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Abstract

Currently change in cities is accelerating intricately and diversely because of
technological advances, information floods, increased openness, and the rising
standard of living. While city development depended on the activation of urban
marketing, a city of importance and recognition is highlighted as one brand. To
increase city brand value, it has become necessary to study the brand equity held by
cities and to develop a strategy based on a new approach. The main purpose of this
thesis is to investigate how a city brand can be developed and through which kind of
method. Therefore, the phenomenon of a city was investigated and analysed based on

semiotics underpinning the communication of all phenomenon.

The purpose of this research was to suggest a new perspective for city branding
strategy and to develop a conceptual model for a city branding strategy that is an
improvement on the strategies being used by industry and in academia. The proposed
perspective is based on semiotics which is the analysis of the interaction between
general objects and cultural phenomena. The conceptual model takes elements
constituting a city and identifies the core categories comprising branding. From this,
it is clear that sustainable city branding is possible, as city assets are developed and

brand value is formed.

The conceptual model of the city branding process has been positively evaluated
through three case studies and five in-depth interviews with experts. The proposed
model provides the basis for a city research plan and a tool for the management of
the city branding process. The conceptual model offers several advantages as shown

below:

1. A holistic view of city branding strategy development
2. A new perspective of city interpretation through semiotics

3. An understanding of the interaction between city users (residents and visitors) and
iii



city with a cognition process and associated image

4. A clarification of the roles of all component elements within the city branding

strategy
5. An integration of the component elements and core categories for city branding

6. A new approach to city branding strategy through the conceptual model

Therefore, this research presents a robust theoretical basis for developing a new city

branding strategy through the conceptual model.
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Chapterl Introduction

Chapter 1 Introduction

1.1 Research Background and Statement of the Problem

In an era of cultural competition, rivalry between countries is heightening the interest
in city cultures across government agencies to local administrations and to residents.
As interest in city cultures has expanded to city brand or place marketing, the city’s
culture industry has begun to establish itself as an important part of national policy
(Zijderveld, 1998; Kavaratzis, 2004; Hankinson, 2004a; Koh, 2005). While the
culture industry of city is recognised as a crucial element of social and economic
competitions between cities, the depth of these competitions means that they are now

developing into movements that pursue differentiated city values.

However, while the importance of culture in relation to city studies is clear, there is
still a lack of comprehensive and elementary studies. According to the Literature
Review, the main problem with city branding strategy (CBS) is the lack of any
fundamental strategic approach to them. While micro case study researches have
been presented since CBS became a critical paradigm of today’s national policy,
most city branding methods rely on product brand marketing theories (Macrae et al.,
1995; Dinnie, 2007; Lynch & Chernatony, 2004). Moreover, city marketing cases
that have been pursued in the past show that there have been many studies on
economic ripple effects and improving local image but many problems have surfaced
in terms of worsening of social inequality due to the above, genuineness of culture
and social unification (Bianchini & Parkinson, 1993; Lee, 2003). These problems
exist because research and analysis on cities have only focused on microscopic

aspects such as economic effects or improving local image.

In addressing this issue, an objective of this study is to reveal the importance of the
city brand by studying its underlying concept based on culture which is the principal

axis of every phenomenon comprised city. Because, it is important that in order to

1



Chapterl Introduction

understand the brand of a city and devise a successful strategy, it is most vital to
understand and explore the culture of that particular city. Moreover, this study will
deduce a strategic model applicable to establishing a city brand going forward by

empirically analysing various effects that this has on a city’s elements.

Above all, there is a need to study which factors structure a city and which factors
are needed for brand value of a city. Furthermore, there needs to be a more specific
and strategic way of understanding the relationship between culture and city, why
that interaction is formed, how the two communicate, and what kind of effects the
relationship generates. As a result, by understanding the specific culture or way of
life of a city or the city identity pursued, the brand value of a city can be emphasised
and effective city activation can be planned. Therefore, a CBS that can relieve
various conflicts that arise in the process of pursuing city marketing and that can

comprehensively manage a city is necessary.

This research intends to study the approach from a semiotic perspective regarding the
social ‘city branding paradigm’ (here, the city branding paradigm does not merely
include designing and marketing cities but is rather a paradigm for growth under the
direct influence of the mutual relationship between city and people amid political,
economic, social and cultural environments as a meaning of structural concept of a

city), the concept, understanding and analysis of a city.

This perspective is interesting because semiotics is a study that deals with all facets
of society and culture (Barthes, 1915~1980; Lotman, 1922~1993; Eco 1932~) and
with it comes the possibility to analyse “culture-based city branding strategies’” which
will be discussed in depth in this study. Thus, this study will analyse and study CBS

in order to establish identities and images of cities from a semiotic point of view.
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1.2 Research Issues

CBS is a scheme for branding the image of a city, a strategic means of realising the
city’s values, and a driving force that generates its long-term profit. The objective of
this strategy needs to be interpreted as a way of improving quality as well as mental
and emotional values under the mission of providing a better living environment for
residents and visitors. With this in mind, the meaning of cities must change from
what used to be an administrative space in which people could settle down to live to
a user-oriented space where people can access physical environment, as cities now

shift towards a realm that stresses emotion and psychology.

Moreover, a firm theoretical footing and analysis are required in order to elevate the
values of city brands as an entire complex space that inevitably operates in
correlation with other systems. A general analysis of the environment of a city and an
understanding of a common living pattern of the people in the city must take place
simultaneously with CBS based upon interpretation of the perspective semiotics in
order to maximize the effects of city branding’s value, which needs to be supported
by an integrated system and systematic analysis of the city’s assets. In this research
specifically, semiotics will be used as the principal analytical tool for understanding

city brand’s value.

For city studies to come, the purpose of the research is to propose a realistic plan for
revisiting the analysis of the symbol and structure of social and cultural changes and
space in terms of the relationship between users and using space. To solve this
problem statement, assumptions on how to work out the problem have been drawn.
As a result, three research issues on the theoretical premises for this study are as
follows:

1. By perceiving a city as a product, it is possible to derive a profit-generating city
marketing strategy and by perceiving a city as a brand, a city branding strategy for
creating a sustainable city can be proposed. This should be based on a city marketing
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theory that has been used as the basis of CBS theory, which would enable a CBS to
“create a city” that is sustainable and competitive under the strategy that the brand

value of a city is managed and developed.

2. Semiotics as a methodology of studying cities can be used as an analysis tool to
understand the cultural, social and environmental effects of a city. Since a city is a
space whose creation is based on human actions, the range is formed by relationships
between subjects and subjects, and actions and phenomena. Semiotic studies on

interaction between the above play a fundamental idea role in establishing CBS.

