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4th Corfu Symposium on Managing and Marketing Places  

24th-27th April 2017  

Institute of Place Management 4
th

 International Biennial Conference 

 

7
th

 ï 8
th

 September 2017, Manchester Metropolitan University, 

Manchester, UK 
 

Inclusive Placemaking 

 

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 local development.  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 agendas.  This coincides 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 over-estimated, and brings into question the future 

of the current economic development mantra, inclusive growth. 

Despite these broad economic and political uncertainties, places continue to evolve.  In the 

absence of public or private funding there is a greater emphasis on communities to self-

organise, through ordinary and neighbourhood placemaking. The 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, free after-school clubs, community litter-picks, and all the other people who attend 

neighbourhood gardens, produce local festivals and events, are under-resourced, under-

supported, and under-valued.  

In this context, we want to understand more about placemaking as a participatory and 

inclusive practice, which connects individuals into networks of place-based action and results 

in the context of austerity, devolution, and local responsibility. We are also interested in 

moving beyond the silos of academics disciplines or professional interventions, to consider 

the connection between business, community and policy.  

We suggest papers might address the following themes: 

¶ Collective practices of solidarity in an era of austerity 

¶ Gender and placemaking 

¶ Creativity and placemaking, as a tool of engagement and transforming place identity 

¶ Landscape and placemaking 

¶ Case studies exploring the impact of inclusive placemaking 

¶ Civic and community-led initiatives 

¶ The personal motivations, vulnerabilities and achievements of placemakers 

¶ The practicalities involved in delivering and overcoming barriers to effective 

placemaking 

¶ Arts and placemaking 
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¶ The relationship between tourism and placemaking 

¶ Inclusive models of place management and governance 

¶ Case studies examining community empowerment at a grassroots level 

¶ Placemaking for degrowth 

¶ The communication of place-based narratives in placemaking and place 

marketing/branding 

¶ The role and value of small-scale events and festivals 

¶ Business as actors in local communities 

¶ Conceptual and ontological issues of placemaking 

¶ Placemaking and the law 

¶ The role of digital and social media in placemaking 

*Special Stream: Museums & Places 

¶ Museums as social hubs 

¶ Museums, memory & placemaking 

¶ The role of museums in place marketing/place branding 

¶ Museums and tourism 

Suggested readings 

¶ Carson, C. (1992). City museums as historians. Journal of urban history, 18(2), 183-

191. 

¶ Grodach, C. (1998). Museums as urban catalysts: the role of urban design in flagship 

cultural development. Journal of urban design, 13 (2), 195-212. 

¶ Heidenreich, M., & Plaza, B. (2015). Renewal through culture? The role of museums 

in the renewal of industrial regions in Europe. European Planning Studies, 23(8), 

1441-1455. 

¶ Lohman, J. (2006). City Museums: do we have a role in shaping the global 

community?. Museum International, 58(3), 15-20. 

¶ Massey, D. (1995). Places and their pasts. History workshop journal, 39, 182-192. 

¶ Newman, A., & McLean, F. (2004). Presumption, policy and practice: The use of 

museums and galleries as agents of social inclusion in Great Britain. International 

journal of cultural policy, 10(2), 167-181. 

¶ Scott, A. J. (2006). Creative cities: Conceptual issues and policy questions. Journal of 

urban affairs, 28(1), 1-17. 

¶ Tlili, A. (2008). Behind the policy mantra of the inclusive museum: Receptions of 

social exclusion and inclusion in museums and science centres. Cultural 

Sociology, 2(1), 123-147. 

¶ Watson, S. (Ed.). (2007). Museums and their Communities. Routledge. 

¶ Van Aalst, I., & Boogaarts, I. (2002). From museum to mass entertainment the 

evolution of the role of museums in cities. European Urban and Regional 

Studies, 9(3), 195-209. 

Deadline for abstracts by 5pm, Wednesday 31
st
 May, 2017 

Please submit 500-1000 word abstracts to: Gareth Roberts G.J.Roberts@mmu.ac.uk 

  

mailto:G.J.Roberts@mmu.ac.uk
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5
th

 Corfu Symposium on Managing & Marketing Places 
 

16
th

 ï 19
th

 April 2018 

Changing places: Visions of utopia or dystopia? 
 

CALL FOR PAPERS 
 

SMART growth, inclusive growth, degrowth, devolution, 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 5
th
 Corfu Symposium on Managing & Marketing Places is to explore the 

utopian or dystopian visions associated with the place practices we study, promote or enact. 

Whilst we do not expect all authors to provide this reflection themselves, time will be 

devoted, within the symposium, to collectively discuss and debate the potential impact on 

places tomorrow from the work we do today. 

 

Organised by the Institute of Place Management this Symposium is an annual event dedicated 

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

of responsible tourism on the beautiful Greek island of Corfu.  Unique amongst academic 

conferences, the Corfu Symposium on Managing & Marketing Places offers scholars the 

opportunity to engage directly with place making, management and marketing issues - as the 

Symposium includes local businesses, policy makers and other stakeholders eager to 

implement cutting-edge research that can make a positive difference to Corfu. The 

Symposium venue is in Corfu Town, and the Symposium 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, visits to sites of interest, and a gala dinner offering the 

best of local Corfiot food in a unique setting with outstanding views. 

IMPORTANT DATES  

¶ Submission of 1000 word abstract 11th December 2017  

to heatherskinnercorfu@gmail.com    

¶ Decision on acceptance 19th January 2018 

¶ Final deadline for Registration 12th March 2018 

 

For further information visit our website http://corfusymposium.com/ 

mailto:heatherskinnercorfu@gmail.com
http://corfusymposium.com/


 

5 
 

4th Corfu Symposium on Managing and Marketing Places  

24th-27th April 2017  

Welcome to the Symposium  

I would like to extend a very warm welcome to all delegates attending this  4th Corfu 

Symposium on Managing & Marketing Places. The theme of the 2017 symposium 

ôplace making from various gazesõ reflects current developments in both 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 th 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. I am delighted that the Responsible 

Tourism Special Interest Group of the Institute of Place Management (IPM) is now 

organis ing the Symposium. The IPMõs links with the Journal of Place Management 

and Development, with its focus on communicating with academics, practitioners, 

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

between academic and practitioner input into this event.  

I would also like thank the Symposium Team, everyone 

who has contributed to this event, our sponsors, and 

especially to ou r delegates for participating. I do hope 

you enjoy your stay on this be autiful Ionian Island.  

ǲȀȑ ǥȔȖȀȐȈȒȓȝ ǰȎȊȜ 

 

 

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, ôImproving the 

customer experience in retail: Bringing big data to small usersõ  and has just 

completed a major Economic and Social Research Council project investigating 

town centre change, ôHigh Street UK 2020õ, which worked with 10 UK High Streets in 

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 General examined Greeceõs image in the international media for 

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 keynote speech on òRe-branding 

Greeceó. 
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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 ð 

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 tail spaces in European towns (òGute 

Geschªfteó, 2016), an entry for the Wiley -Blackwell Encyclopedia of Urban and 

Regional Studies (òJames Hobrechtó, 2017), a co -authored article with Mihalis 

Kavaratzis on the conc eptualization of Place Brands (òRethinking the place brand: 

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

brandingó in Environment an d Planning A, 2015) and a r eview of the concept of 

Place (òPlace and Spa ce in the work of Doreen Masseyó in Geographies, 2017) 

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

Journal of Place Management and Development o n òParticipatory Placemakingó 

(2018) and the special issue of th e Greek Journal Geographies on òPlace brandingó 

(2017). 
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About the Institute of Place Management  

The Institute of Place Management has provided formal accreditation for the 3 rd 

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/  

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

Day 1 ð Monday 24 th April  

09:00 - 10:00  Registration  

10:00 - 11:00  Welcome and openin g addresses  

11:00 -  12:00 Keynote address: Interdisciplinarity and Places  

Professor Cathy Parker  

12:00 - 13:30  Session 1: Place Branding and Tourism Development  

13:30 - 14:30  Lunch - Mayor Mon Repos Palace Art Hotel  

14:30 -  16:00  Session 2: Gazing on the Regional and Rural    

16:00 - 16:30   Coffee  

16:30 - 18:00   Session 3: Gazing on Cities  

19:30   Dinner - Mayor Mon Repos Palace Art Hotel  

 

Day 2 ð Tuesday 25 th April  

09:30 -11:00   Session 4: The Gaze of Hedonism and Luxury  

11:00 -11:30   Coffee  

11:30 -13:00   Session 5: Interactive Special Session  

Introducing the IPM / JPMD / Writing for Publication  

13:00 - 14:00   Lunch  -  Mayor Mon Repos Palace Art Hotel  

14:00 - 15:30   Session 6: Issues of Sustainability and Responsibility  

15:30 - 16:00   Coffee  

16:00 - 17:30   Session 7: Place, Music and Literature  

19:00 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.  

21:30 Coach departs Ambelonas to return to the Symposium Hotel.  

 

http://ambelonas-corfu.gr/
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Day 3 ð 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 ð Thursday 27 th April  

09:00 -10:00  Keynote address: Conceptualizing placemaking - and why it 

matters for practice   

Dr Ares Kalandides  

10:00 -11:30   Session 11: Places and Place Making  

11:30 -12:00   Coffee  

12:00 -13:30   Session 12: Conserving Places  

13:30 -14:30   Lunch  - Mayor Mon Repos Palace Art Hotel  

14:30 -16:30   Session 13: Critical Gazes  

16:30 -17:00   Coffee  

17:00 -17:30   Closing Plenary  

19:00  Coach departs for our Gala Dinner at Archontik o Restaurant  

  

http://whc.unesco.org/en/list/978
http://realcorfu.com/archontiko-restaurant-chlomatiana/
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Day 1 ï Monday 24
th

 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 
 

12:00 ï 13:30  Session 1: Place branding and tourism development  

Elements of the place branding process to succeed the place brand: Towards a strategic place 

branding model 

Mohamed Berrada Hassan 1
st
 University, Morocco & Lumière University Lyon 2, France 

Laure Ambroise Jean Monnet University, France 

Houcine Berbou  Hassan 1st University, Morocco 
 

Destination Management: an operational approach 

Kyriaki Glyptou Leeds Beckett University, UK 
 

Local Development and Creative Tourism: Case Study-Loulé 

Caroline Cavalcanti de Melo University of Lisbon / IGOT / ESHTE, Portugal 
 

13:30 ï 14:30  Lunch  
 

14:30  - 16:00  Session 2: Gazing on the Regional and Rural 

Place Making: Reframing a Rural Village 

Katherine Casey University of Limerick, Ireland 
 

Creating Exportable Consumer Brands Based on Authenticity of Place 

Caroline Whitfield Consultant, UK 
 

The Local Consumersô Gaze Interpreted as Regional Food Brand Essence 

Gillian Rodríguez University of Central Lancashire, UK 
   

16:00 ï 16:30   Coffee  
 

16:30 ï 18:00   Session 3: Gazing on cities 

Towards a taxonomy of place brands. A content analysis of Greater Manchesterôs place 

brand architecture 

Gareth Roberts Institute of Place Management, Manchester Metropolitan University, UK 
 

Does Advertising Work in Place Branding? Evidence from Chinese Cities 

Chunying Wen Asia Media Research Center, Communication University of China, China 
 

Town and city centres from the data scientistsô gaze 

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

Christine Mumford Cardiff University, UK 

Nikos Ntounis Institute of Place Management, Manchester Metropolitan University, UK 

Simon Quin Institute of Place Management, Manchester Metropolitan University, UK 

Ed Dargan Institute of Place Management, Manchester Metropolitan University, UK 
 

19:30   Dinner  
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Day 2 ï Tuesday 25
th

 April  
 

09:30 ï 11:00   Session 4: The Gaze of Hedonism and Luxury 

A Psychographic Segmentation of Kuwaiti Travelers Using Self-Organizing Maps 

Yvette Reisinger Gulf University for Science and Technology, Kuwait 
 

Does Hedonism Create a Long-Term Value for Destination Brands? 

