the island to produce
content that appeats the dutch audience. There is a lacgenmunity of dutch who live on
the island but there are also many Greeks who are fahg afutch tourist and learn laast

one dutch words to recite, to anyonkowisits from the Netherland8:L e k k er ! 0
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Corfu PAWS
Oana Popesct) Sue Gentry Done Heather Skinnef
Corfu PAWS (Promoting Animal Welfare Sustainabfyiistitute of Place Management

heatherskinnercorfu@gmail.com

The existence of loose dogs on the streets is often perceived as one of the most
bot her some measures of a placeobs incivilidt
Greenberg and $aeider, 1995; LaGrangdserraro and Supancic, 199Rjedway,

Parker and Roper, 2016). Cat and dog mess is also considered as another key measure of
incivility of a place (EllawayMacintyre andBonndoy, 2005; Medway et al., 2016

Toet and van Schaik, 20L2Corfu has a problem with many stray dogs on the streets.
The source of the strays are often puppies of owned dogs being dumped on the streets
either alone or with the mother dog, or heavily pregnant dogs being dumped resulting in
the birth of a litter & puppies on the streets, due to a reticence to sterilise even owned
dogs, either due to a lack of education, lack of money, or a belief amongst many of the
local Corfiot population that it is unnatural to do so. Unneutered owned and stray males
roam the geets impregnating both stray and owneespayed females, and so the cycle
continues. However, strays do not tend to be responsible for much of the mess that can
be seen on the streets, which tends to result from owned dogs being walked on a lead
and albwed to mess without the owner cleaning it up. Many strays are far more discreet
about where they do their business, but nonetheless, the problem siithsdhat there

is dog mess and a large stray dog and cat population on the island that affeetsiresgl 6
and visitorso6é perceptions of the island. Yei
efforts could be introduced towards reducing some of these key indicators that tend to
have a disproportionate effect on the negative perception of people places
(Medwayet al 2016).

There are a plethora of examples in various media relating to many Mediterranean
destinations including the island of Corfu sharing stories about newborn puppies and

kittens which are simply left uncared for because theseramneaks which have been
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born on the streets in these places. Many street cats are also born with various congenital
diseases which will continue through the lineage with each new litter. There are also
many stories shared on these various media includiligeciorums, groups and review

sites about mostly newborn amahtneuteredadult animals being abandoned onto the
streets by their former owners. Many street dogs will also already be suffering from
diseases such as leishmaniasis, heartwbch diseaseand parvo virus. Those animals

not already suffering will likely contract these diseases after any prolonged time spent

untreated and on the streets.

This is not only an issue relating to place managempense but also one which relates

to places agourism destinations where there is already a link in practice between

tourism, place management and animal welfare. For example, Tripadvisor announced a
commi t ment to i mproving ani ntistontimue befirgr e st an
tickets for specit tourism experiences where travelers come into physical contact with

captive wild animals or endangered speties a nd tém ne stdaukclaitston port a
to every ani mal at t r ato tadgilimte todrigtsstd rewviegy suohn  Tr i p A
estabishments in comparison with information that has been provided concerning

animal welfare practices (Tripadvisor, 2016).

Recognising the potential positive transformative power of tourism on places, 2017 has
been mar ked as t he U N WT Gustinablen Toerisrm &t i on al
Devel opment ( UNWT O, 2017) . The main thrust
animal welfare are concerned with wildlife crime and tourism development in Africa.

Yet interventions in places that are overrun with stray dogs and tatsdant animal

mess on the street, along with the increased potential for spread of diseases, could also

make a positive and transformative impact on tourism in places such as Corfu

There are a number of organisations attempting to address some ofatharsimal
problems that Corfu faces, such as: The Atk / T 5 bwhitke glrpose is to implement

a sterilisation programme to reduce or at least contain the stray animal populatien on t
islandand who receive some help and support from a Dutch orgams&torfu Animal
Rescue Establishment (CARE) who offer temporary lodging for strays at a small
sanctuary in the North of Corfu until they can be rehomed / fostaredlso help with

sterilisation and medical treatment for dpgsnilarly Tierhilfe-Korfu / Animal Welfare
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Corfu who operate a shelter in the South, and aim to rehome Corfu street dogs mostly to
Germany; Agni Animal Welfare Fund was set upainly to fund sterilisation
programmes f or t helsoihsldwathmedical trestmenefogats@aredt s, b u't
indeed, even Corfu Donkey Rescue find many dogs and cats abandoned at their
premises. These organisations receive phone calls-aradl€ every day asking for help

from people who have found abandored injuredanimals. Imumerable posts are also
made on the various social media sites relating not only to animal welfare on the island,
but also on groups devoted to more general issues, and those more specific to tourism
and tourists. Tourists often comment with shock andhessl about the plight of stray
animals, some bring over much needed medication such as flea and tick treatment when
they come on holiday, summer visitors also buy food for the street animals, and buy
calendars and-Bhirts sold by the animal welfare orgsations to help fund sterilisation
programmes, mainly for street dogs, but also for some catPtmate individuals fund

raise through sales of calendarsshirts, table top saleéive music concertsquizzes

and other eventthroughout the winteand summermonths.Where funds allow,he

animal charities on the island help out also with sterilisatddrformer street animals

who have been rehomed, and indeed it is common practice for these animals to be
sterilised prior to rehoming so that the cyclelitters of puppies and kittens being

abandoned on the streets does not continue.