3. City users and a city create a two way communication relationship through
interaction with the physical environment and cultural and social environment of
space. This acknowledges what kinds of factors structure a city and which factors
structure a city brand. In addition, city brand value is discovered through a
relationship of communication between the factors and furthermore, allows active

application of CBS.

1.3 Development Research and Research Scope

This research is developed based on three research issues from the above presented

statements.

Firstly, the concept of the city brand and city is organised through the Literature
Review. In addition, the factors for the city branding strategy are selected, in-depth
concepts identified, and the relationship between each of them analysed. Furthermore,
as per the analysis of the roles and effects of each brand factor on establishing a city

brand, this study will focus on the semiotic perspective.

Secondly, the study on the conceptual analysis tool proposed from a semiotics point
of view attempts to systemise the interpretation tool for the CBS through the

preceding theoretical research. Thus, in order for this to be carried out, an empirical

4
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validation and interpretation of the conceptual analysis tool proposed needs to be

validated by experts.

Thirdly, to study the relationship between the elements comprising city brand, this
study will select and analyse three cities compatible with the city branding elements
based on semiotic analysis of city brands and will analyse the relationship and
influence between city elements and their users within a city through a process of

analysis.

This semantic interaction analysed through the semiotic interpretation process
proposes a model for city branding strategies finally. This study will identify the
semantic generation process and understand the mutual relationship between city
users and component elements within a city. This requires a feasibility validation of
the conceptual model and the study thesis.

Therefore, this will enable the study to achieve a better understanding of city space
from a new perspective and widen our sight of analysing and interpreting city brands.
In particular, the semiotic interpretation of the CBS discussed in this study is a
method of understanding the interaction that takes place in the relationship network
of city and users (residents and visitors), represented by entity and object, through
which a systematic method of branding a city can be proposed. The configuration of
this study is as follows (see Figure 1.1).
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Research Aim & objectives

City Brand The role of semiotics for city brand The key factor for city brand
= Concept of city brand = The concept of semiotics = Concept of city image
= The development of city brand = The importance of semiotics on city brand = Concept of city design
= The factors of city brand = The process of semiotics for city brand = Concept of city identity
] T ]
1 I 1
e o o o o | —— J

Literature review ---— Theoretical consideration ----> Primary research

\ )
1
STEP 1 L :> STEP 2 [ :> STEP3
~To investigate a city branding strategy «To verify and develop the basic = To investigate interaction between
through in-depth interview assumption of conceptual model all city elements and city branding
through case study with conceptual model
Verifying the research process and Applying a conceptual model Clarifying a conceptual model
component elements for city developed of a city branding developed of a city branding
branding strategy strategy
L J
1
Phase 1. A concept of each elements
A contributions of all elements
An integrations of all elements

Phase 2. A review of the proposed new conceptual model

Figure 1.1: The configuration of the Thesis
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1.4 Aim and Objectives

1.4.1 Aim

The aim of this research is to:

To develop a new conceptual model of city branding based on Semiotics of cultural

characteristics of the city.

1.4.2 Objectives

In order to fulfil the research aim, the following research objectives are considered

below:
1. To identify the importance of city brand and the definition and
theories of city brand: Establish and understand the relationship between city brand

and city category from the Literature Review.

2. To evaluate how the cultural characteristics are communicated for the city

brand: Analyse city categories and a city elements through the process of semiotics.

3. To establish the new proposed conceptual tool: Evaluate the new conceptual
tool through the participants for validation of the city branding strategic process.

4. To analyse and evaluate three chosen cities through a semiotic perspective

based on the proposed conceptual model.

5. To identify an appropriate strategic approach: By showing how, through

semiotics the city image can be interpreted and city elements analysed.

6. To assess whether the new conceptual model works as intended: Evaluate the
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impact of the conceptual model through the semiotics process and validate a new

conceptual model for CBS.

1.5 Research Questions

This research is guided by the following seven research questions:

What is a city brand? What is the relationship between city design and the city
brand?

What is a city culture? What is the relationship between city culture and city
identity?

What is the relationship between city image and city design?

How can the city identity be expressed through the city branding?

Why is the semiotic approach necessary for analysing city branding?

Can providing city branding contribute information which will influence city
identity?
Can city branding management be interpreted under the influence of a semiotic

perspective?

1.6 Method of Research Questions

There have only been a small number of studies conducted since the term city
branding is relatively new and has yet to become an established conceptual system.
Thus, this study will revisit the concept of city brand strategy based on the idea of
branding in the marketing sector (Hirano, 2006; Kavaratzis, 2004; Ahmad et al.,
2003; Hankinson, 2004a; Allen, 2007). A theoretical inquiry based on brand

8
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management theories from a more realistic and sophisticated point of view is needed.
As stated in the branding strategy by the master of brand management Aaker (1991),
this study will need to proceed based on theoretic inquiry when it comes to city

branding in the same way that real world problems are solved.

Furthermore, this study will propose a methodological framework in which it can
analyse and interpret based on semiotics theories in order to propose a perspective
with which CBS can be systematically analysed. This study will consider the
systematic framework for the CBS based on the semiotic theories of Saussure and
Peirce. In addition, this study will define the concept of CBS as a theory based on
semiotic inquiries that deal with issues involving communication between people.
Figure 1.2 is laid out as follows in order to propose a new conceptual model based on

the order of the research questions.

1. city image city design
City brand
I
city identity
R KTl e

City brand
3.
/. USRS - E— " "\ semiosis
{ ! City image
3 ity i {| i : ! N
i chyleige  chydssion| ! 00(\@“ (mythical)
cﬂvlfrand semiotics ¥ \ City identity —> ggréceptual
| %
] 1t Idenit ™ City design /
\ cly / (sustainable)

Figure 1.2: The evolution process of research questions
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As shown in figure 1.2, this study examines the interaction between city image, city
design and city identity, which are elements of CBS. In addition, it studies the
interaction and influences of the three components through which city culture is born.
The interactions that form city culture play a role as the basic elements of CBS. By
introducing semiotics based on semiotic analysis, the image of a mythical city is
created as content, and a tangible city design is created to establish overall city
identity and create CBS. Therefore, a new CBS process is established through a

semiotic perspective.

1.7 Structure of the Thesis

This thesis contains seven chapters arranged according in the following sequence:

1. Chapter 1 - Introduction: This chapter introduces the research background and
issues of this research. In addition, it describes the research development and
research goal, and explains the purpose of the research aim, objectives and the

method of the research questions.

2. Chapter 2— Literature Review: This chapter reviews the literature concerned
with city brand and conceptual models for CBS which are city and semiotics.

a) To investigate the definition, perspectives and theories of city brand.

b) To identify the conceptual models, elements and concepts of city brand and city
image within a semiotic perspective.

c) To develop the conceptual models and theories of semiotics for strategic approach

and city branding.