Nof  A. Al-Sufyani Brunel University, UK & Prince Sultan University, Kingdom of Saudi 

Arabia 
 

Mapping the Geographies of Luxury: A reflection on Place and Conspicuous Products in the 

Age of Globalization 

Federica Carlotto Regentôs University London, UK 
 

11:00 ï 11:30   Coffee 
 

11:30 ï 13:00   Session 5: Interactive Special Session 

Introducing the Institute of Place Management 

Journal of Place Management and Development  

Writing for Publication  
 

13:00 ï 14:00   Lunch 
 

14:00 ï 15:30   Session 6: Issues of Sustainability and Responsibility 

An investigation into Ecotourism Potential of Al-Adaseya, Northern Jordan 

Fakhrieh Darabseh Yarmouk University, Jordan 

Fawziya Hussein  Yarmouk University, Jordan 
 

Understanding and Implementing Responsible Tourism in the 21
st
 Century 

Jacqueline Holland Newcastle Business School, Northumbria University, UK  

Tom Mordue Newcastle Business School, Northumbria University, UK 

Helen Woodruffe-Burton Edge Hill University Business School, UK 
 

The Nine Major Themes that Shape Place Sustainability 

Viriya Taecharungroj Mahidol University International College, Thailand 

Thunwadee Suksaroj ASEAN Institute of Health Development, Mahidol University, Thailand 

Cheerawit Rattanapan ASEAN Institute of Health Development, Mahidol University, 

Thailand 
 

15:30 ï 16:00   Coffee 
 

16:00 ï 17:30   Session 7: Place, Music and Literature 

Place: Reading, Thinking, Writing, Making 

David Cooper Manchester Metropolitan University 
 

Literature and Sense of Place in UK Landscape Strategy 

Jess Edwards Manchester Metropolitan University, UK 
 

Connecting the Sound Tracks of Our Lives: Marketing Places Through Music  

Jan Brown Liverpool John Moores University, UK 
 

19:00 Drinks and Corfiot food tasting reception at Ambelonas Vineyard  

http://ambelonas-corfu.gr/


 

14 
 

4th Corfu Symposium on Managing and Marketing Places  

24th-27th April 2017  

Day 3 ï Wednesday 26
th

 April  

09:00 ï 11:00   Session 8: Place and Practice 

The Personal is Professional: Exploring Particular Challenges of Place Brand Practitioners 

Giannina Warren Middlesex University London, UK 
 

Places change lives 

Martin Ousley True Corfu, UK based Tour Company 
 

Corfu and the Dutch Tourist 

Xenia Tombrou Independent Researcher, Utrecht, Netherlands & Corfu, Greece 
 

Corfu PAWS 

Oana Popescu Corfu PAWS (Promoting Animal Welfare Sustainably), Corfu, Greece
 

Sue Gentry Done Corfu PAWS (Promoting Animal Welfare Sustainably), Corfu, Greece
 

Heather Skinner Institute of Place Management, Manchester Metropolitan University, UK 
 

11:00 ï 11:30   Coffee  
 

11:30 ï 13:00   Session 9: Stakeholders and Governance 
Places, users, and place uses: Russian management experiences  

Kirill Rozhkov National Research University Higher School of Economics, Russia 
 

Struggling for legitimacy in the city branding process: an application of Bourdieuôs field-

capital theory to the co-creation of the city brand identity  

Laura Reynolds Cardiff University, UK 

Nicole Koenig-Lewis Cardiff University, UK 

Heike Doering Cardiff University, UK 
 

Place Management decision-making under uncertainty: Evidence from the UK and Ireland 

Costas Theodoridis Manchester Metropolitan University, UK 

Oliver George Kayas Manchester Metropolitan University, UK 
 

13:00 ï 14:00   Lunch 
 

14:00 ï 15:00  Keynote address: Re-branding Greece 

 Dr Lefteris Kretsos, Secretary General, Greek Ministry of Digital 

Policy, Telecommunications and Media & Secretary General, 

Greek Secretariat General for Media and Communication, Athens 
 

15:00 ï 15:30   Coffee 
 

16:30 ï 19:30   Session 10: Interactive Special Session 

Research Dissemination & Impact on local issues 

Presentations will be delivered in English and Greek to the Corfu 

business and tourism community to introduce the main themes 

discussed at the Symposium. This event will take place at the Faliraki 

Conference Centre in Corfu Town. Coach 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 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). 

http://whc.unesco.org/en/list/978
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Day 4 ï Thursday 27
th

 April  

09:00 ï 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  

 

10:00 ï 11:30   Session 11: Places and Place Making 

How NGU as a regional university in Albania is contributing to effecting positive change to 

Buçimas in the Municipality of Pogradec 

Engjëllushe Icka
 
Nehemiah Gateway University, Albania 

Heather Skinner Institute of Place Management, Manchester Metropolitan University, UK 
 

Trends and gaps in place-making: 25 years of literature review 
Karine Dupre Griffith Institute for Tourism and Cities Research Center, Griffith University, 

Australia 
 

Drivers of Brand Resonance (DBR): A practical Tool for Initiating Place Brand-Stakeholder 

Relationships 

Guenther Botschen University of Innsbruck, Austria 

Josef Bernhart European Academy of Bozen, Italy 

Kurt Promberger University of Innsbruck, Austria 

Philipp Wegerer University of Innsbruck, Austria 

 

11:30 ï 12:00   Coffee  

 

12:00 ï 13:30   Session 12: Conserving Places 

The botanic garden tourism gaze: perceptions & (re)presentations 

Nicholas Catahan Edge Hill University Business School, UK 

Helen Woodruffe-Burton Edge Hill University Business School, UK 
 

Protecting the high natural value farmland in the National Park of Prespa 

Pirro Icka Agriculture Faculty, University Fan S. Noli, Albania 

Robert Damo Agriculture Faculty, University Fan S. Noli, Albania 
 

The new ecosystem in Small Prespa Lake, protecting and using it 

Pirro Icka Agriculture Faculty, University Fan S. Noli, Albania 

Robert Damo Agriculture Faculty, University Fan S. Noli, Albania 

 

13:30 ï 14:30   Lunch  
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14:30 ï 16:30   Session 13: Critical Gazes 

Shopkeepers and Suppliers of Souvenirs in Jerusalem: Biography of Middlemen Minorities 

Amos S. Ron Ashkelon Academic College, Israel 

Dana Hercbergs Independent Researcher, Israel 
 

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

Christiania 

Jenny Kanellopoulou University of Salford, UK  

Nikos Ntounis Manchester Metropolitan University, UK 
 

Co-Constructing the Gaze: Existential Authenticity and Tourist Experience Co-Creation 

Lisa OôMalley University of Limerick, Ireland 

Maria Lichrou University of Limerick, Ireland 

Maurice Patterson University of Limerick, Ireland 
 

Local Perceptions of Mass Tourists: The Tourist Gaze through the Lenses of Power 

Aggelos Panayiotopoulos University of Limerick, Ireland 

Maurice Patterson University of Limerick, Ireland 

Peter Burns Institute for Tourism Research, University of Bedfordshire, UK 

 

16:30 ï 17:00   Coffee 

 

17:00 ï 17:30   Closing Plenary 

 

19:00  Gala Dinner at Archontiko Restaurant 

Awards Presentations for Best Paper Prizes 

 

 

 

 

 

  

http://realcorfu.com/archontiko-restaurant-chlomatiana/
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Session 1 

Place Branding and Tourism Development 
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Elements of the place branding process to succeed the place brand: 

Towards a strategic place branding model 

Mohamed Berrada  

Hassan 1
st
 University, Morocco & Lumière University Lyon 2, France 

mohamed.berrada@univ-lyon2.fr 

 

Dr Laure Ambroise  

Jean Monnet University, France 

laure.ambroise@univ-st-etienne.fr 

 

Dr Houcine Berbou   

Hassan 1st University, Morocco 

lahoucine.berbou@uhp.ac.ma 

 

Abstract 

Place marketing and more recently place branding are spreading throughout the world and 

especially among the major metropolises (New York, Lyon, London, Amsterdam, Berlin, 

etc.) as a new marketing tool to elaborate an enticing territorial offer built around a brand 

name that refers to the place. Indeed countries, regions and cities have to figure out a great 

challenge to increase their attractiveness and strengthen their competitiveness as they 

compete for new resources, businesses, investors, tourists, residents, talented people, 

worldwide events, etc.. Different examples may testify to the importance of this issue: some 

brands were successful (I love NY, Only Lyon, I Amsterdam, etc.) generating a craze around 

the brand from intra and extra-muros targets, whereas, other brands have failed (Montpellier 

Unlimited, Think London, Limousin "Osez la différence", etc.) leading to their deletion. This 

observation has aroused our curiosity to identify first the factors that lead to the success and 

failure of these place brands in order to have an overall overview on this new phenomenon 

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 a singular approach compared to 
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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 

and go beyond theories of product or corporate branding. According to Hanna and Rowley 

(2013), the current question facing public authorities and local officials is no longer whether 

to have a brand but rather how to create it, hence the real need for models retracing the 

branding process. Therefore, it is in this perspective that our research is oriented insofar as 

we seek to propose through this paper a comprehensive conceptual model to support 

researchers in developing research in the place branding field and managers in embracing 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 that place branding relies not only on new logos, catchy 

slogans and launching marketing campaigns. If so this strategy is devoted to failure. 

Nevertheless, academics have not yet succeeded in providing a general framework for the 

place branding development and its implementation in order to achieve the expected results 

from local officials in terms of attractiveness, competition and socio-economic development. 

In a review of place branding management models, Hanna and Rowley (2011) notice that the 

existing place branding models are mostly new, none of them have been widely cited, 

adopted or adapted, and these models also lack a holistic approach as they take different 

perspectives on the branding process. 

Indeed, according to several authors (Andersson, 2014; Ashworth and Kavaratzis, 2010; 

Gertner, 2011; Giovanardi, 2015; Hankinson 2004; Hanna and Rowley, 2011; Kavaratzis and 

Hatch, 2013; Lucarelli and Berg, 2011; Oguztimur et Akturan, 2015; Rainisto, 2003; 

Vuignier, 2016), the place branding field still lacks a solid theoretical background although 

there have been several attempts to develop a theory. The lack of a conceptual framework has 

then motivated researchers, who have still not agreed on how to best conceptualize place 

branding as a complex and dynamic process, to develop the theory and build a process of 

implementing place branding because they argue that the creation of a brand can only 

positively modify the perceptions associated with a place.  
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Thereby, the central question of this paper is: ñWhat are the key elements that form a 

strategic place branding model contributing to the success of a place brand?ò Accordingly, 

this paper aims to identify the key elements of the place branding process and to explain how 

they work together to support the success of a place brand. This issue seeks to demonstrate 

whether such place marketing strategy can effectively contribute to the achievement of the 

objectives in terms of development and promotion of places. 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 and theory, and on the other hand, will  help to inform local officials, 

professionals and practitioners about 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 more global framework. 

In fact, these models will serve to identify components that will be integrated to form a more 

holistic place branding model and thus support the development of practice and research in 

this field. The study of the models allowed to note that strong similarities exist between the 

current frameworks and models which can serve as a basis for their integration and contribute 

to the improvement of theory and practice. Thereby, it is suggested that place brand 

management can be based on a synthesis of the theoretical frameworks developed by the 

different authors, drawing on their similarities and integrating their complementary 

suggestions (Ashworth and Kavaratzis, 2010). 

Consequently, a new place branding model is proposed based on the previous models and 

enriched by the literature review which will allow to highlight the key elements that form a 

strategic place branding model and contribute to the success of a place brand. The proposed 

model consists of the following elements: Brand Evaluation, Place, Stakeholder Engagement, 

Local Community (engagement), Brand Leadership, Brand Vision, Brand Architecture, 

Brand Identity, Brand Communications, Brand Image, Brand Experience, Brand Actions.  

Table 1 highlights the different components of the proposed place branding model and 

compares them with those of the existing models in literature. A set of 26 frameworks and 

models from scientific papers and doctoral theses were selected and used in the analysis.  The 
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               Proposed components

Models

Brand 

Eval
Place

Stakeh 

Engag

Local 

Comm

Brand 

Lead

Brand 

Vision

Brand 

Arch

Brand 

Identity

Brand 

Comm

Brand 

Image

Brand 

Exp

Brand 

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 (2005) 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 (2015) 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

table also shows the extent to which the new model offers a more global perspective of place 

branding and integrates all the key components and concepts that contribute to its formation. 

 

Table 1. Place branding components 

A nomological network of all these concepts is developed below based on the studies 

examined, as well as the literature analysis. The arrows on the model below (Figure 1) show 

influence relationships between these elements which prove to be relevant in place branding 

and essential for place brand development and management. 
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Figure 1. Strategic place branding model 
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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 making. Several academics (eg. Kates et al. 2001; O' Riordan, 2004; Kates, 2010; 

Navarro Jurado et 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 systemic frameworks 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, 2011; Buckley, 2012) and suggest that little progress has been made towards the actual 

operationalization of sustainability at destination level (UN, 2012; Glyptou et al., 2014; 

Bramwell, 2015).  

In an era of a certain standardization within the supply and management 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 build on the authenticity of the host destination, aiming 

to develop an identity brand that enhances long-term community welfare while securing its 

attractiveness and competitiveness in the international tourism market. Yet, Buckley (2012) 

among others raise concerns 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 that mainly focus 

on increasing overall tourism flows at national level rather than delineating a place 

management approach that builds on destinationsô unique specificities and carrying capacity. 
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As such, destination management is usually dependent on national strategic 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 Systems (Glyptou et 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 and policy 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 indicator at destination level through the aggregation of 

quantitative 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 tourism 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 

quantitative indicator for tourism sustainability at destination level nor its design. Instead, the 

great majority of schemes seems to build on the specificities of each case-study destination 

(Xiao & Smith, 2006; Blancas et al., 2016) and remain subject to the synthesizing 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 destination level, 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 environmental footprint patterns of destinations even within the same country. 

Its operationalization as a planning and policy-support friendly platform is further supported 

by the visualization of sustainability in 2D and 3D dimensions. This visual integration 

effectuates comparability along temporal and spatial scales and supports policy makers to 

perceive sustainability as a concrete and well-defined target to reach. Visual clustering 

further enables the classification of destinations based on their actual sustainability profile 
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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 studied destinations 

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 the actual tourism 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 long-term 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 (White et al., 2006; Torres-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 regardless 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 possible within destination scales and that occasionally sustainability evaluation is more 

constructive when based on criteria other that the immediately obvious.  
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Abstract 

The objective of this article is to investigate key points in the existing interdisciplinary 

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 some of the subject lines. Increasingly we are 

witnessing conventions safeguarding what is patrimony and still re-adjust to global change. 

Intangibility has already become a very important subject, discussion topics such as: identity 

of places and people, authenticity or 'McDonaldization' of places, growth of 'universal 

cultural space', 'reproduction in series' of placesô culture and also certain destinations which 

ósellô themselves as 'constructed images' and products and services standardization 

conception. The 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 to focus the theme 

in a case study, Loulé. The city in south of Portugal is on network cities list which develops 

creative tourism. After all, the intention was reflect how the local development strategies in 

the creative tourism, involving forms of territory cultural 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 socio-economic expansion in societies. As a booster 

channel for developing infrastructures, job creation and companies, it generates extraordinary 

numbers that prove this phenomenon. Even after the global crisis of 2009 and current global 

difficulties, tourism is a sector that has increased and has continuous 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 many countries 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 

countries have been highlighting elements that characterize their identity and local products. 

This proposal of enhancement according to the resources of cultural identity has also a very 

important role for the local development (OECD, 2012; Pine and Gilmore, 1999). 