The lawwaschanged to allow foreign vets to come to Greece to help spay and neuter
animals, but ta issue is that this requirbsensed veterinary premises to operatelime
organizationAnimal Spay Neuter International, that is very successful in running spay
and neuter schemes in different countries, had offered & project here in Corfu but
was not able to do so because there was no licensed premises availaisiérigrvets

to use.There hae been several successful spay aedter projects in other places in
Greece using foreign or visiting Greek vets but here in Corfu there is resistance from
some of the vets and even Greek vets who wanted to cowmhehelp wee not

0 al | drheevadydforwardherefore seems to e have a licensed premises built and
equipped that is available for visity and foreign vets to usethesecould also be used

by Corfu vets to spay and neuter strays if needed. There would alsdonbedsome

pens for animals to be kept in while they wait for surgery and for recovery
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afterwardsThere have been meetings in the past to try and get this to happen but as yet
with no positive result. The idea of visiting vets and Corfu vets working thge to

tackle the stray issue of dogs arats through spay and neuter projects is the id&fl.
participating vets would have the opportunity to learn from each other amdrea
techniquesCorfu vets couldalso be encouraged tionate a free spay meuter every

week for a stray for exagpte. Corfu Municipality has recentlgffered funds for the
purpose of sterilising street dogs. Through a tendering preleess is now one vet in

Corfu who is spaying and neutsg stray dogs under thecheme dogs are sterilised
microchipped to the cour - a collar put on withcouncil (DIMOS)name on- treated

for fleas/ticks/worms then released back to the area they were picked up from.

Yet, despite the many efforts of vets and animal welfare organisatiengroblem of
Corfubés stray dogs and cats does not seem t
established, a new and informal -constituted initiative created as an information

resource to help address some of these problems on this Greek islandevbied to

two key priorities aimed at stopping the source of these strays: firstly, establishment of

licensed veterinary premises for visiting vets to use to sterilise animals; and secondly

encouraging the creation and delivery of an education programse@ool.

These two initiatives should help reduce the number of loose dogs on the streets, which

wi || hel p I mprove peoipréselents and esitoisanmdtwhiachn o f t h e
wi || al so i mprove the well beiosegunconfroledhe i sl a
breeding 1in |l eading to many health probl en

populations. While the creation of licensed veterinary premises could be a focus of a
matchfunded initiative with local individuals, animal wate organisatios and the
Municipal i t vy, and thus could owied Bhate!|l abulbdl §
a dramatic positive impact on the containment / reduction of the stray population, the
creation of a proper education programme in schaotsin the commuty about the

need tosterilise dogs and cats is key, but would take longer to implement and longer to
see results. However, focusing on stopping the source of strays is the aim of Corfu
PAWS, who will work as a link between all the other animal welfararmsgtions,

lobby for the creation of licensed veterinary premises to be used by visiting vets who are
funded or volunteer to undertake sterilization programmes, and also to provide

110



4» Corfu Symposium on Managing and Marketing Places

240-27» April 2017

information in a number of languages to help educate, initially via soeidia, the need
tohSpay a Str ay amdlso$raan ésland hoereliddtaugiotirism that
ANo More Strays = Better Holidayso.
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Extended abstract
Relevance

The adaptation of business and social projects to the place of their location is practically

topical in international scale and especially in Russian context.

In Russia, the growth of nationalistic and patriotic attitudes was enhanced by theeUkra
conflict and following sanctions from Europe and the USA. Geopolitical changes indirectly
affected the development of local communities. Besides, in Russia a centralized system of

place governance was formed.

This considerably weakens market incentifes the local authorities and makes place
managersto pay attention not only to the attraction of target groups and projects but also to
the adjustment of business projects strategies, behavioural models of new residents and

tourists according to locabaditions, formal rules, and traditions.

The less economical and the more ideological, moral, administrative incentives in place
managementhe more active efforts should project initiators, organizers and owners should

make to adapt projects to existiogsupposed locations.

The purpose of the researhto reveal and systematize the techniques of adaptation of place

development projects to local conditions in the context of weakened economic incentives.
Design

In the first stage of the research we istigated interactions between organizers of three
Russi an projects (festival AKubanao, festi
AnMi chel angel o. The <creation of the worl do)

(Krasnodar, Kaliningrad region, Rigatine first case, Arkhangelsk region and St. Petersburg
113



4» Corfu Symposium on Managing and Marketing Places

240-27» April 2017

respectively) using secondary sources (media data, interview with organizers, online forums

and social media data).

In the second stage gathered empirical data was conceptualized by means of categories
Afval ue propositiono and fApattern of place u:¢
respectivel y. Di sclosed differences between
|l osses from projecto and A c otopesimredaced. These of pr

concepts |link two original concepts and inte

The goal of the extensive empirical research was to identify and group value propositions,

losses, and compensations of 16 Russian placelopment projects.