3. Chapter 3 — Research Methods: This chapter focuses on the primary research. It
describes the criteria within the framework of research and how all the primary
research is conducted. Furthermore, it explains the criteria through the validation

methods; how the validating process is conducted according to the results of the

10
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validation and final conceptual model.

a) To state the research strategy.

b) To describe the characteristics of interview research on the research strategy.
c) To illustrate the characteristics of case study on the research strategy.

d) To analyse the case studies through SSM

4. Chapter 4 — Semi-structured Interview (The first step): This chapter presents
the results of the semi-structured interview. It verifies the basic assumption of this
research which is the importance of a conceptual model and city branding
perspective within the semiotic process from the qualitative research feedback by
experts. To do this, the information is analysed and discussed in order to address the

seven research objectives through a statistical analysis method.

5. Chapter 5 — Case study (The second step): In order to investigate the main
model of this research which is the relationship between city design, city identity and
city image and city brand through the case studies. To do this, the contents of the
case studies based on this research selects and analysis about case studies. Provide an
analysis of the selected cities.

6. Chapter 6 — Key issues and Discussion: This chapter investigates the main
conceptual model of this research which provides a practical analysis and application
of the conceptual model this study suggests to key issues. In addition, in the
configuration of the relationship between city elements and city categories, this
research applies the proposed conceptual model and provides an in-depth analysis of

communications between each one.

7. Chapter 7- Model formulation: This chapter illustrates the formulation process,
the relationship of key issues addressed, and the new conceptual model for the city

branding strategy and its implementation.

8. Chapter 8- Feedbacks and Modification (The third step): This chapter

analyses and discuss of the feedback from the validation questionnaire by experts. In
11
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order to validate the conceptual model, how the validating process are conducted,

results of the validation, and the final conceptual model suggested.

9. Chapter 9- Conclusion and Recommendation: This last chapter provides a
summary and discussion of the main issues of this study and points out the
conclusion derived as shown below:

a) The study findings and outcomes of the proposed model.

b) The new approach method is validated comparison with precedent research.

¢) Limitations of this research are discussed and provide opportunities for future

research.

1.8 Research Contributions

This research aims to provide two key contributions as shown below:

1. The conceptual insight into the semiotics perspective of CBS : The study on city
branding does not stop at theory on city marketing, but rather aims to understand
fundamental ideas and structural elements to provide a more comprehensive and
structural theory. A semiotic analysis is for how cities exist as per the mutual
relationship and interaction between cities. This also proves its feasibility in
identifying the semantic generation process that various properties of cities possess
and the components and structure of cities. Thus, the significance of this study is in
that it presents the need for a semiotic approach method to understand all the signs

that arise in a city by branding a city, and provide a theoretical idea of a new CBS.

2. The new model of CBS purpose based on semiotics perspective: The CBS idea
model presented in this study can be provided as a potentially useful idea model for
city analysis or city planning. The presented CBS idea model can help to aid
understanding of the interaction that arises when branding a city and makes analysis

of importance possible. The model proposed has a self-evaluation standard and can

12
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be used to support more manageable and sustainable CBS.

Thus, the purpose of this study is to create a continual city environment with fewer
mistakes and developing cities with a greater basis on theoretic studies in order to
study the fundamental theories of city design. Furthermore, this study will propose a
methodological framework in which it can analyse and interpret based on semiotic
theories in order to propose a perspective with which CBS can be systematically

analysed.

13
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Chapter 2 Literature Review

The Chapter 1 laid the foundation for this thesis, describing the research motivations,
aim, objectives and specific research questions. The research aim is to “develop a
new conceptual model of city branding based on Semiotics of cultural characteristics
of the city.” This chapter reviews aims to fulfil objectives No.1 and 2 (see Chapter 1).
As a result, this chapter is composed of four parts: 1) review an overview for the city
brand development, 2) theories and models of semiotics process, 3) the concept of
city branding strategy, and 4) the conceptual model for city branding process. In this
way, the definitions and established theories for city branding and understand the
concepts of city branding through semiotic perspective. Finally, this chapter

concludes with a conceptual tool for the city branding that are to be addressed.

2.1 Overview of City Brand Development

Since late in the 20™ century the importance of brand has been increasing, and
through scholars such as Aaker (1996), Kotler (1996), Keller (2008) along with
many researchers has led to the introduction of brand value, on which each product’s
discrimination and economic power depends. In recent years, the practice of taking a
country or city as a place (Kotler, 1996; Anholt, 2005) of study for research of the
“city brand” has progressed actively (Kavaratzis, 2004). This type of study should
build city brand on the basis of differentiation with other cities, making CBS a

driving force of city competitiveness.

The word “city” refers not only to an administrative space where people settle to live,
but to a dynamic “user oriented space” which has an emphasis on the social
relationship and culture of the city’s user. In added, the city, as a subject of study has
diverse values. These include the symbolic value attached to it by its residents and
outside observers, the value of its services from the point of view of the tourist

14
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industry and its value as a residing place for citizens. Each of these values
contributes directly to the city’s significance. In this way, a CBS provides a

movement to heighten and justify these diverse values and meanings.

In this Chapter 2 for the Literature Review, the development of a city through a CBS
on the basis of theoretical consideration has been aligned with a product brand
strategy of business and marketing. Moreover, the study of the practical principles of
brand strategy is observed through the process of semiotics. Semiotics is a
philosophy applied to understand and analyse the existing condition of people and
culture (Barthes, 2000; Eco, 1968; Kim, 2005). In this study, semiotics will be
positively applied to CBS as a theoretical consideration and method. The procedure
of the research shown in figure 2.1 is established to address theoretical consideration
and strategy for products and services through the application of semiotics as a
theoretical concept for the city brand. In addition, the CBS is influenced by factors of

city and city brand.

Procedure of Theoretical Research

4 e L Y
[ Semiotics J
~,

~ ~,
- - ~ -
__________ P "

Elements of City |—>Theoretica| Background of City Branding 4—| Elements of City Brand

&

City Branding Strategy

Figure 2.1: The procedure of theoretical research
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2.1.1 The City Marketing and City Branding

Interest in city marketing has increased, as the spatial movement of people and
capital has become freer. As a result, competitions among cities to attract visitors
have begun (Lee, 2003; Hankinson, 2004b; Anholt, 2005). Since the Industrial
Revolution, many industrial cities have experienced a deterioration of city
environment and many city residents have moved out due to the stagnant economy.
In response to this many city councils actively started to execute strategies to restore
these cities (Harvey, 1993).