Tourism has always been related to the 'sale of 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', multi-entertainments in a world of 

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 uniqueness and unique component of destinations (Echtner & 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 (Alsayykad, 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 so-called '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 consumer-protagonist of emotion in their 

consumption, lead us to new natural ramifications on demand and supply. There is also a 

transformation in the tourist profile, which is not only a spectator, but participants-

protagonists of their trip. It is a tourist who wants to develop activities by adding unique 

experiences (self-improvement) to their baggage and performing a true immersion in the 

living culture of the 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 

competitive 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 the creative industries, 

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, 1999; 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 place are of great relevance, with global recognition, such as UNESCO programs 

of global alliances and cultural activities, such as some creative cities networks, a global 

network of creative tourism, etc. Likewise, this recognition of creative potential was also 

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 development boosting values through local heritage resources in a non-seasonal way 

but building an integrated pattern (CreativeTourismnetwork.org, 2017; LouleCriativo, 2017). 

The role of creative tourism comprises a collaborative and sustainable planning vision. It is 

necessary to notice if this 'new term' is not just a 'fashion' designation or it is a real 

development strategy and tangible policies are been applied for this purpose. The basis of the 

promotion of creative tourism is to implement and diversify an already existing offer, often 

'forgotten' or óstill undevelopedô indeed. Therefore, this action will be the protagonist process 

of an economic-social expansion of a given region. This local development is the basis of a 

sustainability concept, not only just environmental or economic vision, but strengthens the 

sociocultural pillar. 
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ñPlacesò are locations which have been made meaningful, they are socially constructed, and 

are thus plastic (Cresswell, 2004). The subject of this research is how the activities of an 

ecovillage have re-framed an adjacent Irish village as a site of slow food, educational 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 population. Consequently, key services such as the bank, post-office, 

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 

adjacent 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 

(self-proclaimed ñculture creativesò), effectively doubled the population and visibly altered 

the culture of this one-street village.  

 

The eco-neighbourhood in question is built around the concept of ósustainable communityô, 

there are 53 houses and 150 members. The neighbourhood boasts a permaculture landscape 

design, a renewable energy centre, several civic spaces, woodland gardens, a community 

farm, a green enterprise centre, an educational centre and an eco-hostel. The ecovillage is 

óownedô by all of her members; they are shareholders in company called Sustainable Projects 

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 described in The Tourist Gaze 3.0 (Urry 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 combined with 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 (Borghini et al., 2009). This approach 

ñenables the researcher to address the ways in which cultural (micro) practices interplay with 

(larger) cultural discourses and structuresò (Moisander and Valtonen, 2006,p.66). The 

interviews were supplemented by several additional forms of documentation 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 need for contextualised research (Askegaard and 

Linnet,2011; Chatzidakis et al., 2012; Moraes et al.,2008).  

 

Tourism in the Vale 

Our research explores how this typical rural village has been reframed as a centre of slow 

food, eco-tourism and educational tourism by this community. Rural communities often turn 

to tourism for economic support drawing on natural resources(MacDonald and Jolliffe,2003), 

this community worked to improve the local natural and existing resources, for example 

creating safe pathways, a building a heritage centre in the old village and generally improving 

the appearance of the village. However, in addition to developing these resources the 

ecovillage has worked with the original community to create a three-pronged approach to 

increasing tourism: 

I donôt know, but the official future, so to speak, is for this place to 

become a centre for environmental education, educating in sustainable 

living, we have a very successful model for future development so we 

have every intention that this place is going to run a lot of courses, bring 

a lot of people in bring a lot of visitors to the village (Thomas) 

Thomas describes the first prongïan educational centre which provides a variety of courses 

on everything from permaculture to eco-building. There are also a number of courses 

available through various small enterprises in the ecovillage including: bread making, food 

growing and craft courses. The ecovillage has developed relationships with various schools 
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and universities, therefore children and university students spend time in the ecovillage 

learning about a range of topics including community design, food preparation, and bio-

dynamic agriculture. The ecovillage was built to cater for tourism, one of the first completed 

buildings was an eco-hostel. The political ideology which guides the ecovillage movement 

often uses a tactic which revolves around modelling, this manifests as an experiential 

approachïthe second prong. People come to the ecovillage simply to experience life there: 

I organize the weekend tours and the profile would be of people who 

don't particularly know much about the ecovillage. Sometimes, you'll get 

people are particularly interested in the philosophy and the build types. 

Most of the weekend visitors would be just normal people who know that 

there is an eco-village 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 living community (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 ecovillage 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 

thereéLast year was wonderful. So hopefully that's going to happen and it's going to 

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 town in North Tipperary 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. It is hugely successful and ñvery much about pulling people inò. Thus far, the 

ecovillage has worked well with members of the locality in the development of an equitable 

form of community-based- tourism, together they have carefully combined their resources 

and values 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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The essential meaning of a ñplaceò in the mindôs eye and how to manage this is evident 

in both academia and practice in terms of a destination with itôs attendant leisure, 

cultural and sustainability aspects. This has been enriched by ñplaceò extending to 

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 product, normally 

- 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 global rise of artisanal / ñSingle Estateò style food and drink 

products where something that is a true expression of a place and the people who live 

there is of immense global consumer appeal ï dependent on suitable branding, 

packaging and taste profile. They are brands in their own right so are supported by, not 

lead by, the name of the place.  The narrative is beyond ñmade in éò and enriched by 

uniqueness or innovation in the product and empathy with the people involved.  It is the 

opposite of large corporate and impersonal brands with products made in shifting cross 

border locations.  In many respects the appeal is about accountability -  you 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. Success depends on 

understanding how consumers assess the offer as being worth a try and on the 

commercial viability of the enterprise locally. The demands of todayôs markets mean 

that a basic ñMade in xò is no longer enough to generate appeal beyond a limited local 

tourism market. 

mailto:caroline@voisey.org
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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. I will draw more superficially from examples in 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 independent 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 endeavours and how genuine authenticity can drive the 

differentiation required to sustain necessary margins. Differentiation has costs and I will 

discuss the market and margin ñsweet spotò that most of these brands, regardless of 

location, should target and why.  

 

I 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 20
th
 C approach was the rise of Appellation Controlee but 21

st
 C requirements must 

go well beyond this approach. Although I need more data for a better insight, on Corfu I 

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 todayôs more discerning global marketplace.  
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Purpose: 

This paper argues for further entrenchment of place within the region, by recognising and 

analysing regional-consumersô perceptions of growing food in the landscape.  It explores the 

hidden value of observed landscapes and lived ólifescapesô as unformulated brand 

experiences, particularly those relevant to regional meat.  These inform the identity, depth 

and breadth of place brand components for regional meats.  It is therefore the local 

consumersô gaze which is of interest, as this lives and digests the place.  As an often 

unconscious experience it must be recognised, articulated and formalised to enable authentic 

communications of place meaning to visitors. 

Hill farming practices are impacted by current environmental concerns, including carbon 

storage, and the quality of water feeding into reservoirs, as a consequence payments of hill 

farming subsidies are being linked to reducing stock numbers.  However the heafting ability 

of the stock requires 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 regional food brands can contribute towards a sustained future for hill farming 

practices, then authenticity of communications are important. The economic reality of hill 

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

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 óa sector under threatô, as a sector it is estimated to reduce by 20% over the 

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 a hill-farmer at 58, it is the future of this 
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industry which needs to be seen as viable from 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: 

Means-end chain analysis was selected to gather customer values relating to this broader 

product concept.  Twenty ladder maps and a hierarchical value maps identified the most 

frequent connections made for the Cumbrian fells.  The empirical data was collected from 

consumers with a minimum of five years residence in the local of herdwick lamb production.  

Means-end chain (MEC) analysis was selected because identity of the respondents and 

products with the region needed closer examination.  Credence variables are significant in the 

communication of gastronomic, óóterroirôô and heritage attributes. MEC analysis involves 

linking lower level concrete or abstract product characteristics, with functional or 

psychosocial consequences, arising from consumption, which then contribute towards 

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 development 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 core, augmented and total product attracted minimum 

comment from respondents as 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 

think about embedded meat with reference to classical óproductô considerations (Dibb et al., 

2001:254).   

MEC findings showed that people experience place populated with flocks of sheep/local meat 

in production and perceive its qualities and characteristics influenced by terroir influences, 

by season and their own relationship with the landscape and local community.  In essence 

they experience the brand of these óproductsô before they become products (Kapferer, 2008; 

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 output limited 

by what the land will bear. 

Originality and value: 

An opportunity for appreciation of a new category of attribute, relating to experience of ópre-

productsô in the landscape is discussed. 
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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 a theoretical or 

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 empirical research. 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 constitution or ómake-upô.  

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 clarification is the separation and distinction 

between place brand ï as a created, controllable construct ï and place image ï as pertaining 

to perception of place in reality, shaped and affected by myriad contributing factors and 

multifarious in interpretation amongst 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, 

unencumbered by 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 these, where 

necessary, purely as pertaining to facets of the brands themselves - as opposed 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 derived from the review 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 as the framework 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 1 ï The first level 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 attributes are being 

utilised by each borough under analysis.  

Level 2 ï 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 correspondence analysis utilised to present the brands in a two 

dimensional space which facilitates the initial stage of their grouping.  

Level 3 ï The third level incorporates the manageability of the meronyms utilised, in order to 

ascertain the places which focus 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 4 ï 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 

cross-referencing the manageability of the meronyms with the range of meronyms employed 

by each boroughôs brands, the brands can be positioned on a scatter plot diagram with a 

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 5 ï Based on the findings of this analysis, an initial taxonomy is created in order to 

provide a means of classifying place brands based on their constitution.  

 

Key Findings  

A key outcome of the research is that the separation of place brand from place image is an 

important pre-cursor to any attempt to analyse place brands in a manner that 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 classification.  

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:  

A1 ï Thick places with emphasis on more created, manageable meronyms  

A2 ï Thick places with emphasis on natural, less manageable meronyms  

B1 ï Thin places with emphasis on more created, manageable meronyms  

B2 ï 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 attributes or 

óingredientsô from said place, and thus infusing an authenticity which research suggests is a 

vital requirement. The suggestion being that the place, vis-a-vis the image, comes first, the 

brand follows as a means of reinforcing this image. By taking an empirical 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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Brand articulation and brand communication are the two components of the strategic place 

brand management process (Hanna, S.A. and Rowley, J. 2015). Advertising is one of the most 

common and noticeable vehicles used by places to express themselves through the visual and 

audio message and to communicate the brand to the target audience. Advertising lies at the 

heart of brand articulation and communication process. In this study, we deem advertising to 

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

Media outlets usually use a large amount of money in the branding budget, but the evaluation 

of the effect remained vague. Most communication effect research has focused on the 

affective and cognitive perception of the advertising campaign or other media exposure, such 

as the awareness, recall, like/dislike, or the tendency to act. However, whoever spends money 

on media publicity will not be satisfied with the perception level of the effect evaluation. This 

is because attracting consumers, tourist, investors, entrepreneurs, international 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 cognition assessment.  
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Recognizing this limitation, this study tries to look beyond the cognition perspective, and find 

some relationships between the advertising volume and the growth of local tourism and 

related benefits. The rationale of this study is to explore 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 input which facilitates local development be shown and 

tested in the form of statistical data? We all know that it is difficult to draw a causal 

relationship between media publicity and growth of tourism and economic development, 

because place branding is complex and sometimes controversial. It is almost impossible to say 

any success is attributed to one or two attributes. But we still need to reveal what kind of 

relationships exist between the media input and the economic outcome and attractiveness, and 

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

which may affect the result.  

To meet this purpose, this study constructed a data set which is composed of two parts. The 

first part recruits auditing data of all place and tourism sector advertisements for the China 

Central Television
1
 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. Considering that 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 subgroups. These are province-

level, capital of province level and prefecture-level. Given that there are more than 300 places 

included in this data set, we chose two places from each level for comparison. These are the 

first and the second players at each level based on the advertising volume from 2005 to 2015. 

Finally, six places are chosen, and paired in each level: two for province-level, two for capital 

of province level, and two for prefecture-level.  

This research aims to investigate the impact of advertising volume upon local development in 

terms of tourism income, the amount of investment and movement of population. More 

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

                                                           
1
     China Central Television (CCTV) is the national TV station of the Peopleôs Republic of China and 

it has become one of Chinaôs most influential media outlets. As the only national TV broadcasting 

network, CCTV monopolizes the top tier of the hierarchy in coverage, attracting the most TV 

advertisements by cities and tourism destinations. So, current research employs CCTV as the best 

sample to demonstrate the place branding efforts conduced in China. 
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between advertising volume and local development and attractiveness? 2) Are there any 

differences between the places within the same administrative level in this correlative 

relationship? 3) Are there any differences between the places which belong to different 

administrative levels in this correlative relationship? 4) Looking into the elements every place 

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

The bivariate correlation and regression model results will be investigated to observe the 

research questions. Control variables such as population size, economy size and per capita 

GDP are in natural logarithm 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 attractiveness and marketing of high streets and town 

centres (Parker, Ntounis, Quin and Millington, 2014).  A UK government commissioned 

report (BIS, 2011) pronounced ñthe verge of a tipping point in the role of high streets as a 

feature of the economic landscapeò.  Five years later, it is difficult to foresee, with any degree 

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, New Zealand 

and many countries across Europe, since the development of out-of-town retailing in the 

1980s (Thomas, Bromley and Tallon, 2004).  This óthird-waveô of retail decentralisation 

(Schiller, 1986) led to an increased amount of political, public and academic interest in the 

health of town centres, or, in the UK, their óvitality and viabilityô (URBED, 1994).  Vitality 

refers to how lively the centre is ï and viability represents the longer term ability of the 

centre to attract investment. Despite the widespread adoption 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 retailer occupied 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 with temporally concentrated lease expiry dates, and rapid technological change 

has created the perfect storm for retail restructuring (Wrigley & Lambiri, 2014).  
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Between 2007 and 2014 315 medium or large retail companies have disappeared meaning 

UK town centres have lost 26,075 shops (CRR, 2014).  Therefore, the view of town centres 

from the dominant gaze of planners, economic development professionals, multiple retailers, 

consultants and the retail property industry is one of failure.  However, it is not just multiple 

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 temporarily, by ópop-upô use 

(Warnaby, Kharakhorkina,  Shimand, Corniani, 2015).  As commentators, such as veteran 

retailer Bill Grimsy (2015) have stated, town centres should be more than just retail ï but 

presiding measures do not tell us anything other than just one form 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 of an InnovateUK project our work 

describes the data scientistsô gaze upon town centres and what we see using óno ground truthô 

modes of analysis (i.e., inductive analysis), using dynamic footfall data. The data set was 

provided by Springboard ï and consisted of hourly 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 year of data, so some locations cannot as yet be included. In addition, for this 

study we have excluded retail centres located in and around London which, as the UKôs 

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 (HDF5)
1
.  Before using 

the data, we checked its completeness for 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, and scikit-learn 

(Pedregosa et al, 2011) has provided the clustering toolkit and also the Principle Components 

Analysis module used in the analysis.  