The sample was made in order to represent the range of contemporary management practices
of Russian place more fully. When included projects in the sample we try to provide their
differentiation by target audiences ( tourist projectsjnvestment projects, and social
projects), basic place management functions that projects support ( place making projects ,
place maintenance projects, place marketing projects), initiators (organizers, owners)(
federal, regional, local authoritieshusiness representatives, representatives ofprufit

organizations, individual local activists.

The main sources of empirical data were the content of federal, regional and local media,
public speeches and presentations of the key place stakeholdents forums, blogs.
Since the study is based on secondary sources, the sample mainly includiesowsll

projects that are mentioned in mass media.

The research method is interpretation of the descriptive data in the given paradigm
(identifying of the above listed items of NVP in descriptive data) and the comparative
analysis of the obtained results.

Findings

Economic criteria and development KPI (popularity, attendance, cash flow, etc.) are not
universal for all places.

The more significant mutuatlaptation between the project and territory we mean,

1 the more benefits for residents the value proposition of the project includes (the more
representatives of target groups of the project lives in the host place)
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1 and the less losses the externalitieshef project bear for the residents (the less non
target groups live in the host place)

T and also the more and more varied compensations to the local community for the loss

created by the project

the more likely the project will realizeahd the longer thproject life in the host place will
be.

Net value of the place development project (NVP) is a change in the pattern of place use
caused by the project and can be estimated as value proposition of the project, adjusted for

losses from project and compensas made.

The higher the NVP, the more likely the project will be realized and the longer the project life

in the host place will be.

Three main adaptation strategies have been identified: (1)relocation, compensations through
(2) change of value propoit of the project and (3) necore investment and activities of

project owner.

16 profiles of net project value have been obtained and will be further analysed to develop

strategic techniques to analyse and manage adaptation of project to the host place.
Practical Implications

The concept of the net value of the project allows practitioners who is choosing the location
of their project or already implementing projects, to answer the following important
guestions. Does the main value proposition correspmtite strategy, values and lifestyle of

the local community of the host place? If it does not correspond or partly correspond, is

project owner ready to compensate any losses and how?

Looking for the answers might be easier with the usual strategic egtsilkich are built on

the basis of elements of the net value of the project for the host place.
Originality (value)

Suggested research introduces the category of net value of the place development project
(NVP) which unites already existing values of pla@e geographical, sociocultural,

institutional sense) and value proposition of a project.
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Using this category and simple analytical tools (strategic matrices built on the base of its
elements), the study develops the concept of the mutual adaptatioe sfraétegy and

activities of key stakeholders of place development.

In conceptual sense, the study continues research of legitimation of the official strategies
(Halme, 2017).

In the paper, one more type of place stakeholders and their relationshipsevdthers is
studied. Owners (initiators, organizers) of business or social projects should adapt them to the
public policy, on one the hand, and to the behavioural patterns of the local communities, on

the other hand. The first might be called «legalarati and the secondfisa p pr oval 0.
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Struggling for legitimacy in the city branding process: an application of

Bour di e-apital thearyed tltk cocreation of the city brand identity

Laura Reynolds, Nicole Koenifewis, and Heike Doering
Cardiff Business School, Cardiff University, United Kingdom

ReynoldsL4@cardiff.ac.uk

Purpose: Sculpturing a city brand identity is seldom simple given the medley of stakeholders
driving the cecreation and cewnership of place brands (Kavaratzis, 2012). This research
advances the | mpor apitalcheoryo1977B1684)rwten éxgpiagsthef i e | d
struggle between conflicting stakeholder interests inherent within participatory place
brandi ng. B eapitad theory @enote$ that Ipebple deploy social, economic,
cultural, and symbolic capital within a social arena to compete dtineacy and mobilise
action. Emergent findings developed through constructivist grounded theory illustrate how
stakeholders in two contrasting medium sized cities are able to command varying stocks of
capital when pursuing legitimacy for competing conaafi$ations of the city brand identity.

By applying a powerful and novel theoretical lens, this research begins to illuminate the
reasons behind variations in stakeholder input wheereating a city brand identity.

Research Positioning:Cities are punging distinctive brand identities to succeed within a
competitive international environment (Kavaratzis and Kalandides, 2015), in the hope of
attracting investment, skilled workers, and visitors (Ooi, 2008). Previously, a city brand
identity was conceptuigked by the development of a single identification and association that
set the brand apart from its competitors, advanced through a marketing communication
toolkit (Ooi, 2008). Yet, a city brand identity is more complex than a scripted message
conveyedby o mmuni cati on tool s. Rather, a city br.
contested economic, social, political, cultural, and consump#iated views held by

mar ket pl ace actorso (Pryor and Grossbart,
epitomised by the interplay of people and place, ensuring a central role for stakeholders
(Kavaratzis, 2012).
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The arrival of a participatory approach to city branding advances the ability of stakeholders to
co-create, ceown and legitimise the brand (ZenkemdaErfgen, 2014). As Aitken and
Campelo (2011: 913) premise, the heart of p
and create ito. Thus, the strongest and mo:
stakehol der sd conc e petl (Eshuis and tKiijrp 2042). despite then c o r p
academic calls for inclusivity, in practice stakeholdefcozation remains largely rhetoric

(Greenet al., 2016). Resultantly, a disjuncture emerges between the premise of inclusivity
through ceownership, and theeality of exclusivity through toplown branding by selected
stakeholders. This research builds upon this premise and explores the mechanisms utilised to
command legitimacy amongst competing stakeholders within an increasingly competitive

social and polital environment.