Since the 1960s, the efforts to move into Postmodernism of diversity out of the
standardised frame of Fordism, the centre of mass production, electronic, service,
finance, culture, evolved knowledge information industries which have become the
core of regional competency (Banerjee, 2008). In these social circumstances,
governments have started to strengthen city marketing activities to heighten the
product values of the city in order to attract visitors and tourists to improve city
competitiveness (Wilkinson, 1992). The foundation of the theoretical concept of city
marketing has been based on the theory of product marketing and developed into a
marketing theory for cities in the field of business administration (Ashworth &
Voogd, 1990; Hankinson, 2004a). Kotler (1996) also ultimately views city marketing
as recognition of a city as a product that includes all factors of a place that fulfils the
needs of people, and considers place capital (physical structure, public services and
aesthetics of the city) and characteristics and factors that make up a place. Moreover,
Burgess (1982) stated that city marketing is a strategy to do better than other cities in
competition, and all activities that productise and sell a city space with positive

image factors of a city so it can develop attractive points of interest.

Rather than dealing with the city image overall as a method of sales, city marketing
focuses on specific places, products or certain consumer clients for city promotion,
campaign, festival event and development (Geyonggi, 2007). Moreover, city
marketing is a commercial marketing activity that sells and exchanges city spaces for

capital, and seeks to attract both visitors and residents. In other words, city marketing
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Is a strategy to deal with residents, enterprise and visitors as the target market and
attract them through promotion combined with values of sales and a city
environment. Thus, city marketing can be regarded as a survival strategy to survive
among different competing cities with an objective of making profits in a city

environment.

On the other hand, city branding is fundamentally different from city marketing in
that it deals with a city from a holistic perspective. The fact that brand strategy
ultimately reflects marketing theory can be found from the point that the concept of
marketing includes actions to create profit through products in the consumer market.
However, city marketing focuses on individual product promotion (as the selling of
city), but city branding is different because it takes place within a communication
system that closely connects overall city image and identity (Kavaratzis, 2004,
Hankinson, 2004a; Kavaratzis & Ashworth, 2005; Geyonggi, 2007). Moreover,
brand strategy and marketing strategy are dissimilar in that brand strategy has a wide
range and a communication dimension, which distinguish it from marketing strategy
(Kavaratzis, 2007). City branding is a strategy that raises a city’s asset value, grants a
positive character to the city and creates a brand personality unique to the city which
wishes to exert a humane influence (Fournier, 1998), thereby branding through a

positive communication with city users.

Thus, city branding is a strategy to build a positive and lasting image of a city with a
strong emphasis on management to heighten brand value of a city. The fact that it is
not simply promotion of a city to attract tourists and create a financial profit, but the
image value recognised by those who consume and use the city is the most important
factor that differentiates city branding from city marketing. In other words, while a
marketing strategy expects direct profits by focusing on consumption and sales of a
product, branding strategy focuses more on constant communication with its
customers (Hankinson, 2004a). Moreover, city branding develops tangible resources
for a city such as festivals, events and scenery. It also develops intangible resources,
such as identity, and positive images of the city to make it attractive to its users. This

characteristic can be defined as CBS, and a diverse and comprehensive idea of a city.
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Currently, most nations with high national awareness including the U.S., UK.,
France and Germany are aggressively working on city brand strategies under the
leadership of government departments. They perceive that city images are directly
associated with city competitiveness. The administrative government units develop
and manage strategies for city development. For example, the Ministries of Economy
activate economic development of each region and the Ministries of Culture
encourage and support publicity activities in domestic and foreign countries and
promotion activities for culture, art and city development. Not only do they have
essential influence on city management activities, but also mediate and balance
understanding among the interest parties of the cities. Academic groups,
governments, companies and related associations that play leading roles in
establishing city brand policies set up political direction by presenting direct and
indirect opinions and related materials (Choi, 2009). Their role promotes cities to be
recognized as place brands by solving city problems and improving their qualitative
values. With this dynamic policy direction, cities enhance the pride of residents who
are the internal stakeholders by improving their lives and increase brand values as
well-managed investments from external stakeholders.

The develops a driving force which builds bridges for understanding and balance
between governments and stakeholders, and results from the use of cultures and
resources that cities possess. Cultures and resources of cities provide the components
which determine their images and identities and such assets maximize the effects of
city brand by directly creating profits. Therefore, the cultural resource of each city is
performing the connecting role to establish identity and image.

As such, the assets component of the city is delivered to the targeted related subjects
such as the stakeholders who are the member of city, such as investors, visitors,
residents, businesses. It can also be said that some city branding practice, rather than
concentrating on a city’s specific location or a specific client sector, focuses on the
core identity that can incorporate the city’s concerned parties. For example, through
slogans which express the identity of the city image such as Hong Kong’s ‘world
level business hub’, ‘I love New York’, and ‘Seoul heading for the world-Hi Seoul’,
each country delivers its city image to the target (Lee, 2008). As such, slogans
defining the image and identity of city perform the role of efficient marketing.
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According to Kotler (1993), it is a strategy and a tool that further builds upon the city
marketing concept by realising specific locations as a product and through
cooperation with various concerned parties, facilitates the regional economy and
raises the value of the city for the investors, residents and visitors through the
development of its environment, image and various infrastructures. This forms the
foundation upon which the concept of city branding in cooperation with the city’s
concerned parties is found. By stimulating the formations of close connections
between the city’s industries, tourism, culture and environment with the city’s overall
image and identity, it stimulates the integration of CBS system. Moreover, city
branding strengthens a city’s own unique image and identity by developing all
relevant elements of the city into its assets that can be physically realised, thereby

maximizing the resultant city marketing effect.

For the above reasons, city marketing and city branding are interrelated and therefore,
it can be said that CBS founded upon the basis of city marketing is a core strategy in
improving a city’s competitiveness on the world stage. It can also be added that city
branding is a combination of all values such as environmental, historical, cultural
assets with attractive and redeeming characteristics that are unique to the city.
Furthermore, city branding can play a central role in a city’s management strategy
for improving its quality by raising its brand value through a process that integrates
significance into the contents of a city by which its identity can be established. A city
builds upon various strategies defined by its vision and direction. City infrastructure
such as culture and tourism as well as those perceived to be assets by its main
occupants, the city users, play a crucial role in city branding. The establishment of a
city’s identity through aspects such as culture and tourism leads to the concept of city
branding that is developed from the city marketing.

Through CBS, it is possible to achieve a position where both the city’s insiders and
outsiders are satisfied with planning a city vision that is both future-oriented and
sustainable. Hence, it allows for a city image distinct from other cities to be
established, and boosts its tangible and intangible assets while strengthening the

cohesion among the city users. Through this process, the awareness of the city is
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improved and its competitiveness strengthened through a differentiated image and
identity. In addition, this results in a highly prospective vision for its future which
facilitates investments from industries and the government thereby ultimately
establishing a single “Brand value”. Therefore, the CBS serves as a communication
medium for the people by allowing the city to project either directly or indirectly
various experiences based on its overall culture, image and environment.
Furthermore, such a tangible and intangible method of establishing the relationship

can be referred as a strategy for creating a single, combined brand value for the city.