---------------------------------- 

1
 The hdf group. https://support.hdfgroup.org/HDF5/. Accessed: 2016-11-30.
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Given the huge quantity of data, it was necessary 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 a matter of seconds.  

By using K Means clustering, Principle Components Analysis and various other statistical 

techniques with data from 99 town and city centres across the UK our gaze reveals a very 

different picture to one only dominated by retail.  Our work verifies the existence of different 

types of centres (comparison shopping, 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 preparation period. 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 

somewhat of a ñhybridò type between comparison and holiday, insofar as they have peaks in 

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 signature have a clear proposition to users ï and a 

collective offer that individual operators should align to. We conclude that the data scientistsô 

gaze can open up new opportunities for places ï and a new era of place management based 

upon local data and evidence. 
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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 develop profiles 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 the profile of the market segments.  

Market segmentation is one of the most important topics in marketing data analysis. Various 

data-driven methods have been proposed and applied to market segmentation, such as multi-

dimensional scaling (MDS) or clustering algorithms. MDS reveals dissimilarities among 

samples and background information is needed to distinguish groups. MDS assumes the 

linear relationships among variables.  Self-Organizing Maps (SOMs), a non-linear method, 

stress similarities and clearly distinguish groups within the data.  

The characteristics of demographic and behavior profiles of non-Western international 

travelers are largely unknown. In particular, researchers did not investigate the profiles of 

Muslim/Arab travelers who represent an emerging travel market. Researchers ignored 

Muslim/Arab segmentation. This is unfortunate because the Muslim population will grow to 

2.8 billion or 30% of the worldôs population by 2050 (Pew Research Center, 2015; Scott and 

mailto:reisinger.y@gust.edu.kw
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Jafari, 2010). The challenge in managing and marketing 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 arrivals generated from the 

Middle East in year 2020 (Mohsin, 2016). The Gulf region, in particular, generates a 

significant number of international outbound travelers. Sixty-five percent of international 

tourists from the Gulf Countries Council (GCC), consisting of 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 Muslim/Arab tourists are poorly 

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 Muslim-friendly amenities and lifestyle, cognitive and affective destination 

image and perceived service quality on Kuwaitisô travel decision, and suggest specific 

strategies for particular segments.  

Method 

A self-completed questionnaire was randomly administered to 343 Kuwaiti nationals. Male 

respondents represented 48% of the sample, while female represented 52%.  Age ranged from 

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

Arabic, included a set of questions related to 343 Kuwaitisô travel motivations, importance of 

Muslim-friendly amenities and lifestyle, cognitive and affective destination image, 

perceptions of service quality, and travel satisfaction. All items were measured on a 5-point 

Likert scale ranging from strongly disagree (1) to strongly agree (5) or not at all important 

(1) to extremely important (5). Demographic and socio-economic characteristics of the 

respondents were also measured.  

The reliabilities for each scale measured with Cronbachôs alpha ranged from 0.730 to .847, 

confirming the instrumentôs reliability. Convergent and discriminant validity was assessed. 
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Descriptive statistics of variables for each scale were run. Kohonen Self-Organizing Maps 

(SOMs) (Kohonen, 1982, 2011) were used to explore Kuwaiti consumersô travel behavior. 

SOMs produce ótemperature mapsô that are visual images of clusters. SOMs also calculate the 

mean of each cluster; 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 (Viscovery software, 2008) were used.  

Results  

The SOM technique identified four distinct clusters of Kuwaiti travelers: explorers who 

scored highly on almost every criterion, relaxionists characterized by average scores on all 

criteria and a high score on travel motivation, pioneers who were the highest in terms of age 

and income and cared about a high lifestyle, image and quality, and traditionalists who 

scored the 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 SOM technique 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 their particular segments, and promote destinations to these segments. SOMs 

can successfully assist tourism policy makers and practitioners to better formulate their 

strategies.  

Limitations and Future Research 

The small sample size does not allow for generalizations. The study has used a cross-

sectional approach. Future research should use longitudinal research to test changes in 

Kuwaiti respondentsô behavior over time, and in-depth personal interviews or focus group 

discussions to explore relationships among variables and better explain the profile of the 

identified segments. Future research should also examine the marketersô perspectives on the 

identified clusters and their behaviors.  
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Research Aim and Objectives 

This research aims to examine the future of destination 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 this research will be mainly on Dubai, United Arab Emirates. 

Research Motivation 

This research was inspired by the city of Dubai, when it started rising rapidly amongst usual 

touristic destinations such as; London, Paris, Greece, etc. The connection between the topics 

in the literature review and the city itself is shown in what Bagaeen (2007) calls an ñInstant 

Cityò. The óconsumer-orientedô planning, as deýned by Ashworth and Voogd (1990) is 

something that Dubai has excelled in. Dubaiôs strategy of attracting visitors is based on 

luxury, pleasure and rapid-continuous evolving. Examples are ñThe Palmò; a man-made 

island with luxurious resorts, largest malls, tallest skyscrapers, etc. As Dubai lacks natural 

sights and historical buildings, as opposed to most European destinations, an interest was 

born in the reason behind the infatuation of travellers with 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 specific research question, instead, it will all be extracted 

from and grounded in the data. This research aims to answer questions such as; (1) How 

strong of a competition barrier is the strategy applied by the Dubai Tourism and Commerce 

Marketing? (2)Does hedonism create a long-term value to a given city? (3)Or could it be a 

warning to Destination Marketing Organisations to anticipate the behaviour of hedonism-

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

This research focuses on two main areas; Destination Branding and Hedonism. 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 trade marks on 

goods, used for legal purposes, to the consumerôs personal identity. Brand owners manage 

their brands carefully to create shareholder value therefore brand assessment is an important 

management technique that attributes money value to a brand, and allows 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 of the brand and managing for 

value. President, CEO, and chairman of Starbucks, Howard Schultz, said "A great brand 

raises the bar ï it adds a greater sense of purpose to the experience, whether it's the 

challenge to do your best in sports and fitness, or the affirmation that the cup of coffee you're 

drinking really matters."- (Daye, 2006). The three chronological stages of the brand origin 

and development will be presented in the following order; the history (pre-nineteenth 

century), near past (between the nineteenth and twentieth centuries) and present of branding 

(postmodernism). It will present the expanding role of brands, brand equity and different 

approaches of branding such as; attitude branding, cultural branding, heritage branding, 

iconic brands and symbolic and emotional meaning in building brands, then it will present 

destination marketing and branding and the destination brand components. The 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. The theories are; the Customer Based 

Brand Equity, Iconic Branding, Symbolism and Hedonic Consumption. 

Consumption in the present day might be seen as the tool which enables people picture the 

scenarios that will let them realise their needs, and that is the key to modern hedonism as 

Gabriel and Lang (1995) suggest. How the leisure service and hedonistic experience will feel, 

plays a massive part in choosing between alternative destinations (MacInnis and Price, 1987). 

Therefore, destinations are chosen upon the information 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 when that involvement is established, the consumer will use 

imagery during the processing of information. MacInnis and Price (1987) proposed several 

roles of imagery and they linked them to the individualôs intentions. They suggested that 

behavioural intentions are subject to changed more when elaborated imagery is used. Also, 

they suggested when the processed imagery is self-related imagery, the intentions will be 

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

emotional the 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 lifestyles. We can say destinations are brands of 

high-involvement. And therefore, in DMOs, marketing efforts must aim to become iconic 

brands, Iconic Destination Brands if you will.  

Implications 

The link between destination branding and hedonism is shown through consumer motivation 

and experiential marketing. Although the research focuses on the consumer-traveller, the 

destination branding part will review the Stakeholders and Destination Marketing 

Organisations literature as it is crucial to clarify the bases of their efforts to attract those 

consumer-travellers in an attempt to guide the study on an already existing foundation and 

therefore be able to benefit the practitioners as well as filling the gap in existing literature.  

Methodology 

This research aims to develop a theory by exploring a phenomenon, therefore it is fit to use 

the Grounded Theory approach. Focus groups and in-depth 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 branding, hedonism, hedonic consumption, experiential 

marketing. 
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Abstract 

In the past 40 years, globalization has fostered the integrated de-territorialisation of the many 

enterprisesô sourcing operations (Miller, 2013; Tonkiss, 2006; Barney, 2004). The resulting 

geographic agility in the ideation, design, and manufacturing of products, in turn, has created 

asymmetries and discontinuities among their ócountryness indicatorsô. The internal coherence 

of the CoO (Country of Origin) notion has been segmented into conceptual chunks ï Country 

of Origin of Brand (COB); Country of Design (CoD); Country of Parts (CoP); Country of 

Assembly (CoA); Country of Manufacture (CoM). Similarly, the congruity of other related 

indicators ï Brand Origin (BO); Product Image (PI); Country Image (CI) ï has blurred. 

This, however, has not watered down the consumersô geographical references: rather, 

associations in relation to places still shape and 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 most recent studies within the óCountry of Origin (CoO)ô stream of research seem also to 

focus on place as human construction (Guthey et al. 2014). In a business scenario 

characterised by multi-country segmentation and multi-cue evaluations, researchers have 

increasingly turned their attention to consider the imagery associations of places in relation to 

objects. Individualsô geographic constructs have been operationalized both in their emergence 

(Roth & Diamantopulos, 2008; Wang et al., 2012) and in their functional role as ñhaloes for 

inferenceò (Magnusson et al., 2011; Balabanis & 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 manufacturing/assembling location (Thakor 

& Kohli, 1996; Pharr, 2005; Phau & Prendergast, 2000).  

Against this business and academic backcloth, the paper offers an account of a netnographic 

research that has been conducted in order to profile online individualsô perceptual and 

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 interactions occurring 

within its digital platforms ï specifically, Q&A websites, Forum Groups and blogging 

platforms. The aforementioned óonline communitiesô have been sampled according to a 

purposive strategy, with the researcher acting both as a participant and non-participant 

observer. 

Within the e-fieldwork thus delimited, the netnographic activity focussed on stimulating and 

collecting textual and interactional artefacts ï posts, comments, threads ï around luxury 

products and ñdimensions of countrynessò. Differently from many netnographic accounts, 

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 existence and meaning per se. After a 6-month 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, people, events, material objects, and ideas are part 

of that óflow of realityô human beings are immersed in. In order to navigate their lives and 

make sense of the world, individuals have to draw mental maps through which to identify, 

locate, and classify material and immaterial objects. From a cognitive perspective, logical and 

temporal congruity makes a system ópureô, i.e. a classified universe where every object ï

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

Building on this model, it has been possible to profile the ópureô notion of a luxury object as 

described by the online users. This relies on specific criteria - manufacturing, evocative 

resonance, and corporate integrity.  

Whilst human beings can tolerate a certain dyscrasia 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 to face situations of cognitive dis-order, which 

ends up questioning the whole mental map they have created. In the e-fieldwork, this happens 

when online individuals discuss about the delocalisation of luxury production or brand 

extension, companiesô merger & acquisitions, or the discrepancy between the marketing 

mystique and the reality of the products.  

In confronting with those ñimpuritiesò, individuals take action according to a different range 

of strategies. They can identify the impurity and reject it - thus 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 the areas of further 

development, namely:  

- measurement of ñpurity thresholdò: if the categories of pure and impure shift according to 

the cognitive activity of the individuals while dealing with reality, it can be of practical 

relevance to implement models for measuring consumersô threshold of purity depending on 

productsô categories, productsô dimensions or productsô geographical dimensions.  

- further reflection on the evolution of place within the luxury production. There seems to be 

an osmotic relation between the genius loci (spirit of a place) and luxury production, if we 

consider the genius loci as the spatial condition enabling the synergic interaction between 

people, shared culture and talents, and their industrial projects for excellence (Morace et al., 

2003).  

If  some luxury companies still rely or can rely on the traditional model of genius loci as 

naturally emergent from peopleôs spatial proximity and temporal reiteration of excellence, 

others have to deal with offshored genii loci. Being the contemporary luxury business 

landscape a worldwide one, the genius loci they need to be responsible for has become global 

as well. The data gathered clearly show that online users expect luxury companies to pay the 

utmost respect to their own/supplying countries by paying taxes, abiding to health and safety 

regulations for workers, and marketing their products in a transparent way. More than the 

place-related óMade-inô, can nowadays the genius loci for global companies be a matter of 

óMade-howô? 
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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 country hosts numerous 

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 readiness for tourism purposes. A 

prominent Additional example is a town called Al-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 for tourism 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 in Al-Adaseya, offering 

suggestions and strategies for the promotion of tourism of the area. Al-Adaseya 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 exclusively on both site visit observation and face-to-face 

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 landscape 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 

eliminate 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 public awareness 

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 domestic tourism programs. 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, improves the standards of living and increases national 

economic, however, this study shows the importance of ecotourism in the Jordan Valley 

particularly in the marginalized site of óAl- Adaseya.  The development of the site for tourism 

purposes is arguable as the area is considered as a security zone where access is controlled by 

security agents and prevented for non-residents.  