Bour di e-uapital thearyeof sthcial competition (1977) is beginning to gain attention
within marketing and management (Tapp and Warren, 2010), yet remains largely omitted
from the city and place branding domain. The theoretice tests on four overlapping core
constructs; namely thield, capital, habitus, and doxéourdieu, 1977, 1984). Together
these help to explain the hierarchical position of stakeholders and their competitive behaviour
(Bourdieu and Wacquant, 1992). Theeld refers to the socially defined arena for
competition, combining established social structures and individual agency (Bourdieu, 1977).
Within this arena, stakeholders compete for legitimacy by commanding and deploying
economic, social, cultural, andrmpolic capital (Bourdieu 1977, 1984). Collectively, these
forms of capital bring into the forefront of stakeholder interaction the importance of
economic resources, group membership, relational networks, knowledge, education, honour,
and prestige. Yet, thdeployment of capital remains influenced by the habitus and doxa. The
habitus looks toward the principles and practices that guide stakeholders to act in a particular
way (Bourdieu, 1977). Alongside this, the doxa works as an invisible social forceingnsur
given precepts and Or ul eevideotfand tdifilt tg anmedd ar e
(Bourdieu, 1998). Together these constructs provide a powerful theoretical lens to explain the
ongoing struggle for legitimacy that ensures a rift between the notiparticipatory place
branding, and the reality of tegipwn strategies.
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Methodology: A° t heor eti cal f ramewo r kapital pthedry ton g Bo
participatory place branding is developed. This framework is developed based on emergent
findngstf om ongoing case studies exploring Bath
case studies are formed ofdepth interviews with 60 key stakeholders from the visitor
economy, inward investment, and local community. These are supported by 15 unstructure
observations, and a smaltale secondary data analysis of digital medium utilised by
stakeholder organisations. The research adopts a moderate constructivist grounded theory
approach to data collection, data analysis, and the abductive developmestgérmrtheory.

The constructivist approach is combined with a procedural Gioia methodology; recognising

the pivotal role of the researcher in the research process, while mapping the process of theory
construction in an abductive, strategic, and innovatia@mner (Charmaz, 2006; Gia al.,

2012). A three stage approach to data analysis is being undertaken; starting with open coding

of processes, then clustering these processes into collective incidents, and finally analysing
these incidents alongside thexisting literature to develop and extend existing theory
(Charmaz, 2006; Gioiat al., 2012). This approach ensures a combination of flexibility,

integrity, and depth to the research process.

Findings: The i mport ance -aafital tBeony tdklei ciey br@rglingf proeessds
established; demonstrating the ongoing legitimisation and mobilisation of capital amongst
competing stakeholder categories whencamating a city brand identity. Thus, the meta

theory provides a useful base to elucidate th@asdopography of city branding and its
conflicting stakeholder categories. For this research, that is an illumination of the varying
ability of competing stakeholders to command stocks of capital, as well as stakeholders
differing abilities to advance dn ext end the established o6rul e
selected stakeholders who succeed i n command
the gamed are able to position themselves f

to the cecreation of the city brand identity.

Preliminary findings evidence variations across both the two case study cities, and amongst
the competing stakeholder categories. For stakeholders from the visitor economy and inward
investment in Bath, legitimacy isommanded through the mobilisation of economic and

social capital. In contrast, the legitimisation and mobilisation of cultural capital in Bristol
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facilitates a more inclusive approach, whereby all considered stakeholder categories are able
to utilise culural capital within the city branding process. These findings and their

implications will be advanced as the analysis stage of the research continues.

Practical Implications: By denoting the process whereby s
of the city brad identity are legitimised and mobilised by social, economic, cultural, and
symbolic capital, the research demonstrates areas for practitioners to focus their attention

when seeking to prompt an inclusive city brand identity.

Originality/ value: The proess whereby stakeholders -aeate and compel their
conceptualisations of the fluctuating city brand identity remains underexplored. This is
particularly acute with regard to the varying legitimacy commanded by competing
stakeholder categories. This resbaseeks to address the gap by applying the previously
omitted Bourdieu fielecapital theory to the city branding domain. Thus, adding a theoretical
lens to existing research, while postulating explanations as to why given stakeholder

categories are gaingna greater impetus within two contrasting city brands.