Therefore, CBS is a city strategy to maximize attraction of a city by improving its
environment and image. In other words, CBS can be understood as an evolved
concept which embraces the features of city marketing. The CBS concept that this
thesis wishes to establish is portrayed in figure 2.2.

City Branding

Brand personality and Brand equity: Communication with city users

— City's brand value strategy, Making an attractive city

City Marketing

City space sells and productises.

All activities that productise and sell a city
Create a financial profit

— Regarded as a survival strategy

Figure 2.2: The concept of city branding
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An investigation of city branding current practice from five selected famous cities
indicates that it is addressed differently and there is no agreed common model. A

table of the city branding practice is as shown below (see Table 2.1).

Table 2.1: The city branding current practice

City Public department responsibility Current practice

International city, Management by Brand HE

I5D: Information Service Department _
Hong Kong - N ¢ I (Promotion through Web Page)

Paris OTCP: Office de Tourism et des Conges de Paris | Tour promotion. event. festival exhibitions

TCVE: Tokyo Convention Visitors Bureau

Tokyo Tourism, High technology, Shopping. Animation
Tokyo provincial government building .
Chicago Department of resources environment A green environmental design of the city
NYC & Company : Department of tour, NYC Tour marketing through promotion & advertisement
New York : L g 5 & = ’
Marketing (Pertormances, landmarks, shopping. tour)

Based on the city branding concept proposed in figure 2.2, it is discussed in further
detail in the following section.

2.1.2 The Definition of City Brand

A brand strategy had originally has been limited to the areas of business and
marketing but the concept of brands has been expanding and has been implemented
increasingly as a business tool over the last few years (Aaker, 1996; Dinnie, 2007,
Keller, 2008). The term of brand is initially used as a means of distinguishing one
product from another. It begins as a function to offer the name, origin and related
information of a product to the consumers (Keller, 2008). After that, with the
development of industrial economy and heightened quality of consumer needs, the
concept of brand expands gradually and rises accordingly in its importance. In the
same way, amplification of brand concepts has been expanding across states, cities

and even religions, which have, as a result, become interrelated.
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The AMA (American Marketing Association, 1960) offers a similar definition of a
brand as a ‘name, logo, term, sign, symbol and design in a combination intended to
identify the goods and services of one seller or group of sellers and to differentiate
them from those of competition’(Dinnie, 2007:14; Keller, 2008:1). Other scholars
defined brand as that which sellers use to distinguish the product or service from
those of their competitors through use of symbols (Aaker, 1991; Kotler et al, 1996;
Keller, 2008). Kotler (1996) presents meanings of a brand as attributes, benefits,

values, culture and personality by the user dimension.

Accordingly, Hankinson’s journal paper (2004a) organises the opinions of many
scholars about a place brand as follows: Bergh and Braun (1999), and Ashworth and
Voogt (1994) agree that the level of a place is set and differentiated by marketing
Anholt (2003:214) defined place branding as “a plan for defining the most realistic,
most competitive and most compelling strategic vision for the country, region or
city” (Ahmad et al., 2003:214). Therefore, through consideration of the concept of
brand offered by many scholars and the AMA, brand can be defined as a means to
identify and characterise a product in order to distinguish it from other products
through various factors. In other words, it can be understood as a holistic corporate
body that uses brand as a tool of differentiation with other competing products to
create certain values and uniqueness. According to Anholt (2003:215) characteristics
of city brands can be divided into six categories and presented in a plan for CBS.
Detailed contents on each item reflected in the hexagon diagram in figure 2.3 are as

follows:

Tourism Export brands

Foreign and

People
P domestic policy

Investment and

Culture and heritage immigration

Figure 2.3: The hexagon analysis figure by Anholt (2003)
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Table 2.2: The elements of Branding places and nations by Anholt

Various events including the tourist industry are the most frequently expressed
Tourism elements._ These are requirements of the attraction of outside visitors and the
facilitation of the local economy.

The most important component among all others, for brand is human beings. They
are citizens. Citizens residing in cities are stakeholders with a great deal of

People attachmentto the cities and are independent elements providing creative ideas and
being capable of communication._ Citizens play the most important role in delivering
the brand.

These are assets increasing the event elements of a city brand. Through cultural
environmentand elements of inhentance, diverse brand stories are created. These

Canure 3. Herltaga are elements which can provide investors, enterprises, foreign delegations, and
artists with positive brand images.
This is the foundation which enables citizens to benefit from entertainment facilities
Investment within the city, quality of infrastructure, level of education, opportunities of business

activities, perception of advanced technologies and attractive environment in the
context of society, economy, education and cultures.

This mediates citizens’ welfare and at the same time is assessed by the satisfaction
Municipal policy | level of improvement of the quality of life of the citizens and also by the capacity of
the city's leadership and diplomatic abilities.

Cities and businesses produce synergistic effects developed from the mutually
Export Brands beneficial dimensions. Munich and BMW, Atlanta and Coca-Cola, Paris and L'Oreal
and so on are all direct associational effects between cities and business.

The hexagon analysis figure that Anholt has presented implies a critical message in
representing a certain standard used for external evaluation of cities and today’s CBS.
However, it is not easy to set up a practical brand strategy with those attributes
suggested by Anholt, as it deals only with functional elements that are externally
visible and it lacks an approach in terms of the principle that considers fundamental
attributes of a city. City space is an aggregate of complex and various elements,
formed on a foundation of culture. Accordingly, it is important to understand and
evaluate cities by forming a more fundamental approach. As Hankinson (2004a)
mentioned, the concept of city branding should be recognised as a built up a city’s
asset and development access assigning a value of the city. It is important to realise
that an effective CBS can be set up on the basis of understanding basic city life

consisting of essential clothing, food, and housing and city space within the minds of
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city residents.

Cities are multifunctional (Hankinson, 2004a) as composed of a complex system of
semantics. This system is founded on the basic elements of human existence, in other
words, essential clothing, food and housing, and from each of these, a further, more
complex system of semantic elements. In this way, city is formed through our
capacity as humans to form concepts in relation to physical objects (choice,
preferences, knowledge and so on) which go beyond their basic functions (see Figure
2.4). Thus, the physical space of the city is adapted through the minds of its residents
(Moughtin, 1996).