This study attempts to highlight Al Adaseya in the Jordan Valley and its main ecotourism 

potentials in order to protect its cultural and natural 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 one of the authors was allowed 

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

This study aims at identifying the components and the state of ecotourism in Al- Adaseya 

site, it also aims at identifying the obstacles facing or even impeding Al-Adaseya 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 developing Al-Adaseya 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 face-to-face interviewing with members from the local communities and 

other interested parties.    

Semi-structured interviews were conducted following the observations. Interviews were 

conducted with representative members from public and private sectors and randomly 

selected respondents from 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 

aspects of the on-site experience. Interview questions were structured as open-ended 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 is possible 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 life style and to what extent they can benefit.  

Key words: tourism activities, ecotourism, Al- Adaseya, Jordan. 
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Extended Abstract 

This paper addresses some issues around the definition 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 paper is to clarify the concept of 

responsible tourism and defining related principles 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. Subsequently, 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 

were in opposition or óconflict.ô It was envisaged that if tourism development could be 

appropriately managed and planned, a harmonious and mutually beneficial tourism-

environment relationship would evolve, enabling a symbiotic existence (Budowski, 1976). In 

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 eco-centric environmental ideology was adopted, manifesting in the growth of 

interest in ecotourism and increasing emphasis on the educational aspect. Sustainable 

mailto:Burtonh@edgehill.ac.uk
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development  emerged in the 1990s as the programme for global development  which 

ñpromoted a balanced relationship between tourism and the environmentò (Sharpley, 2009, 

p. 23). This symbiotic existence is symbolised by the proliferation of alternatives to mass 

tourism, based on philosophical ideals. Sustainable tourism and other related forms of 

tourism are increasing in prevalence such as óethical tourismô (Weedon, 2002), óNature, Eco 

and Adventure Tourism (NEAT)ô (Buckley, 2000), ónew moral tourismô (Butcher, 2002), 

ópro-poor tourismô (Ashley, Roe & Goodwin, 2001; Meyer, 2007), óculturally sympatheticô 

(Butler, 1991), ójustice tourismô (Higgins-Desbiolles, 2008) and óslow tourismô (Dickinson & 

Lumsden, 2010; Fullagar, Markwell & Wilson, 2012). Figure 1 illustrates the introduction of 

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

Figure 1.  Timeline of Forms of Tourism 

 

The plethora of terms evidences the ambiguity and lack of clarity of both definitions and 

remit. These new forms of tourism aim to achieve  Budowskiôs  (1976)  ósymbiosisô or 

Sharpleyôs (2009) óbalanced relationshipô yet many are overlapping in focus giving rise to 

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 reduce the negative impacts 

of tourism whilst increasing the benefits, they do not however, provide an explanation of 

implementation that encompasses the fundamental issues of planning, management and 
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control in the development of tourism, whether mass or alternative. 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 linking Hardin's (1968) óTragedy of the Commonsô to 

the tourism development sector claiming that unless those involved in the tourism sector 

(stakeholders) took responsibility and adopted a long-term view, the sector would exceed the 

limits of available resources upon which the tourism sector is fundamentally founded.  

The term óresponsible tourismô is said to have emerged as a new framework for developing 

and managing tourism (Goodwin, 2005; Sheldon, 2011) but originates in the 1980s, with 

Haywoodôs (1988) seminal paper concerning óResponsible and Responsive Tourism Planning 

in the Community.ô The term grew in popularity after 2000 and is now recognised across the 

globe by both the tourism industry and a significant proportion of the travelling public 

(Mintel, 2013b). Krippendorf (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 

responsible tourism can be described as ñtourism that creates better places for people to live 

in, and better places for people to visit,ò whereas Responsibletravel.com, (a leading agent for 

responsible holidays) states that responsible tourism is ña new way of travelling for those 

who've had enough of mass tourism. It's about respecting and benefiting local people and the 

environmentò (Responsibletravel.com, 2013). The preceding definitions clearly focus on the 

role tourism plays in a destination, whereas Husbands & Harrison (1996) explain: 

ñThe term encompasses a framework and set of practices that chart a sensible course 

between the fuzziness of ecotourism and the well-known negative externalities 

associated with conventional mass tourism.ò (Husbands & Harrison, 1996, p. 5) 

Whilst it is evident that there is little consensus as to the definition and thus the remit of 

responsible tourism, Cooper & Ozdil (1992) view responsible tourism as ña way of thinkingò. 

In 2002, the Conference on Responsible Tourism in Destinations in Cape Town, South 

Africa, set out the principles which should be applied to responsible tourism. This remains 

the only formal policy document defining the requirements of responsible tourism. In 

summary, responsible tourism is about identifying the economic, 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 responsible tourism has been promoted as a conceptually 

distinct approach to tourism (Sharpley, 2013), commentators and practitioners frequently use 

the terms ósustainableô and óresponsibleô interchangeably. We propose the perspective that 

óresponsible tourism incorporates 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 pertinent to all 

forms and types of tourism.ô  

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 the level 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 tourism (good) as summarised in Figure 2.  

 

However, in this paper we have demonstrated that there is a lack 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), Carey et al. (1997) and Holden & Kealy (1996) 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 that investigates what responsible tourism 

means to operators and óhowô and ówhyô tour operators adopt responsible practices and 

consequently the challenges that these tour operators face when embedding responsibility in 

their practices. Examining the challenges that 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 emphasises on the triple bottom line: environment, 

economics, and society, and the inter- and intra-generational equity (Mori & Christodoulou, 

2012; Williams, 2010; Zavattaro, 2014). Still, sustainability is a concept that is difficult to 

precisely define (Mori & Christodoulou, 2012) and the assessment 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 quantifiable scale or indicator. There 

are a number of indices and indicators that can be used to measure place sustainability (Mori 

& 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 to measure place 

sustainability (Scipioni, Mazzi, Mason, & Manzardo, 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., 2009). The challenge called for an alternative 

approach to measure place sustainability that is comprehensible, 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 scale that 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 complex 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 accordingly (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 themes specifically to 

place sustainability. 

 

Figure 1 Major themes in place sustainability 
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Natural environment protection: nature is one of the main sustainability pillars. 

Natural environment refers to the quality and quantity of natural resources and biological 

diversity of the place (Rotmans & Van Asselt, 2000). A sustainable place should also respect 

and preserve biological diversity whereby a high number of species have similar roles to 

enhance resilience (Andersson, 2006; Berke & Conroy, 2000). Built environment: built 

environments are the location, shape, density, mix, proportion, design, and quality of physical 

structures and development of places (Berke & Conroy, 2000; Kenworthy, 2006). The built 

environment should be robust, permeable, accessible, varied, rich, visually appropriate, and 

desirable to habitants (Berke & Conroy, 2000; Kenworthy, 2006). Air, water, and waste 

management: environmental technologies for air, water, and waste management are crucial 

for sustainable places (Kenworthy, 2006). Pollution emission undermines health and well-

being of residents (Egger, 2006).  

Social equity and justice: sustainable 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 community (Egger, 2006; Jepson, 2003; Pickett et al., 2013). They should 

recognise and improve the conditions of low-income members of the society (Berke & 

Conroy, 2000). Liveability and health: sustainable places are those that promote physical and 

mental health and safety of residents (Pickett et al., 2013). A safe and stable environment, 

such as adequate shelters, ensures residentsô ability to live a fulfilling life (Egger, 2006). 

Governance: sustainable places have governance in terms of planning and decision-making. 

Integration of disciplines and stakeholders are crucial for effective planning (Egger, 2006). 

Collaborative and participative processes among all groups in the society, including residents 

and experts, ensure transparency and effectiveness of public policies (Jepson, 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 clusters (Jenks & Jones, 2009; Kenworthy, 2006). 

Furthermore, diversity of economic activities is also the key to sustainability (Jepson, 2003). 

Transport: sustainable transport is an important issue for place sustainability. A sustainable 

transportation system 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 affordable (Jabareen, 2006; Jepson, 2003; Jepson & Edwards, 2010). Energy: 

sustainable places use locally-produced, clean, and renewable energy sources efficiently 

(Jepson & Edwards, 2010). They should have sufficient spaces for clean and renewable 

energy production (Dassen, Kunseler, & Kessenich, 2013).  

The Next Step: Place Sustainability Scale Development 

This abstract reviewed and summarised the nine themes of place sustainability. 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 research is to develop a scale that can measure 

the residentsô perceived place sustainability. The authors developed 74 questionnaire items. 

Three experts will review the set of items to ensure content validity. These researchers have 

strong background in sustainability research. Experts were asked to assess content validity of 

items using 4-point 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, pencil-and-paper 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. 

 

References 

Andersson, E. (2006). Urban landscapes and sustainable cities. Ecology and Society, 11(1).  

Berke, P. R., & Conroy, M. M. (2000). Are we planning for sustainable development? An 

evaluation of 30 comprehensive plans. Journal of the American Planning Association, 

66(1), 21-33.  

Campbell, S. (1996). Green cities, growing cities, just cities?: Urban planning and the 

contradictions of sustainable development. Journal of the American Planning 

Association, 62(3), 296-312.  

Chiesura, A. (2004). The role of urban parks for the sustainable city. Landscape and urban 

planning, 68(1), 129-138.  

Choon, S.-W., Siwar, C., Pereira, J. J., Jemain, A. A., Hashim, H. S., & Hadi, A. S. (2011). A 

sustainable city index for Malaysia. International Journal of Sustainable Development 

& World Ecology, 18(1), 28-35.  



 

82 
 

4th Corfu Symposium on Managing and Marketing Places  

24th-27th April 2017  

Dassen, T., Kunseler, E., & Kessenich, L. M. (2013). The sustainable City: an analyticalï

deliberative approach to assess policy in the context of sustainable urban 

development. Sustainable Development, 21(3), 193-205.  

Egger, S. (2006). Determining a sustainable city model. Environmental Modelling & 

Software, 21(9), 1235-1246.  

Jabareen, Y. R. (2006). Sustainable urban forms their typologies, models, and concepts. 

Journal of planning education and research, 26(1), 38-52.  

Jenks, M., & Jones, C. (2009). Dimensions of the sustainable city (Vol. 2): Springer Science 

& Business Media. 

Jepson, E. J. (2003). The conceptual integration of planning and sustainability: An 

investigation of planners in the United States. Environment and Planning C: 

Government and Policy, 21(3), 389-410.  

Jepson, E. J., & Edwards, M. M. (2010). How possible is sustainable urban development? An 

analysis of planners' perceptions about new urbanism, smart growth and the 

ecological city. Planning, Practice & Research, 25(4), 417-437.  

Kenworthy, J. R. (2006). The eco-city: ten key transport and planning dimensions for 

sustainable city development. Environment and urbanization, 18(1), 67-85.  

Mori, K., & Christodoulou, A. (2012). Review of sustainability indices and indicators: 

Towards a new City Sustainability Index (CSI). Environmental Impact Assessment 

Review, 32(1), 94-106.  

Pickett, S., Boone, C. G., McGrath, B. P., Cadenasso, M., Childers, D. L., Ogden, L. A., . . . 

Grove, J. M. (2013). Ecological science and transformation to the sustainable city. 

Cities, 32, S10-S20.  

Rotmans, J., & Van Asselt, M. B. (2000). Towards an integrated approach for sustainable city 

planning. Journal of Multicriteria Decision Analysis, 9(1-3), 110.  

Scipioni, A., Mazzi, A., Mason, M., & Manzardo, A. (2009). The Dashboard of Sustainability 

to measure the local urban sustainable development: The case study of Padua 

Municipality. Ecological indicators, 9(2), 364-380.  

Williams, K. (2010). Sustainable cities: research and practice challenges. International 

Journal of Urban Sustainable Development, 1(1-2), 128-132.  

Zavattaro, S. M. (2014). Re-imagining the sustainability narrative in US cities. Journal of 

Place Management and Development, 7(3), 189-205.  

 

 

 



 

83 
 

4th Corfu Symposium on Managing and Marketing Places  

24th-27th April 2017  

 

 

 

 

 

 

 

 

 

Session 7 

Place, Music and Literature 

 

  



 

84 
 

4th Corfu Symposium on Managing and Marketing Places  

24th-27th April 2017  

Place: Reading, Thinking, Writing, Making  
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ó [ . . . ] isnôt this how we navigate this sphere? Creating fusions of human and place, 

attaching meaning and emotions, drawing cognitive maps that make sense of the realm 

beyond our comprehension?ô Rob Cowan, Common Ground (London: Hutchinson, 2015), p. 

205.  

ó [ . . . ] we must be sensitive to the ways in which the permeable membrane between 

literature and geography is continually crossed by both the writer and the reader. In short, we 

must diagnose and explore the reciprocal relations between page and place.ô Jon Anderson, 

Page and Place: Ongoing Compositions of Plot (Amsterdam: 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 exploration of the 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 creative non-fiction. 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 own extant and emerging research interests. Moreover, 

the paper will open up space for further cross-disciplinary dialogue by highlighting the 

strategic roles that both writing and reading about place are beginning to play within the 

Writing School at Manchester 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 incarnations in the twentieth-century before 

gaining international traction, I 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 óthe reciprocal relations between page and placeô. Saliently, however, literary geography is 

a catholic field of research which consists of several ï often intersecting ï 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 figured prominently 

in critical literary geographical analyses of, say, canonical Romantic poetry and Modernist 

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 explore the critical potentiality ï 

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 development which has 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. Throughout, 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 map-making.  