Keywords: City branding, Stakeholder emeation, Participatory place branding, Bourdieu,
field-capital theory, Legitimacy, Bath, Bristol.
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Place Management decisioimaking under uncertainty:

Evidence from the UK and Ireland

Costas Theodoridis and Oliver George Kayas
Manchester Metropolitan University Business School

Email: c.theodoridis@mmu.ac.uk

Introduction

This paper discusses the implications of making Place Management (PM) decisions within a
complex and uncertain environmeRtrker et al. (2014uggest that decisiemaking in PM
focuses on pl anni n ginediaiad mindsets anel peopl @bid,pd®). by t h
This paper suggests that Place Management Dedidaiing (PMDM) is a messy process

that involves a range of stakeholders and varies amongst authorities and places because of
their unique socioeconomic environment. The paper also cldiaisthie PMDM process
follows repetitive patterns that are not always or necessarily informed by credible
information. In order to provide an alternative view on the PMDM process, this research
utilises thegarbage can modelCohen et al., 19723s an explaatory framework of the
decisionmaking process in the place management context. The emerging aim is to explore
how Place Managers make decisions in these complex socioeconomic environments with

limited resources.
Literature review

Place Management involves a number of stakeholders that reside within the public, private,
and third sectorgMedway et al., 2000)The decisiormaking activity that relates to the
sustainable future of the place is performed by T-Gentre Management (TCMeams that
report to the local councils or Business Improvement District (BID) partnerships or
occasionally hybrids of them. They then report to a groupusinessyovernors(Cook,
2009)or their hybrids where TCM and BID teams coincide in various fd@ogaStefaniak

et al., 2009) These schemes exhibit different levels of formality and raise funds from

different sources. BIDs were and continue to compliment TCM schemes, particularly in terms
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of how they raise and distribute funds, something that kas lriticised in the literature
(Hoyt and GopaAgge, 2007; Cook, 2009)

Place management decisioraking literature focuses on how planning is performed within
these arrangements and what role place managers have in this pRackss et al., 2014)

The literature suggests that PM decisions are made in different ways from private bodies and
public/local authorities counterpaf@addison, 2003}t is quite common for PM decisions to

be made by schemes with a diverse range of stakeholders who &edctatplexity of the

task. Stubbs et al. (2002)dentified a number of activities that are decided by place
management schemes and their delivery involves access to resources and contemporary
information. Situations of participatory decistoraking, partialarly involving private

public schemes that feature conditions of ur@sourcing, lack complete information, time
constraints and conditions of bargaining and conflict among the agents are described in the
garbage can modéCohen et al., 1972Anotherreason that the garbage can model fits PM
decisions is their repetitive nature. Garbage can suggests that decisions are made when
decisionmaking opportunities, solutions, and decisioaking participants are aligned in a
choice opportunityRainey et al. 2010) Solutions that have been used in the past reoccur
when problems remerge but past solutions are also applied to problems that are defined in
the mindset of the decisiemakers are recurring problems. This study aims to explore these
conditionsof decisioamaking and identify patterns decistamakers employ when making

decisions.
Methodology

To understand and compare the decisitaking processes between the different
stakeholders, this research adopted a qualitative approach utilisingstsedoired
interviews. The serstructured interview approach was chosen to provide a sequence of
themes to cover during the interview process whilst also enabling the researchers to change
the sequence and ask opem ded questi ons bas a@desaiptonsait er vi
decisionmaking (Kvale, 1996, Rubin and Rubin, 2012 total of ten interviews were
conducted with BID Managers, Policy Makers, Town Planners, and Town Centre Managers.
The interviewees were involved with a range of different towns dme$ ean South England,

the Midlands, North West, the Wales and Ireland. By exploring different stakeholder

perspectives from multiple geographical locations, it enriched the data and provided a
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plurality of views from different organisational contexts.eThterview questions were

designed to elicit a deep understanding of the decrsi@king process whilst supporting a
comparative analysis of the approaches different stakeholders adopt. The questions started by
asking interviewees about their professioegperience and then moved on to explore the

town centre(s) they were involved with. The next questions probed the interviewees to
understand how they made decisions and what data, if any, they used to inform the-decision
making process. Potential interwiees were identified through a snowball sampling
technique based on the researchersd associat
interview lasted approximately 60 minutes and was conducted in a private room to ensure
confidentiality and to eraurage participation. The interviews were digitally recorded with
each intervieweebds consent and then professi

using nVivo through a process of coding, themes identification, and themes elicitation.
Findings

The preliminary analysis of the data identified three major variables that create complexity in
the PMDM process:

1) Decisions are often uninformed by data and information. This relates to the repetitive
nature of a number of decisions that decisiwaikers ag involved with. The findings
also identified that decisiemakers often conform to the power structures within the
scheme they work for, leading them to make decisions aligned with the expectations
of their superiors.

2) Data and information that is usedtime decisioamaking process is often employed
for meeting the governance standards. The repertoire of choices is not affected by the
data as most of the place management decisions are reactive and address problems
that are observed. Data and informatiornétd as evidence of accountability of the
power relations that develop between stakeholders.

3) The DM process is messy, complex, and pseational. It is linear in the sense that
it is initiated by an environmental, usually external, stimulation and #uogsidnr
makers identify stages of alternative selection and choice. However, there is evidence
that an existing problem solution that was used in the past initiated a deneskomy

process (usually offered by consultants or the state). The power ahib®es is also
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a defining factor of the process that can either simplify it with its resources or
complicate it with its lack of power.