Opinion

Choice
National Identity \ /
\ Basic Elements

Preference

Customs——

_—
/ \ Location

Figure 2.4: The signifiers derived from basic elements of the city

The brand is explained through names, symbols and slogans based on the common
research features. However, these are not important in themselves but the studies
commonly recognise that they comprehensively deliver the benefits, values, cultures
and personalities in relation to a city. Kavaratzis & Ashworth (2005) in their thesis,

claim that a brand strategy goes beyond a logo or slogan, and emphasises that a logo
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or slogan is an implementation tool of space (city) branding, rather than a strategy
itself.

In addition, when approaching a ‘city brand’ based on the general brand process of
enterprises or products, a city brand can be said to be constructed based on a
collection of specific additional elements such as landmarks or events used for the
purpose of differentiation from other cities through elements of assets held by a
specific city. However, it is not enough to fully represent the characteristics of a
brand strategy. This is because CBS should be understood as a semantic system; a

composed complex, rather than as a set of separate individual functional objects.

Organising the concept of a city brand based on the city concept and attributes, city
brand constructs the city as a strong brand by systemising the interrelation among a
combination of factors in a city to distinguish its characteristics from those of other
cities including environment, history, administration and culture peculiar to this city
(Churchill, 1985; Mommaas, 2004). Furthermore, city brand can be defined as an
assembly of tangible and intangible assets differentiating a city from others such as
natural environment, historical features, culture, attributes, personality and values
(Graham, 2002). The formation of a brand based on questions such as what are the
city’s cultural meanings and how such cultural meanings transfer to and from brands
is important in providing positive attitudes or perception of citizens with positive
elements. An assembly of tangible and intangible assets formed based on the
maintenance of recursive and continual association with positive images is the

driving force to secure city identity (Anholt, 2003; Bailey et al., 2004).

Such a concept of city branding naturally constitutes the city’s identity through
which the city’s brand is established. In other words, the concept of a CBS should be
understood as an expansive and comprehensive idea that connects overall city image

and city identity, instead of having one specific image of a city.
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2.1.3 The Definition of City Culture

Cities throughout history have raised fundamental questions about their identity and
have consequently established developmental strategies. As the quality of life
improves, city development pursued through interest in cultures and economic
development has come to be applied as an important strategy in terms of national
policies (Mommaas, 2004). Gradually these are associated with policies of cultural
industries and lead to city culture strategies which aim to present their own identities
(Jeong, 2005; Gyeonggi, 2007). A good understanding of what city culture means to
this paradigm is required when looking into the various types of city culture and
development directions.

The 21st century is an era of cultures and along with emphasis on cultures comes the
characteristics of orientation in cultural values. Until the 20™ century construction
and lifestyles focusing on chaotic politics and development of industry and economy
were executed by war and ideology. However, from the late 20th century as the
advanced countries have acquired an abundance of information and wealth due to
improved quality of life, economic changes, political evolution, globalisation and
information technology, people are more inclined towards ‘values of culture’ which
take spiritual affluence and virtues as more important (Hall,1998; Miles et al, 2000).
The shift of paradigms from politics and economy to cultures is a movement to
construct the culture of cities as well as renewal of recognition of cultures, and has
come to work as a momentum to recover cultural identities from advanced countries
to less advanced ones (Miles et al., 2000). In today’s times of transition from industrial
to cultural paradigms, there are attempts to solve various social problems through

design factors.

As a city is a compound consisting of ways of behaviour, history, tradition and
physical landscapes, an understanding of the culture of that region is required in
order to fully understand it. Therefore, a city should be initially understood through
the basic attributes of its culture. Though it is not easy to define “culture” due to its

far-reaching meaning (Eagleton, 2000), this study endeavours to establish a
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definition. According to the Oxford English Dictionary, “Culture generally refers to
patterns of human activity and the symbolic structures that give such activities

significance and importance.”

According to Raymond Williams (1921~1988), a culture is largely explained in three

ways as below.

First, a culture is a general process of developing intellectual, spiritual, and aesthetic
capabilities, second, it refers to a specific lifestyle of a person, an era, or a certain
group, and third, it refers to intellectual products, intellectual behaviours, especially
artistic activities (Storey, 2006:1). Moreover, Tylor (1832~1917) who was an
English anthropologist provided an all-inclusive definition which is one of his most
widely recognised contributions to anthropology: Culture, or civilisation, taken in its
broad, ethnographic sense, is that complex whole which includes knowledge, belief,
art, morals, law, custom, and any other capabilities and habits acquired by man as a
member of society (Tylor, 1920). Therefore, it can be illustrated that culture begins
when some artefacts are changed by nature as natural aspects of the conflict. A
person’s desire to pursue a more rich and convenient life becomes a driving force to
constantly develop culture and this desire is passed along by a sign. In that sense, this
sign is changing our life as a spokesperson as well as a problem solver of culture.
Such a sign fills the role of an instrument as well as a means to convey cultural
information in modern civilised life. In other words, culture is developing and
sharing in the process of communication of signs with people. Culture is created

directly by humans, it is the natural result of a number of human processes.

To sum up, culture can be considered as the whole set of values, faiths, lifestyles of
human beings, biological remnants of traditions and history. In that sense, the culture
can form *“Man-made communities”. For example, man-made objects, such as
building in a city, will result in the formation of a series of concepts, including
knowledge of the history of the building and opinions on its appearance. These
human-formed concepts contribute to the formation of a city’s culture (see Figure
2.5).
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Knowledge
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Develops naturally from human formed concepts

Figure 2.5: An example of a man-made object

This concept of culture forms the infrastructure of the city, and plays a role to
improve the city’s image and competency, while influencing the quality of residents’
life and establishing the regional identity to form a system of meaning for the city.
Concept of culture may be comprehended as a meaning of all things shown from the
start of artificial acts to natural phenomena. Furthermore, the understanding and
analysis of a city should start from the perspective of understanding the culture of
that city, since it is a typical ‘artificial community’ made by people. Definition of
culture may be comprehended as a meaning of all things shown from the start of
artificial acts to natural phenomena. Because, the city is a typical ‘artificial
community place’ made by people, city communities can be said to be man-made as

they are the result of a series of actions performed exclusively by humans.

As culture is of importance in the 21% century, cultural production has become a
major factor of economic activity. In this way, citizens become culture consumers,
and culture works as a product of consumption (Sparke, 1986; Baudrillard, 1991;
Miles et al., 2000). Culture affects human life and lifestyles influence culture,

forming an acclimatising circular relationship. A city is a space where human beings
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live, construct behaviours and perform economic activities. Cities are formed based
on such cultures and repeatedly undergo changes. The city needs to increase finance
and merchandising to give meaning to this space and establish the identity and the
meaning in addition to productive activities (Dinnie, 2007; Bae, 2008). A city forms
an irresistible force relationship with its culture in the sense that the latter impacts on
city life style and vice versa, which, broadly, results in a cyclical correlation. A
culture works as a phenomenon that affects, controls, and regulates behaviours
(Suttles, 1984) and this comes to possess values functionally as a means of

communication.