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 exploring geographical 

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, will introduce IPM members to some 

of the major sub-genres including the ónew nature writingô; psychogeography; edgelands 

writing; geographical autobiography; and deep topography. In addition, it will touch upon the 

continued preoccupation with ónon-placesô and, crucially, the ways in which many place 

writers are exploring the role played by digital technologies in the shaping of the 

geographical imagination. In mapping this creative field, I will offer some possible 

explanations for the ever-growing popularity of this 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 argue that much of this place writing is characterised by the 

impulse to reflect on the possibility of óre-enchantmentô: a preoccupation which was 

highlighted in an influential collection (Towards Re-Enchantment: Place and its Meanings) 

published in 2010 and featuring contributions by, amongst others, Kathleen Jamie, Richard 

Mabey, Robert Macfarlane, Alice Oswald and Iain Sinclair.  

The third and final part of the paper will bring together these critical and creative threads to 

examine the increasingly prominent role that place is playing ï in terms of both research and 

teaching - at Manchester Met. The strategic commitment to the field has been underlined by 

the introduction of a new critical-creative undergraduate unit on óWriting & Placeô, as well as 

a new Place Writing pathway on the Manchester Writing Schoolôs landmark MA/MFA in 

Creative Writing. It is similarly evidenced by the growing number of doctoral students who 

are involved in critical-creative projects exploring such topics as: Rochdale as a textualised 

place; the relationship between regeneration and creative writing in the post-industrial 

landscapes of the West Midlands; and the role played by spatial narratives of exceptionalism 

in the mythologisation of Granada Television. These projects, and others, are all underpinned 

by the intellectual ambition to unpick the ways in which textualised language has been 

historically employed in the making of places. Crucially, however, they are simultaneously 

underpinned by the impulse to use literary language and creative 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, they have the potential to play a vital role, I would argue, in the 

óre-enchantmentô of place. 
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At the heart of the 2000 European Landscape Convention is a famous definition of landscape 

as an entity inherently mediated by human perception. 

'Landscapeô means an area, as perceived by people, whose character is the result of 

the action and interaction of 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 and published 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 approach is relatively 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 by Butler and Berglund (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 these local people have of their 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 relationship 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 at large -even if 

they're aware of the processes and products of Landscape Character Assessment, and the 

influence they may have over their lives- are 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 will feel like things 

done to, rather than for, 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 practised 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 the process of 

Landscape Character Assessment, and engagement with its product. The subjective 

influences of value and belief, of custom and pastime, of memory and feeling, are all ónoiseô 

in a system of representation which aspires to capture distinctiveness in a repeatable, value-

free way, and yet these influences are vital means through which people and communities 

óconnectô with place and landscape. Capturing them requires a radically different 

methodology to Landscape Character Assessment, but one which could be embraced 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 illustrations of the óinspirationô provided by a 

landscapeôs distinctive properties and a proof of its objective value. Literary inspiration is, to 

use Natural Englandôs terminology, one of the ócultural servicesô provided by some 

landscapes. If we want to unlock the power of literary writing to engage people and 

communities with landscape, however, we need to re-think the one-way nature of this 

relationship, and to appreciate that literature makes landscape as much as the other way 

round. Landscape is a verb as well as a noun, and itôs only through acts of landscap-ing that 

landscapes 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 an expansion of 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. Incorporating existing literary work on sense of place, where 

itôs available, helps by giving people a set of values and feelings to take into a landscape, 
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along with their information: a framework to grow their own memories and associations 

around. Supporting them to produce 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. Creative writing 

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 is to foster a sense of ownership and 

access ïan imaginative 'right to roam'.  

 

(1) Swanwick, C., Bingham, L. & Parfitt, A. (2002) óLandscape Character Assessment: how 

stakeholders can helpô. Topic paper 3 The Countryside Agency and Scottish Natural 

Heritage. 

(2) Butler, A. & Berglund, U. (2014) óLandscape Character Assessment as an Approach to 

Understanding Public Interests within the European Landscape Conventionô. Landscape 

Research, 39.3: 219-236.  
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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 range of actors 

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 digital technology actors can also connect places together more easily thus 

transforming the ñéintermingling of presence and absenceéand the ways in which the long-

term duree of major social institutions is drawn upon within contingent social actsò (Urry: 

15). This 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 

transcend 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 Brownlieôs (2009: 177) definition of music as 

ñsocial interaction in material contextò in which the interaction is collective but also has the 

potential of being spectatorial multiple experiences can be connected over time (Urry: 191). 

mailto:J.Brown3@ljmu.ac.uk
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Within the realm of music actors can take a multitude of roles both in terms of production 

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 multisensory perspective and 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 connections to 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 & Lusch 2011). 

In this service eco-system multiple networks (sub-ecosystems) and their institutions are 

present, and are constantly evolving. It is proposed that the role of one such sub-ecosystem, 

the music ecosystem, is important but under researched in place marketing. 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 their institutions 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 represent 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 many actors 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 

underdeveloped.  

By undertaking primary research with multiple actors from a wide range of perspectives 

within the music ecosystem a number of important and innovative sub-ecosystems are 

identified. One key finding emerging from the research and explored in detail in this paper is 

that in order for these innovative sub-ecosystems to be sustained and developed there are 

important relationships between key constructs in the ecosystemôs institutions, such as 
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authenticity, adaptability and trust that are occurring. However, it 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 innovative sub-ecosystems could be more 

effectively used and managed in the cityôs place marketing campaigns. Examples are 

provided using the expertise emerging from within the music ecosystem of how more 

innovative marketing campaigns can be developed and how various media can 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 some exciting future opportunities for 

marketing research. 
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As places have emerged as strategic sites of cultural, institutional and financial competition, a 

heightened degree of power and influence has been afforded to the ótransnational promotional 

classô (Aronczyk 2013) who promote them.  

Nearly all of the literature 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 (Anholt 2007; Kavaratzis 

2004; Szondi 2010; Hankinson 2007; Dinnie 2011; Landry 2008). Place branding offers a 

challenging stakeholder environment, and demands strong leadership from practitioners 

versed not only in marketing, branding, communications and competitive strategy, but who 

also possess a keen understanding of the nuances of the place, extraordinary relationship 

management skills, and an ability to straddle the public/private divide. 

Drawing upon the theoretical lens of Bourdieuôs (1984) notion of cultural intermediaries, this 

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 interpretation and circulation of local cultural 

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

ð a series of brand management decisions based on measurable and achievable results 

(Aronzyk 2013). However, this paper argues that this 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 design 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 currently 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, Hackley and Kover 2007) and public relations (LôEtang 2006; Hodges 2006; 

Piecska 2006; Edwards 2012; Edwards and Hodges 2011, 2014; Curtin and Gaither 2007). 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 to better understand the processes - and 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 (Bourdieu 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 

promotion. 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 the cultural influence 

they wield within broader society stemming from the high-exposure nature of their work. 

Bourdieu contended that cultural intermediaries draw from their personal lives and tastes - 

particularly their own experiences as communicators and óconsumers of communicative 

practicesô, as crucial occupational resources (Bourdieu 1984: 365). Thus, the working lives of 

cultural intermediaries often overlap with their lives outside of work, with many believing 

that the lifestyles they lead personally help them impart an authority and authenticity 

necessary for the messages they promote and the organisations they represent to be perceived 

as credible (Smith 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 industrial economies, as it is designed to ócolonise not only the bodies of its workers, as 
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in the manufacturing system, but also their consciousnessô (5).  Very recent feminist 

perspectives situate this type of promotional work as a form of emotional labour ï where the 

performative emotional requirements of highly relational work can have negative 

repercussions on the identity and well-being 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 calls to better 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 matters (Hudak, 2015). Identifying the promotional actors 

in place branding within a socio-cultural framework can help to contextualise the importance 

of their work amongst broader sociological and institutional structures. It also identifies the 

important role they play and makes a strong case for support in helping them overcome the 

personal challenges they might encounter within the profession. 
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Introduction  

Almost everyone has a place with which they have an affinity, a place that has a special 

meaning or relevance to their life. This might be where they were born or the town or village 

in which they grew up, but for many itôs a place to which they have travelled. 

Whether or not the reason for their travel was a holiday, business trip or to visit friends or 

family the place to which people travel has an opportunity to make a lifelong impression on 

that individual.  And potentially itôs not just an impression on that individual but almost 

everyone they know and come into contact with throughout their whole life. 

The chance to create 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 itôs ultimately where they want to spend the rest of their life. So a 

place can without doubt be life-changing, 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 whilst on holiday and from my own extensive 

work in private practice as a coaching psychologist I have witnessed 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 what is often a fast-past and for many challenging day-to-

day existence clearly helps create a liberating sense of freedom that facilitates thoughts of 

change for the better.  But it is often the place they visit however that plays a vital part in a 

resurgence of 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 narrative and 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 the long-term ripple effect on the local economy both in terms of 

financial benefits and, the place marketing strategy for the area, that stems from a place 

having a lifelong positive or negative impact on a visitor.   

This study goes much wider and deeper than simply how to provide a good customer service 

experience resulting in a holiday maker returning to the same place for several years.  This is 

about how those visitors and their experience can contribute to the way in which a place 

changes over time. Such impact is 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 who seek the on-tap sun, sea and sand of the all-inclusive holiday. 

Attracting tourists who are looking for nothing more than the value for money all-inclusive 

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 mass-market low profit tourism alternatives must be available 

and sufficiently appealing to steer tourists away from what the larger multi-national tour 

companyôs offer of this ilk. 

A new way forward for Greece and Greek Island tourism 

Underlying the appeal of glorious weather and stunning scenery Greece and its islands 

provide a far more important essence ï its roots in philosophical thinking and its cultural 

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

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

historical and philosophical roots. But for many of its island holidaymakers itôs the 

atmosphere and environment of calm and relaxation and the 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 their path and 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 seemingly easy road 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 mass-market, cheap package holidays. Of particular focus are retreat and 

personal development type holidays and ñexperienceò holidays that encourage people to 

explore and from that exploration grow, but at the same time holidays that will still also 

provide everything else they look for and need as part of a holiday. 

The paper continues by looking at the link between our travel experiences and how they can 

have a long-term positive effect on the individual and the place visited as well as looking at 

the pitfalls to be avoided in this type of tourism such as over specialising thus potentially 

losing mainstream appeal. 

Whilst the paper is largely narrative it will be underpinned with data and research references 

relating to travel statistics and economics.  Of particular focus will be the comparison 

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 multi-national 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 short-term 

gratifications of the much needed annual holiday to that of the long-term impact on both 

visitor and place, of a more meaningful, yet equally as enjoyable, travel experience. 

Lastly recommendations and points for discussion will be raised about marketing and 

branding various island destinations such as Corfu as the ñgo-toò locations for travellers and 

holidaymakers looking for more than simply sun, sea and sand. 
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Management Summary 

Destinations like Corfu have a long history of tourism marketing and attract 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 their year back home but also making those visitors 

ambassador of the destination, is a difficult and complex task.  This literature review scans 

recent trends in tourism marketing and gives a summary on research that is conducted on 

destination branding and managing of places. Focus has been given on the tourism marketing 

of the island of Corfu and recommendations to marketers of this destination can be found 

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

on for the Dutch visitors of the island and information on research done locally. 

Introduction  

The Destination 

Corfu (Kérkyra in Greek) is a Greek island situated in the North-west corner of the Ionian 

Sea. The island rests between Italy, Greece and Albania and has a historical and cultural 

heritage that differs from the rest of the country, that is the result of the influence of the 

Venetians who protected the island for hundreds of years and in the course of the years build 

two massive venetian forts (GNTO, 2014). Corfu has been a tourist destination since the 

1950s and up to 1975 it attracted holiday makers of high and medium incomes. From 1975 

onwards it attracted medium to low income tourists, mainly in the form of package holidays. 

Corfu became popular due to the involvement of large tour operators and government 

investment. Since 1980 however the effects of mass tourism on Corfu have led to a 
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deterioration of the quality of the environment, both build and physical, and of some of the 

services provided. (King & Connel, 1999). 

In Greece, the tourist season begins in March and end ends in October. The high season is 

mainly in July and August, but also during the two weeks of Greek Orthodox Easter and May 

school vacations. During the winter, from November until March, there are few to no tourists 

(Lonely Planet, 2016). According to Bastakis et al., Corfu has offered the typical 

Mediterranean package of Sea-Sun and Sand, while it has many other natural, physical and 

cultural attractions to developed and promote (Bastakis et al. , 2004). 

Every year, millions of people who live in the Netherlands travel abroad for their summer 

vacation. The majority travels to south Europe; in 2015 the two most preferred destinations 

were France and Germany, followed by Spain and Italy. Greece came fifth with little more 

than half a million (600.000) long vacations (CBS, 2016). 

Corfu is often cited as one of the top Greek destinations on websites for Dutch tourists 

(Dolsma, 2016) (Zoover, 2016) but it is not always featured in those lists (Arthur, 2016) or it 

is presented as part of the Ionian Islands (Nature Scanner, 2016). In the 2016 travellers choice 

award by TripAdvisor, Corfu ranked 6th in the 10 most beautiful islands of Greece (Trip 

Advisor, 2016) although no Greek destination made the top 25 best destinations in the world 

(Trip Advisor, 2016). 

Research Motivation 

I was born and raised in Corfu, where I was part of the Dutch and English local communities, 

due to my motherôs Dutch origins. As a teenager I worked on sailing yachts and later in other 

aspects of the tourism sector. As a child I travelled often to the Netherlands with my parents, 

to visit family and friends. Before 2010, any person I spoke to in the Netherlands would react 

with enthusiasm when I mentioned Greece. They would fondly recall their vacations there 

and most of them had visited Corfu at least once. But nowadays the narrative has changed; 

the image of Greece has been tarnished by the economic- and most recently, refugee crisis. 