Conclusions

This paper communicates the initial findings of a project that explores how PMD are made.
Initial findings swgest that even though decisiorakers label the process as informed and
rational, the process has behavioural characteristics. It also suggests that the varying power
relations among the involved stakeholders influences the decis&img process as dadad
information backing changes according to the extent that the deoisikers can be held
accountable for their choices. Finally, it was found that repetitive decisions minimise the
opportunity to explore new and innovating choices and this resultrézwaring ned to

revisit the same problems.
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positive change taBugimas in the Municipality of Pogradec

Engjéllushe Ickd and Heather Skinnet
'Nehemiah Gateway UniversitBucimas, Albania
%Institute of Place Management, Manchester Metropolitan University, UK

E-mail: engjellushe.icka@nehemiaateway.org
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Albania isfacing great difficulties in attempting to rise to the challenge of new opportunities
offered by overturning the impact of centralization and developing its egofulowing the

Balkan wars in the 1990s, and a transition to a liberalizedgoosimunist market economy

(Dumi et al., 2014 Ivanajet al.,2015. Suchdevelopmerg arebased mainly in tourism and

the industry and business are centralized arauhde n at i ®inar@ENSTAT 2016) a |

Thus regional development becomes even more critical for such a country where almost 60%

of its population I|live in rural ar eceke, wh e |
Ssubsi stenced Ixtaviges ((Foodhama Agaculture Orgaaitatioa of the United

Nations, 2015)The main population is in substantial internal migration from riaralrban

areas, mainly to Tiran&nd Durrés (Nikolovska2008) or abroadasthe youngr generation

is lookingfor opportunities wherevgobs opportunities and remuneration are higher.

However, Albania is potentially a touristic paradise, where within 28 thousand of square
meters you can have, sand and rocky seacoast, alpine beauty and lots of clear natural lakes
and rivers. Bufguestions remain for this country in transition concermhiog best to develop

its regional areaswithout compromising the special characteristidseach sukregion
concerningtourism, taditions, ecosystems and craftsccArding Panayiotapulos et al.

( 2 0 tdunism bas long been regarded as a panacea for place development, benefiting
national economies and local communibiest iths difficult to see how this can be applied

in Albanian soutkeast regional towns like Pograddocated around 130 km from the

nat i on 0whereteupsm tstadards do not meet even those ofcitssest neighbors in

the Ochrid region of \&st Macedoniaand Kastoria in Northern Greece. Filippet al.,

(2009) believes thathese three regions skathe same destingndthe main hindrance to
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development of these prefectures are tisparse populationsjountainous and infertile land,
geographic isolation and insufficiency of productive resourtkswyever, in Ochrid, for
exampl e, wbudroaeans, bdafseldk on r el i gimajorsolidaysr e mon i
such as Easter, Christmas a@éd throwing the cross religious holiday of Epiphény ¢ a n

attract 20,000 visitors (Kotesket al, 2013), in Albania thdew religious objectsthat
remainedpostcommunism are noyet seen as the source of religious tourism and poorly

promoted.

Tourism infrastructure in Albania is also poor compared with its neighbédwsording
INSTAT (2016),with data based on 2008 figures, the number of hotel beds acrossaAlbani
amount to only a little over 15,000, and again mostly centred around the .ca@pital
regional areas such as Pogradec may have to seek other ways of developing their economy
and infrastructure in order to build and develop capacity in its populat&in before other

such infrastructural and tourism developments may take place in any sustainable way. Indeed
across all of Albania there are only aroudd business and/or tourism courses offering
programs inpublic and private universitigd1ASS, 2016) Hence, whereaBanayiotopoulos

et al. (2016)focuses on tourism as the panacea for place developbheat,(2015)instead
examines education as thanacea for national capacity building for sustainable development
and poverty alleviation. And this is theseafor regions like Pogradec town located 15 km
from the closest Macedonian border and 54 km from the closest Goeddr. The region is

rich in natural beautiess it is stretched alonthe shores of Lake Ohrid (which, on the
Macedonian side has been WNESQO natural and cultural heritage sitence 1980
UNESCO 2016).

The Pogradecegion has @raditionaluniversity established in 1971 ikor¢cé More recently
in 2008 awther international University was establisheducimas the only one in Albania
focusing on a duadystem of education (that combines both formal-béSed classroom
studies, and time spent gaining experience in the workplace)

The contribution of HE development to place making

There are several ways to see the development of amafteeaanew Higher Educational
Institution (HEI) is established:
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Since Nehemiah Gateway University (NGU) was establishedugimasin 2008, its
international student market has been drawn from Africa, South Americ@emcany It is

also offered a new quortunity for local Albanian students from tRegradec regioto attend

its bachelos programmaen business and economy. What attracts the students to stop their
journey toward the capital is the special dsydtem that combines theory and practice a&h re
businesses and the international guest lectures from prominent universitiesnThev er si t y 0
objective is to increasthe number ofstudents from Macedonia and Kosawobroaderthe
diversity of the student cohort, and increase the potential for local students to better
understand crossultural management issues (one of the key differentiators of a European
management style according to Chia, 2014; Hernes; 2014; and Kaplan, Po&4yrmal
classroom element of this dual system at NGU involves two weeks module delivered by
lecturersthatcome from all over the world. The experience shared with the students is really

global and it is taken with them to the businesses wtheseundertakéhdr internshirs.