For the culture of a city to become visualised into a symbol in this time trend so as to
produce city culture effect, a carrier of design is required. The joining of a city and
culture, as seen in the word combination itself, interact with each other.

“City + culture = City culture”

This can be interpreted as two meanings that co-exist and form an interactive
relationship. In addition, in the Encyclopaedia Britannica, city culture is defined as
"any of the behavioural patterns of the various types of cities and city areas, both past

and present.”

Every state and city has its own original history and culture. Developing culture and
adding the values to it will work to facilitate a local economy (Banerjee, 2008).
Furthermore, a culture in the city implies a cultural identity for social, economic and
historic reasons and this cultural identity directly relates to a national identity. In this
way, a city has to have its own culture to differentiate itself from other cities and to
possess a creative uniqueness of its own. Moreover, various events in the locality,
marketing publicity about cultural assets and values based on the history can be said
to be essential elements for city branding (Banerjee, 2008). However, it is most
important to recognise the local community as an enterprise of product development.
In this way, local specific cultures, history, traditions are made into products and
efforts are made to turn them into brands. Therefore, because culture can take a

symbolic posture with CBS, this can establish an international city economy and
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work as a major element to make a city identity.

Furthermore, culture in a city works to bind the times or a group in a specific way
(Suttles, 1984) and in the process becomes the “public” as collective representations.
Here, the reason that a city’s culture has a public nature is because common life style
and thinking style are predominant as cultural forms in a city. This needs a
communication process that can share public spirit in order to make a value system
after constructing an administrative system and actions of people in the city space
with public spirit. This communication process may work as a means to help
understand and analyse the relationship between each of these elements by

interaction of one object and another.

Through the consistently changing processes that individuals go through in order to
learn society’s rules and ways of life, a unique cultural environment is created, which
will be handed down to the next generations. Such human behaviour forms back
culture. This circular relationship is transmitted to us through a communication
process. This circular process shows aspects which change the subject to the object
and the object to the subject. In the past the people lived better lives than the
development of cultural life and development aspect, but at present this has become a
phenomenon of changing and learning patterns of behaviour of life for the cultural

life. A diagram of the converted aspect is shown below (see Figure 2.6).

Culture
A

SUBJECT OBJECT

People === Civilisation The early era

Civilisation == People IThe present era ‘

v

Culture

Figure 2.6: The role of culture between people and civilisation
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Culture is an axis connecting people and civilisation. While people are being
influenced by civilisation made by people, culture plays a prominent role at the core
of it. A city; a model of the phenomenon of civilisation, is constructed by people, and
at present, it influences people and makes them learn all things such as the
behavioural pattern, a norm, a custom and so on. All elements of the city are directly
influenced by actions and thoughts of people because of a city’s involvement in
people’s life, and this image of people’s life is shown again as an element of city and

forms the image of the city.

This view point can be found in the communication theory of Fiske (1990: 90-91).
He declared that “we are a science-based culture. The dominant myth of science
presents it as humankind’s ability to adapt nature to our needs.” Therefore, it is likely
to solve a problem, however, it indicates the perspective that science rather causes
more problems than it solves. Moreover, the dialectic viewpoint about object,
presented by Benjamin (1892-1940) can represent from the point of view like this.

Thus, culture is influenced by the city and the city is formed through the culture.

Therefore city culture may be regarded as:

a) That which is created through physical media with various constituent elements of
the city both tangible and intangible.

b) Used as a medium to create a relationship between a city environment and the city
users.

c) Seeking to provide a satisfactory life through a sustainable environment to the city

users.

This concept of city culture forms a vital consideration for city branding, as the
physical environment that is created needs to accommodate the mind of its residents
and visitors. Such attributes of the concept of culture are formed on the basis of
various elements of a city. Thus, culture and the city develop and solidify a friendly
interactive relationship. Therefore, an understanding of culture and its relationship

with a city is directly connected to our civilised life, naturally undergoing a
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communication process while coming into contact with modern life. This is city life

and this communication process is linked to multi sided analysis of city culture.

2.1.4 The Relationship of the City Design and Culture

As culture is used as a medium to create a relationship between a city environment
and city users, an artificial process called design emerges in the city environment.
The role of design in the city space is transmitted to the city users through physical
media with various constituent elements of the city which are represented as tangible
or intangible. The ultimate objective of city design is to provide a satisfactory life by
combining the subject, a city, and the action and the city’s design, to create a
sustainable environment (Kim, 2008). The effort of city design to create a sustainable
environment is not limited to solutions of visually aesthetic landscapes but extends to
social, cultural, psychology, economical and humanity areas. Through the extended
remit, city design can become aware of a series of cultural dimensions blending into

city lives to form a city culture.

Sparke (1986: 205) who is British design theorist, describes the relationship between
design and culture below. She explained that over the 20th century as a whole, a
cultural sense of values of all the categories and dimensions presented in political
ideologies or social activities and cultural activities or economic realities penetrate
into designed artefacts through a number of infiltrations, and such artefacts deliver a
sense of values through visual forms which can be perceived. Moreover, she stated
that the design future’s philosophical disposition would be pluralism and concluded
that ultimately such pluralism which is based on an integrated system would be to
enhance the quality of life by putting all the social and psychological functions of
human beings together.

Thus, the culture constituting a city has a multidimensional tendency, and is

visualised through a carrier called design. If city design is said to be a virtual
presentation of cultures, city design works not only for creation of sustainable
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environment but also for provision of various cultural services to the city users and
creation of economy. Furthermore, the culture having various features including life,
environment, and so on always has restrictive conditions potentially influencing
design (Sparke, 1986). This is because a city’s design is decided, depending on its
cultural limits. This naturally leads to an issue of the city’s identity and city image
(Julier, 2005); the physical environment visualised by design forms a close
relationship with culture and this relationship remains subordinate. Culture
represents the identity of a group, and the medium to visualise the identity is design.

Thus, the overall image of a city takes shape by culture and history or life and a
medium expressing them becomes a city design (Lynch, 1960). The interrelationship

between cultures and city design is shown as the Figure 2.7:

. . Informs
City Desigh €——————— Practical behaviours

infarm
Outsider’s perspective Ls_) City image

gives valueto ) )
City identity €—————— City equity

make up .
Multidimensional aspects ——> City culture

Figure 2.7: The conceptual structure of Culture and City Design

The culture of a city will control this city’s identity. City design reflects city culture
while city culture represents city identity. Moreover, city design can be represented
by practical behaviours, while city culture by its nature, remains intangible. City
culture is represented by city design and influences city identity. This role is

multidimensional as it can influence a city identity and image (Lynch, 1960: 8), as
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people will associate specific aspects of this culture with the city itself, and
furthermore, it will influence future city design, as this can be visualised through the
existing culture of the city. The design of a city represents tangibly its practical
behaviours, such as public facilities. On the other hand, city identity can be
established through tangible objects or the intangible associations that city users and
outsiders have with them. Both of these aspects bring important value to “city
equity”. Incorporating the cultural associations that the city either already possess or
could possess in the future. City image informs an “outsiders” perspective of the city,
based on the associations that have been transmitted to the outsider through the
media, and the experiences of others.