Five years ago I moved from the island of Corfu to the Netherlands. When I started studying 

Communication Management, I saw the potential to influence the image of Greece in the 

Netherlands using communication. By seeing Corfu as a product, various theories from 

Consumer Behaviour and Marketing Communications that I have been taught could be used 
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to give Corfu a differentiate advantage and become, once again, top-of-mind as a tourist 

destination. 

Main question 

¶ What are the best ways to apply Tourism Marketing to attract visitors to Corfu from 

the Netherlands? 

Sub-questions 

¶ 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 situation of Tourism Marketing in Corfu? 

 

Conclusions 

The main conclusion of this review is that tourism marketing is extremely complex. The 

articles reviewed came from journals and publications on tourism but also branding, IT and 

business management. The tourism product of Corfu is old and 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 professional and collaborative approach. 

Engaging the visitor, giving óvalue for timeô while creating the environment for him to 

become an ambassador of your place is a trend worth looking into. There is an increasing 

focus on online tourism marketing, as it is a field that is in constant 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 marketing communication plan for all 

stakeholders of the tourism industry. Business owners should have the opportunity to be part 

of the creation of the identity of Corfu in a broader sense and actively participate in 

communicating it in every aspect of their business. A model that can be used to identify the 

identity of the island but also the image thevisitors have is the corporate identity mix of 

Birkigt & Stadler. By visualizing what we know about the various stakeholders of the island 

and the way they communicate and behave, we can understand the various issues and create a 

stronger foundation. 
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The importance of online marketing is high. Therefore, investing in professionals to design 

the infrastructure for the online promotion, create and maintain content and follow trends 

should be of high priority. 

Another issue is that a lot of beautiful content is created by locals but is not seen by the 

foreigners, who should be the audience of this material. The reason is that the majority of 

locals post their content in Greek. Translating the content and sharing it, with their 

permission, can boost the image of Corfu immensely. 

Recommendations for further research 

An aspect of the literature that has not been reviewed is the offline tourism marketing 

communication towards the visitors prior, during and after the visit. Especially now that 

tourism marketing seems to be focussing on online tools, the offline tools may be very 

effective. 

Many research that was reviewed was conducted for markets other that the Greek market and 

specifically for Corfu. The local authorities, like the Tourism Scientific Society of Corfu, the 

Corfu Chamber of Commerce and the Region of Ionian Islands have conducted research on 

the tourism market but their publication are not available online. Other researchers, 

conducted internally by the local agents, like Green Corfu, are also not readily available for 

researchers. Therefore, more quantitate and qualitative data specifically for the market of 

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

There was an article, that is reviewed extensively on this literature review, on the 

ñPsychoneurobiochemistry of tourism marketingò by Koc and Boz. Their recommendations, 

on researching the emmerging theories of neuromarketing and psychology on the tourist 

product, is interesting, especially as various application in merketing have already been tested 

in clasic marketed products. Creating, conducting and observing experiments on marketing 

communication and the effects it has on the behaviour of the destinations visitors is 

intriguing. 

Researching the image of the island among the dutch population is of paramount importance. 

Especially of those who do not choose the ósea, sun, sandô summer vacations or prefer going 

to France by car. In depth interviews and other qualitative research methods can be used to 
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find out the aspects that are important to those who are not yet visitors of Corfu, giving the 

marketers of Corfu other options on which to focus. 

Last it would be interesting to engage and intrigue the people living on the island to produce 

content that appeals to the dutch audience. There is a large community of dutch who live on 

the island but there are also many Greeks who are fans of the dutch tourist and learn at least 

one dutch words to recite, to anyone who visits from the Netherlands: ñLekker!ò 
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The existence of loose dogs on the streets is often perceived as one of the most 

bothersome measures of a placeôs incivility (Brown, Perkins and Brown, 2004; 

Greenberg and Schneider, 1995; LaGrange, Ferraro and Supancic, 1992; Medway, 

Parker and Roper, 2016). Cat and dog mess is also considered as another key measure of 

incivility of a place (Ellaway, Macintyre and Bonnefoy, 2005; Medway et al., 2016; 

Toet and van Schaik, 2012). Corfu 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 of 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 streets impregnating both stray and owned un-spayed 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 allowed to mess without the owner cleaning it up. Many strays are far more discreet 

about where they do their business, but nonetheless, the problem still remains that there 

is dog mess and a large stray dog and cat population on the island that affects residentsô 

and visitorsô perceptions of the island. Yet relatively simple and inexpensive municipal 

efforts could be introduced towards reducing some of these key indicators that tend to 

have a disproportionate effect on the negative perception of people about places 

(Medway et 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 these are animals 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 including online forums, groups and review 

sites about mostly newborn and un-neutered adult animals being abandoned onto the 

streets by their former owners. Many street dogs will also already be suffering from 

diseases such as leishmaniasis, heartworm, tick disease and 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 management per se, but also one which relates 

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

tourism, place management and animal welfare. For example, Tripadvisor announced a 

commitment to improving animal welfare standards, promising to ódiscontinue selling 

tickets for specific tourism experiences where travelers come into physical contact with 

captive wild animals or endangered speciesô, and to establish óan education portal linked 

to every animal attraction listing on TripAdvisorô to facilitate tourists to review such 

establishments 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 marked as the UNWTOôs International Year of Sustainable Tourism for 

Development (UNWTO, 2017). The main thrust of the UNWTOôs efforts regarding 

animal welfare are concerned with wildlife crime and tourism development in Africa. 

Yet interventions in places that are overrun with stray dogs and cats, attendant 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 of the stray animal 

problems that Corfu faces, such as: The Ark / ȼ ȾɘɓɤŰɞɠ whose purpose is to implement 

a sterilisation programme to reduce or at least contain the stray animal population on the 

island and who receive some help and support from a Dutch organisation; Corfu Animal 

Rescue Establishment (CARE) who offer temporary lodging for strays at a small 

sanctuary in the North of Corfu until they can be rehomed / fostered but also help with 

sterilisation and medical treatment for dogs; similarly 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 up mainly to fund sterilisation 

programmes for the islandôs stray cats, but also help with medical treatment for cats; and 

indeed, even Corfu Donkey Rescue find many dogs and cats abandoned at their 

premises. These organisations receive phone calls and e-mails every day asking for help 

from people who have found abandoned and injured animals. Innumerable 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 and sadness 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 T-Shirts sold by the animal welfare organisations to help fund sterilisation 

programmes, mainly for street dogs, but also for some cats too. Private individuals fund 

raise through sales of calendars, T-shirts, table top sales, live music concerts, quizzes 

and other events throughout the winter and summer months. Where funds allow, the 

animal charities on the island help out also with sterilisation of former street animals 

who have been rehomed, and indeed it is common practice for these animals to be 

sterilised prior to rehoming so that the cycle of litters of puppies and kittens being 

abandoned on the streets does not continue. 

The law was changed to allow foreign vets to come to Greece to help spay and neuter 

animals, but the issue is that this requires licensed veterinary premises to operate in. The 

organization Animal Spay Neuter International, that is very successful in running spay 

and neuter schemes in different countries, had offered to do a project here in Corfu but 

was not able to do so because there was no licensed premises available for visiting vets 

to use. There have been several successful spay and neuter 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 come and help were not 

óallowedô. The way forward therefore seems to be to have a licensed premises built and 

equipped that is available for visiting and foreign vets to use - these could also be used 

by Corfu vets to spay and neuter strays if needed. There would also need to be some 

pens for animals to be kept in while they wait for surgery and for recovery 
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afterwards. There 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 together to 

tackle the stray issue of dogs and cats through spay and neuter projects is the ideal.  All 

participating vets would have the opportunity to learn from each other and learn new 

techniques. Corfu vets could also be encouraged to donate a free spay or neuter every 

week for a stray for example. Corfu Municipality has recently offered funds for the 

purpose of sterilising street dogs. Through a tendering process there is now one vet in 

Corfu who is spaying and neutering stray dogs under this scheme - dogs are sterilised - 

microchipped to the council - a collar put on with council (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 organisations, the problem of 

Corfuôs stray dogs and cats does not seem to be abating. Therefore, Corfu PAWS was 

established, a new and informal un-constituted initiative created as an information 

resource to help address some of these problems on this Greek island. It is devoted 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 programme in school. 

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

will help improve peoplesô perception of the place ï residents and visitors ï and which 

will also improve the wellbeing of the islandôs animal population whose uncontrolled 

breeding in leading to many health problems in the islandôs street cat and dog 

populations. While the creation of licensed veterinary premises could be a focus of a 

match-funded initiative with local individuals, animal welfare organisations and the 

Municipality, and thus could offer a relatively inexpensive óquick-winô that would have 

a dramatic positive impact on the containment / reduction of the stray population, the 

creation of a proper education programme in schools and in the community about the 

need to sterilise 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 welfare organisations, 

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 
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information in a number of languages to help educate, initially via social media, the need 

to ñSpay a Stray and Save the Dayò, and also on an island so reliant upon tourism that 

ñNo More Strays = Better Holidaysò. 
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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 the Ukraine 

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 incentives for the local authorities and makes place 

managers  to 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 local conditions, formal rules, and traditions. 

The less economical and the more ideological, moral, administrative incentives in place 

management, the more active efforts should project initiators, organizers and owners should 

make to adapt projects to existing or supposed locations. 

The purpose of the research is to 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 investigated interactions between organizers of three 

Russian projects (festival ñKubanaò, festival ñTaybolaò and multimedia exposition 

ñMichelangelo. The creation of the worldò) and local communities of the host places 

(Krasnodar, Kaliningrad region, Riga in the first case, Arkhangelsk region and St. Petersburg 
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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 

ñvalue propositionò and ñpattern of place useò reflecting benefits of project and place users, 

respectively. Disclosed differences between two concepts allowed additional concepts ñplace 

losses from projectò and ñcompensation of project to the host placeò to be introduced. These 

concepts link two original concepts and integrate one called ñnet value of projectò.  

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

losses, and compensations of 16 Russian place development 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 projects,   investment 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 authorities,  business representatives,  representatives of non-profit 

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 stakeholders, residents forums, blogs. 

Since the study is based on secondary sources, the sample mainly includes well-known 

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 mutual adaptation between the project and territory we mean,  

¶ 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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¶ and the less losses the externalities of the project bear for the residents (the less non-

target groups live in the host place) 

¶ 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 realized and the longer the project 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 compensations 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 proposition of the project and (3) non-core 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 

questions. Does the main value proposition correspond to the 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 matrixes which 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 place (in 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 adaptation of the strategy 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 relationships with the others 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 «legalization», and the second is ñapprovalò.  
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Purpose: Sculpturing a city brand identity is seldom simple given the medley of stakeholders 

driving the co-creation and co-ownership of place brands (Kavaratzis, 2012). This research 

advances the importance of Bourdieuôs field-capital theory (1977, 1984) when explaining the 

struggle between conflicting stakeholder interests inherent within participatory place 

branding. Bourdieuôs field-capital theory denotes that people deploy social, economic, 

cultural, and symbolic capital within a social arena to compete for legitimacy 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 conceptualisations 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 when co-creating a city brand identity.  

 

Research Positioning: Cities are pursuing 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 conceptualised 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 

conveyed by communication tools. Rather, a city brand identity is sculptured, ñby shared and 

contested economic, social, political, cultural, and consumption-related views held by 

marketplace actorsò (Pryor and Grossbart, 2007: 299). Resultantly, city branding is 

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, co-own and legitimise the brand (Zenker and Erfgen, 2014). As Aitken and 

Campelo (2011: 913) premise, the heart of place brands is formed by the people that ñlive 

and create itò. Thus, the strongest and most successful place branding is achieved when 

stakeholdersô conceptualisations are incorporated (Eshuis and Klijn, 2012). Despite the 

academic calls for inclusivity, in practice stakeholder co-creation remains largely rhetoric 

(Green et al., 2016). Resultantly, a disjuncture emerges between the premise of inclusivity 

through co-ownership, and the reality of exclusivity through top-down 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 political environment.  

 

Bourdieuôs field-capital theory of social 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 theoretical lens rests on four overlapping core 

constructs; namely the field, capital, habitus, and doxa (Bourdieu, 1977, 1984). Together 

these help to explain the hierarchical position of stakeholders and their competitive behaviour 

(Bourdieu and Wacquant, 1992). The field 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, and symbolic 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, the deployment 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 force, ensuring 

given precepts and órules of the gameô are seen as self-evident and difficult to amend 

(Bourdieu, 1998). Together these constructs provide a powerful theoretical lens to explain the 

ongoing struggle for legitimacy that ensures a rift between the notion of participatory place 

branding, and the reality of top-down strategies.  
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Methodology: A theoretical framework applying Bourdieuôs field-capital theory to 

participatory place branding is developed. This framework is developed based on emergent 

findings from ongoing case studies exploring Bath and Bristolôs city branding process. The 

case studies are formed of in-depth interviews with 60 key stakeholders from the visitor 

economy, inward investment, and local community. These are supported by 15 unstructured 

observations, and a small-scale 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 development of emergent theory. 

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 innovative manner (Charmaz, 2006; Gioia et 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 the existing literature to develop and extend existing theory 

(Charmaz, 2006; Gioia et al., 2012). This approach ensures a combination of flexibility, 

integrity, and depth to the research process. 

Findings: The importance of Bourdieuôs field-capital theory to the city branding process is 

established; demonstrating the ongoing legitimisation and mobilisation of capital amongst 

competing stakeholder categories when co-creating a city brand identity. Thus, the meta 

theory provides a useful base to elucidate the social topography 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 and extend the established órules of the gameô. Ultimately, 

selected stakeholders who succeed in commanding stocks of capital and utilising the órules of 

the gameô are able to position themselves favourably, and thus contribute to a greater extent 

to the co-creation 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 is commanded 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 cultural 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 stakeholdersô conceptualisations 

of the city brand 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 process whereby stakeholders co-create 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 research seeks to address the gap by applying the previously 

omitted Bourdieu field-capital theory to the city branding domain. Thus, adding a theoretical 

lens to existing research, while postulating explanations as to why given stakeholder 

categories are gaining a greater impetus within two contrasting city brands.  