Many universities show a keen awareness of the need to position themselves as institutions

t hat of fer gual ity hi gher educati on whi ch
employabilty ( BI' S 2011) . NGUG6s dual seym tceating @al s o f
workforce that addressedarket requirementthan some of the more traditional Albanian

HEIs that still centre their teaching and learning around educational concepts that have been
ingrained over many years under a communist regime (Welad3). The evidence that
placements, internships and other work experience are extremely valuable to students, both in
terms of their academic performance and their employability skills, is strong (for example,
Driffield et al, 2011;Green 2011, Littleand Harvey 2006; NCWE 2003; Reddy and Moores

2010. The dual system offered bMGU ains to sculpt professionals already trained during

the babelor studies and able to addréiss challenges of management irglmbal emerging

market.

HEIs place significat demands on local infrastructure whether in the form of daily
commuting flows, long distance transport routes, communicatmnshe wider urban
environment, (Charles and BenneworQ00) Through their spendingstudentsalso
contribute to regional vak creation and suppgolocal and regional employmeifiiPearce
2013). With the trend to increase the studentmbes and diversity at NGU the towof
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Bucimasitself will develop in order to provide the facilities required tne studentsand
faculty, and nore products ansderviceswill shift to the region to fulfill the demand

Moreover, acording Charles and Bennewor(B000) the provision of cultural facilities
offered by HE might be expected to generate some ingpacttourism in the immediate
locality. The scale of impact will depend on the 1) historic endowment of the institution 2)
creativity in promoting facilities, and 3) innovation in developing new attractiionshe
medium to longterm, the impactof any HEl on a region can help witthe reduction of
poverty along with otherissues as diverse as livelihood protection, environmental
sustainability, food security, conflict resolution, and good governamckeven those alumni
whose research activity might nappear explicitly connected to this goal can also be said to
have an impact, whether thugh academic or other activifgSC 2012).
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Trends and gaps in placemaking: 25 years of literature review
Karine Dupre
Griffith Institute for Tourism and Cities Research Center at Griffith University (Australia)

k.dupre@qriffith.edu.au

Context

Whether talking about planning, managing or experiencing our cities, -iplakieg is
considered relevant for tourism and urban design disciplines, although it stems from different
backgrounds and isot necessarily used to achieve the same goals. As many scholars have
addressed the concept through case studies or through theoretical approaches, yet there is still
little formal knowledge about how societal changes have influenced-plakieg. The fdl

of the Berlin Wall in 1989 is an eariinaking event that changed the world, not only with
regard to geopolitics but also global travelling and the internationalisation of our cities. As
such, we were interesmaki ngd ivhrieawslyodefinedranel t er m
developed as a concept since then, and ii) how this analysis can reveal existing competition
and synergy that has been witnessed in our cities between tourism and urban design. To
address these two questions, we have used a systemquaitntitative literature review of
research published from 1991 to 2016.

A systematic quantitative literature review is a method devised by Pickering and Byrne
(2014) that allows researchers to systematically analyse existing academic literature in one
specific field to produce a structured quantitative summary of the field. The main advantage
of this research approach is that it does not rely on the expertise and authority of the authors
of the more traditional narrative reviews as stated by Borenstah @009). This method

also provides a comprehensive overview of the field and helps identifying research gaps.
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Method

The dat abase research usnmeadk i hgé, maphackeey me
Opl acemakingd in combingwioonswi Oiprohect wdeV.
0tourism devel opmentd to represent respect.
Only the research papers that were pegrewed and published in a journal were selected as

a first inclusion criterion to ensurbd originality of the research. Other exclusions included

doublon and off topic articles. The two literature reviews were sequentially and the databases
used included ScienceDirect, ProQuest Central, and Web of Science, as these databases made

it possibleto exclusively search for journals.

To answer the abowmentioned questions, we systematically reviewed the literature,
assessing: (i) who conducted the research; (i) when; (iii) the geographic distribution of the
research; (iv) the journal discipliney)(if a definition of placemaking was given and if so,

what was it; (vi) the types of subjects and variables examined; and (vii) the patterns or
relationships found in the research. The databases were searched between 4th July 2016 and
24th February 2017.

Results

The results from this research are threefold: they include general features, definitions of
placemaking and, emerging trends about the relationships between tourism and urban

design.

Concerning the general features, a first surprising finthasténdency for authors to write

about places and their production,-maki hgdurar
Less than 30% of the articles relamaldi hgdpr c
and this number drops to less th&x %or the articles related to tourism development. That

may be because most authors believe there is a general accepted knowledge about the term in
the research community. This is also perhaps explained by the difficulty to grasp and describe

the complexiy of the concept. The latter explanation seems supported by the variety of
definitions that was revealed within the literature review and the absence of an unique
definition. Another general feature concerns the development of-plakieg scholarly

interest throughout time. Although existing to a certain extent in the 1990s, the volume of
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placemaking literature has considerably increased since 2008 and has noticeably expanded
from geography and urban studies to reach out other fields such as tourisertyprop
management, brand management, media, culture, cognitive sciences and policy studies. It

demonstrates a renewed interest, as well as the interdisciplinary relevance of the concept.