 

Keywords: City branding, Stakeholder co-creation, Participatory place branding, Bourdieu, 

field-capital theory, Legitimacy, Bath, Bristol.  
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Introduction  

This paper discusses the implications of making Place Management (PM) decisions within a 

complex and uncertain environment. Parker et al. (2014) suggest that decision-making in PM 

focuses on planning and is restrained by the óinertia in mind-sets and peopleô (ibid, p.179). 

This paper suggests that Place Management Decision-Making (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 claims that the 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 the garbage can model (Cohen et al., 1972) as an explanatory framework of the 

decision-making 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 sectors (Medway et al., 2000). The decision-making activity that relates to the 

sustainable future of the place is performed by Town-Centre Management (TCM) teams that 

report to the local councils or Business Improvement District (BID) partnerships or 

occasionally hybrids of them. They then report to a group of business-governors (Cook, 

2009) or their hybrids where TCM and BID teams coincide in various forms (Coca-Stefaniak 

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 has been criticised in the literature 

(Hoyt and Gopal-Agge, 2007; Cook, 2009) .  

Place management decision-making literature focuses on how planning is performed within 

these arrangements and what role place managers have in this process (Parker et al., 2014). 

The literature suggests that PM decisions are made in different ways from private bodies and 

public/local authorities counterparts (Paddison, 2003). It is quite common for PM decisions to 

be made by schemes with a diverse range of stakeholders who add to the complexity of the 

task. Stubbs et al. (2002) identified a number of activities that are decided by place 

management schemes and their delivery involves access to resources and contemporary 

information. Situations of participatory decision-making, particularly involving private-

public schemes that feature conditions of under-resourcing, lack complete information, time 

constraints and conditions of bargaining and conflict among the agents are described in the 

garbage can model (Cohen et al., 1972). Another reason that the garbage can model fits PM 

decisions is their repetitive nature. Garbage can suggests that decisions are made when 

decision-making opportunities, solutions, and decision-making participants are aligned in a 

choice opportunity (Rainey et al., 2010). Solutions that have been used in the past reoccur 

when problems re-emerge but past solutions are also applied to problems that are defined in 

the mind-set of the decision-makers are recurring problems. This study aims to explore these 

conditions of decision-making and identify patterns decision-makers employ when making 

decisions. 

Methodology 

To understand and compare the decision-making processes between the different 

stakeholders, this research adopted a qualitative approach utilising semi-structured 

interviews. The semi-structured 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 open-ended questions based on intervieweesô nuanced descriptions of 

decision-making (Kvale, 1996, Rubin and Rubin, 2012). A 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 and cities in 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. The interview questions were 

designed to elicit a deep understanding of the decision-making process whilst supporting a 

comparative analysis of the approaches different stakeholders adopt. The questions started by 

asking interviewees about their professional experience 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 interviewees were identified through a snowball sampling 

technique based on the researchersô association with the Institute of Place Management. Each 

interview lasted approximately 60 minutes and was conducted in a private room to ensure 

confidentiality and to encourage participation. The interviews were digitally recorded with 

each intervieweeôs consent and then professionally transcribed. The interviews were analysed 

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 decision-makers are involved with. The findings 

also identified that decision-makers 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 used in the decision-making 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 information is held as evidence of accountability of the 

power relations that develop between stakeholders. 

3) The DM process is messy, complex, and pseudo-rational. It is linear in the sense that 

it is initiated by an environmental, usually external, stimulation and the decision-

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 decision-making 

process (usually offered by consultants or the state). The power of the scheme 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 suggest that even though decision-makers 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 decision-making process as data and 

information backing changes according to the extent that the decision-makers 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 result to a recurring need to 

revisit the same problems. 
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Albania is facing great difficulties in attempting to rise to the challenge of new opportunities 

offered by overturning the impact of centralization and developing its economy following the 

Balkan wars in the 1990s, and a transition to a liberalized post-communist market economy 

(Dumi et al., 2014; Ivanaj et al., 2015). Such developments are based mainly in tourism and 

the industry and business are centralized around the nationôs capital Tiranë (INSTAT 2016). 

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

of its population live in rural areas, where almost half are engaged in only ósmall-scale 

subsistenceô based agricultural activities (Food and Agriculture Organization of the United 

Nations, 2015). The main population is in substantial internal migration from rural to urban 

areas, mainly to Tiranë and Durrës (Nikolovska, 2008) or abroad, as the younger generation 

is looking for opportunities wherever jobs 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. But questions remain for this country in transition concerning how best to develop 

its regional areas without compromising the special characteristics of each sub-region 

concerning tourism, traditions, ecosystems and crafts. According Panayiotopoulos et al. 

(2016) ótourism has long been regarded as a panacea for place development, benefiting 

national economies and local communitiesô, but it is difficult to see how this can be applied 

in Albanian south-east regional towns like Pogradec, located around 130 km from the 

nationôs capital, where tourism standards do not meet even those of its closest neighbors in 

the Ochrid region of West Macedonia, and Kastoria in Northern Greece. Filippou et al., 

(2009) believes that these three regions share the same destiny, and the main hindrance to 
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development of these prefectures are their sparse populations, mountainous and infertile land, 

geographic isolation and insufficiency of productive resources. However, in Ochrid, for 

example, whereas, ófolk-customsô based on religious ceremonies including at ómajor holidays 

such as Easter, Christmas and é throwing the cross religious holiday of Epiphanyô can 

attract 20,000 visitors (Koteski et al., 2013), in Albania the few religious objects that 

remained post-communism are not yet seen as the source of religious tourism and poorly 

promoted.  

Tourism infrastructure in Albania is also poor compared with its neighbours. According 

INSTAT (2016), with data based on 2008 figures, the number of hotel beds across Albania 

amount to only a little over 15,000, and again mostly centred around the capital. Thus 

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 population first, before other 

such infrastructural and tourism developments may take place in any sustainable way. Indeed 

across all of Albania there are only around 30 business and/or tourism courses offering 

programs in public and private universities (MASS, 2016). Hence, whereas Panayiotopoulos 

et al. (2016) focuses on tourism as the panacea for place development, Umo (2015) instead 

examines education as the panacea for national capacity building for sustainable development 

and poverty alleviation. And this is the case for regions like Pogradec town located 15 km 

from the closest Macedonian border and 54 km from the closest Greek border. The region is 

rich in natural beauties as it is stretched along the shores of Lake Ohrid (which, on the 

Macedonian side has been a UNESCO natural and cultural heritage site since 1980, 

UNESCO 2016).  

The Pogradec region has a traditional university, established in 1971 in Korçë. More recently 

in 2008 another international University was established in Buçimas, the only one in Albania 

focusing on a dual-system of education (that combines both formal HE-based 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 an area after a new Higher Educational 

Institution (HEI) is established: 
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Since Nehemiah Gateway University (NGU) was established in Buçimas in 2008, its 

international student market has been drawn from Africa, South America and Germany. It is 

also offered a new opportunity for local Albanian students from the Pogradec region to attend 

its bachelors programme in business and economy. What attracts the students to stop their 

journey toward the capital is the special dual-system that combines theory and practice in real 

businesses and the international guest lectures from prominent universities. The universityôs 

objective is to increase the number of students from Macedonia and Kosovo to broaden the 

diversity of the student cohort, and increase the potential for local students to better 

understand cross-cultural management issues (one of the key differentiators of a European 

management style according to Chia, 2014; Hernes; 2014; and Kaplan, 2014). The formal 

classroom element of this dual system at NGU involves two weeks module delivered by 

lecturers that come from all over the world. The experience shared with the students is really 

global and it is taken with them to the businesses where they undertake their internships.  

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

that offer quality higher education which includes the development of graduatesô 

employability (BIS 2011). NGUôs dual system also focuses much more on creating a 

workforce that addressed market requirements than 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 (Weldon, 2003). 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; Little and Harvey 2006; NCWE 2003; Reddy and Moores 

2010). The dual system offered by NGU aims to sculpt professionals already trained during 

the bachelor studies and able to address the challenges of management in a global emerging 

market.  

HEIs place significant demands on local infrastructure whether in the form of daily 

commuting flows, long distance transport routes, communications or the wider urban 

environment, (Charles and Benneworth, 2000). Through their spending, students also 

contribute to regional value creation and support local and regional employment (Pearce, 

2013). With the trend to increase the student numbers and diversity at NGU the town of 
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Buçimas itself will develop in order to provide the facilities required by the students and 

faculty, and more products and services will shift to the region to fulfill the demand.  

Moreover, according Charles and Benneworth (2000) the provision of cultural facilities 

offered by HE might be expected to generate some impacts on tourism 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 attractions. In the 

medium to long-term, the impact of any HEI on a region can help with the reduction of 

poverty, along with other issues as diverse as livelihood protection, environmental 

sustainability, food security, conflict resolution, and good governance, and even those alumni 

whose research activity might not appear explicitly connected to this goal can also be said to 

have an impact, whether through academic or other activity (CSC 2012).  
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Context 

Whether talking about planning, managing or experiencing our cities, place-making is 

considered relevant for tourism and urban design disciplines, although it stems from different 

backgrounds and is not 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 place-making. The fall 

of the Berlin Wall in 1989 is an earth-shaking 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 interested in i) how the term óplace-makingô has been variously defined and 

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 systematic quantitative 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 Borenstein et al. (2009). This method 

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

The database research used the main keyword óplace-makingô, óplace makingô or 

óplacemakingô in combination with the two following keywords, óproject developmentô and 

ótourism developmentô to represent respectively the urban design and tourism disciplines. 

Only the research papers that were peer-reviewed and published in a journal were selected as 

a first inclusion criterion to ensure the 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 possible to exclusively search for journals.  

To answer the above-mentioned questions, we systematically reviewed the literature, 

assessing: (i) who conducted the research; (ii) when; (iii) the geographic distribution of the 

research; (iv) the journal discipline; (v) if a definition of place-making 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 

place-making and, emerging trends about the relationships between tourism and urban 

design. 

Concerning the general features, a first surprising find is the tendency for authors to write 

about places and their production, while rarely defining places and even less óplace-makingô. 

Less than 30% of the articles related to project development actually defined óplace-makingô 

and this number drops to less than 5% for 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 complexity 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 place-making scholarly 

interest throughout time. Although existing to a certain extent in the 1990s, the volume of 
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place-making literature has considerably increased since 2008 and has noticeably expanded 

from geography and urban studies to reach out other fields such as tourism, property 

management, brand management, media, culture, cognitive sciences and policy studies. It 

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

 

Regarding the definitions of place-making, there are two major findings. The first is that 

place-making has shifted from a general and overarching concept (óthe way all of us as 

human beings transform the places in which we find ourselves into places in which we liveô 

Schneekloth & Shibley, 1995) to a still overarching but much 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., 2015), 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 the renewed interest in place-making as mentioned above. The second 

finding reflects a certain stability of associated sub-topics. The analysis shows that place-

making is often associated with recurring keywords such as ómeaning of placesô, ósense of 

placeô, óplace creationô, óplace identityô, óplace imagesô, ócommunityô, óneighborhoodô. Over 

the study period, these keywords largely remain dominant. Thus, it confirms the 

transdisciplinary aspect of place-making. Additionally, it helps us to underline some of the 

main features of place-making as a social construct, where spatial and social characteristics 

intersect; its potential for fluctuation and versatility, as well as remaining mostly a process. 



 

135 
 

4th Corfu Symposium on Managing and Marketing Places  

24th-27th April 2017  

Regarding the relationships between tourism and urban design, the main 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. Place-making in multicultural contexts is another important theme emerging from 

the literature review, which highlighted the significant role of immigrants and ethnic 

minorities in place-making. Sustainable planning and hosting high-profile events in cities 

were also advocated as important approaches that helped to achieve place-making. In 

addition, place-making 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 also showed that the contradicting interests of place-

making and economic productivity pose challenges to achieving place-making outcomes in 

cities.  

Overall, the findings revealed that the research on the role of project development and 

tourism development in place-making 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 place-making but most articles are still mono-discipline oriented. As such the 

analysis 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 environment embedding 

tourism can contribute to creating meaningful places for people and to increasing their sense 

of place. 
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With the notion of ódrivers of brand resonanceô, the authors present a theoretical construct 

and a practical tool that allows initiating the long-term interaction of organisations and places 

with their stakeholders. This work is based on the empirical observation that the long-term 

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 brands are conceptualised as carriers of social-cultural 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 

stakeholders.  

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 exciter-frequency, in our case a particular place, equals the self-frequency 

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 organisational offerings and market requirements, 

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

bonding.  

The third components of the presented framework are the ódriversô of brand resonance 

(Botschen 2014, 2016). The drivers of brand resonance (DBR) are particular social- cultural 

meanings of the place brand derived from reproduced concrete, sensory perceivable positive 

touch-point experiences. Touch point experiences can have multiple forms, such as place 
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design, the shop mix, visual brand representations, events, employeeôs behaviour, the natural 

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 meaning-portfolio 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 techniques (John Dewey 1938; Argyris and Schön 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, Dannemiller and 

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 of the DBR procedure.  

Figure 1: The 7 Steps DBR Approach 

  

1.  Preliminary search for drivers  
& barriers of brand resonance 

2. In-depth interviews with members of microcosm,  

customers & other relevant partners 

3. Identification and analysis of established  

drivers & barriers of resonance  

4. Reflection of established drivers of  

resonance in core group & microcosm  

5. Identifying future drivers  

of resonance via collaging  

6. Composing & reflecting the future  

place brand identity 

7. Fine-tuning and official acclamation 

of new place brand identity 
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