Number of papers per year
24

0
J\%q\ \QQ% q,Q“Q' -1,061 r;_ﬁQ‘k r}_ﬁeﬁ’ q,QQ% -1,0\() q_ﬁw’ rln‘()'\b' 10\6

Regarding the definitions of plageaking, there are two major fimlis. The first is that
placema ki ng has shifted from a gener al and ov
human beings transform the places in which \
Schneekloth & Shibley, 1995) to a still overarching fmutch more complex concept. It not

only refers to the physical structure or a design process, but also includes policies, capital
investment to generate economic growth and promote cultural tourism (Zukin 1995; Martin
2003); experiences (Habibah et al.,13)) collective memories, narrative constructions

(Smith, Light, and Roberts 1998), discourses and, more recently, virtuality and creativity
(Markusen & Nicodemus, 2010). This development of the complexity within the definition of

the term aligns with theenewed interest in plagaaking as mentioned above. The second

finding reflects a certain stability of associated -tyfics. The analysis shows that place
making iIis often associated with recurring Kk
pl agpdé@d,cedéd creati ono, oplace identityo, opl ac
the study period, these keywords largely remain dominant. Thus, it confirms the
transdisciplinary aspect of plaogaking. Additionally, it helps us to underline some dof th

main features of plaemaking as a social construct, where spatial and social characteristics

intersect; its potential for fluctuation and versatility, as well as remaining mostly a process.
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Regarding the relationships between tourism and urban designmain themes which
emerged from the two literature reviews focused on the impacts of globalisation on place
making in cities, as well as the importance of incorporating local identity in achieving place
making. Placenaking in multicultural contexts isnather important theme emerging from
the literature review, which highlighted the significant role of immigrants and ethnic
minorities in placeanaking. Sustainable planning and hosting kpgbfile events in cities
were also advocated as important appreackhat helped to achieve plaoaking. In
addition, placanaking practices were found to present some challenges such as over
representing mainstream values as they often target specific groups of the population and
their needs. The literature reviews alshowed that the contradicting interests of place
making and economic productivity pose challenges to achieving-plakeng outcomes in

cities.

Overall, the findings revealed that the research on the role of project development and
tourism developmentni placemaking is very broad and still emerging. In the same way,
some recent literature has underlined the synergy between tourism and urban practices within
the context of placenaking but most articles are still medascipline oriented. As such the
andysis did not demonstrate an evident pattern of relationships between tourism and urban
design, or underlined existing competition and synergy. Further research is needed to identify
the mechanisms through which the planning and design of the environméetiding
tourism can contribute to creating meaningful places for people andreasing their sense

of place.
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Drivers of Brand Resonance (DBR): A practical Tool for

Initiating Place Brand-Stakeholder Relationships
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With the notion of &édrivers of brand resona
and a practical tool that allows initiating the letegm interaction of organisations and places

with their stakeholders. This work is based on the empiricalrediten that the longerm

survival of organisations is based upon creating and nurturing enduring and positive

resonance among its stakeholders.

First the characteristics of drivers of brand resonance are outlined. In line with existing
research brandse@conceptualised as carriers of sociatural meanings (Bauernfeind 2003,
Holt 2002, McCracken 1986), which materialise into multisensory touch point experiences,
comprising sensory, emotional, and cognitive stimuli (Brakus et al. 2009) for multiple
stekeholders.

The notion of resonance is a metaphor borrowed from physics. Resonance describes the way
an object or body reacts to the oscillation of a second body. The optimal resonance is
achieved when the excitfrequency, in our case a particular plaeguals the selfrequency

of the targeted body, the relevant group of stakeholders (Tipler and Mosca 2009). The
concept of resonance is not new to management studies. Brown (2000, 2005, 2006) describes
strategic resonance as the fit between the orgamisdtofferings and market requirements,

and Keller (2012) uses resonance to describe organizational processes equalling enduring

bonding.

The third components of the presented fram
(Botschen 2014, 2016). The drigeof brand resonance (DBR) are particular secialtural
meanings of the place brand derived from reproduced concrete, sensory perceivable positive

touchpoint experiences. Touch point experiences can have multiple forms, such as place

137



4» Corfu Symposium on Managing and Marketing Places

240-27» April 2017

design, the shomi x, vi sual brand representations, ev
environment, the beaches or mountains etc. The three components of DBR can be
operationalized into a practical tool that allows identifying historically established and
potential future drivers of brand resonance together with evaluating their potential future

attractiveness and designing the meaipogfolio of the most promising future ones.

The DBR framework is the synthesis of a design science research approach (Hevner et al.,
2004; 2010) and action research techniquethrf Dewey 1938Argyris and Schon 1996)

with CEOs and owners of organisations and lead bodies of places over a period of 20 years.
The methodology comprises elements of change management (Kotter 2007, Danmeill
Tyson 2000, 2005), management discourse studies (Albert and Whetten 1985), organizational
identity (Ashforth and Mael, 1996) and the learning organization (Senge 1990) and evolved

over the course of time. Figure 1 shows the identified 7 steps BBReprocedure.

Figure 1: The 7 Steps DBR Approach
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