Cultural ideologies (Storey, 2006:2) of each city are concepts bringing about
organisational systems of thought highlighted by a certain group and work as
important concepts in city design in the areas where communities’ collective
behaviours are required. Ideology is, according to Turner (1987), the most important
concept in studying culture. Carey (1996) stated that studying British culture is
studying its ideology. Ideology takes an important role as a concept in city design
with a city that represents its culture. Ideologies are ‘practices of everyday life’,
systems (with their own logics and strictness) of various reproductions (image, myth,
thoughts or concepts) and people sustain relationships with real existing situations
through them. In this sense, ideology works to reproduce the social relationship
(Storey, 2003:2-4).

Moreover, as partial facts among features of ideologies are presented as whole facts
(Storey, 2003:3), cultural ideologies play important roles in city design. lIdeologies
are found in practical behaviours rather than thoughts and considerations in daily life
because regulations and customs work as elements making up a structure of city
design. In other words, ideologies are ways of maintaining relationships. Thus,
culture can be a catalyst of city that connects communication between past and

present times or traditional and modern generations.
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2.1.5 The Concept of City Design

Many design elements are necessary when branding a city. Symbol marks, logo types,
graphic posters and advertisements that expose a city and various design elements
such as architectural design and environmental design that make up a whole city
image come together to form design in the public sphere. Generally, the concept of a
city design refer to a series of processes that establish the city’s identity, plans and
designs the city image as a whole into an integrative city which is based on publicity.
City design must be designed for the public because it is an act that visualises all
tangible and intangible aspects that happen in public spaces. The most important
notion in the city design concept is the term “public’. It is defined as “connected with
ordinary people in general, not those who have an important position in society” in
the Oxford dictionary, and is currently explained as “obviously open to the general
public eye, the common good in society” since the 1970s by R.Senett (Kim, 2002).
Moreover, Kim (2002) stated that “it is differentiated from places privately owned
and refers to a limited space, namely, something artificial, such as general conditions
of human activities or organic life.” To sum up these ideas, the concepts of the public
space can be expressed as a space forming a common community via socially open

entries.

Kim (1996) also described another origin of ‘design’ as ‘desinagre’, whose
etymological structure is a combination of ‘de’ and ‘signagre’. An auxiliary ‘de’
means ‘to separate’ or ‘to take away’ and combined with ‘signare (sign/symbol)’,
comes to mean ‘to instruct a new sign by separating from existing signs.” The
meaning of design from this etymology can be “creation of a new sign by interpreting
existing signs.” The reason that this meaning which has not been so frequently
mentioned is important in that this provides an etymological clue which explains the
relationships between design and human life (cultures). The meaning of design used
in this research is based upon the second etymology and is characterised by practical

behaviours as “interpretation and creation of cultural symbolism’.
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According to studies of Kim (1996), the concepts of design include “a kind of

purpose-driven problem solution activity”, “creative activities to derive something
new and useful which were previously non-existent”, “appropriate solutions to reach
the core of genuine necessity in a series of special circumstances”, “decision-making
on uncertainties”, and “performance of very complex faith-driven activities”, and all
these commonly state that design is a certain “planning activity” for specific human
purposes. Bringing together the terms “public” and “design” forms a new paradigm
to make the design for the public one of the most socially prominent issues in the city

today.

Thus, it defines city design in the lifestyle context within the public sphere as
something that visually shows the association of the two big categories, life and the
public, through the media of design. These two existences are for the society of
individual lives and the public, and further studies into how the role of such public
systems comes to the users, in which way and with what meanings are necessary.
Early study on this suggests that a city forces environment, public places, rather than
private places, and a common way of life. A sub-system necessary for the public
sphere and access to utilities and services, social structure adjusting the behavioural
pattern and so on are facilities for the visitors from the microscopic point of view,
but they work as elements to decide on an image of a city from the macroscopic

point of view.

Therefore, the city design is comprised of various characters, and particularly,
urbanisation has further expanded the scope of public design. This is because a city is
a representative space of a social group where various needs and behaviours of
human life co-exist in the form of a community. In other words, a city is a space
which bears a differentiated boundary from a private space which contains
inhabitants, and also is established based upon a communication process associating
private relationships in multiple ways while maintaining its public sides. City design
at the forefront of these elements spiritually satisfies the citizens and works as media
to enable them to remember the city. Thus, a human-centred design, rather than

physical functions, is required for the case of public design, and particularly the
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relationship between the city and city users should be treated as important. It means
that the collective identity as the public good rather than individual satisfaction

should be expressed.

Behaviours of design are inevitable elements in the centre of cultural industry and its
meanings are evolving as the times change. Along with behavioural changes of
design from production centred to management driven, concepts are evolving in
terms of expansion of functions and areas. Thus, city design as a feature of the public
sphere inevitably becomes the most natural and significant theme of the times.
Reflecting upon the flow of the times, the emergence of the concept of public design
is a natural phenomenon and can be said to best represent the background of the

times of seeking new identities.

It is likely that the introduction of city design is a natural phenomenon that has
developed with the times, but it is also an important tool for the establishment of a
city image that is planned with an artificial strategy, as required by current times.
Creative and artificial efforts for city design can be understood based on the concept
of Baudrillard’s simulacra. Reflecting upon Baudrillard (1983: 6), who described
simulacra as: “an artefact that has made a non-existent object as if it was existent”;
the simulacra of a city’s image and identity together with the concept of simulations
from the perspective of a city can form the organisation that the simulacra of city
requires to produce artefacts. This creates the desired city image in a city space. This
image belongs to ‘simulacra’ as an artificially created image rather than as a

naturally produced one.

As Baudrillard stated (1983:6): “the images without original copies are substituted
for reality themselves, and the reality is governed by the images, which makes it
more real than reality” the images themselves measure city’s images, which are
regulated by identity, and the city image constructed thus far comes to us more
genuinely and coldly. It can be deduced therefore that a new city image is measured
based on artificial and creative characteristics and city image is defined by artificial

identity and city images that are established in this way are more realistic and feel
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more realistic than original city image. Moreover, as Baudrillard discussed the
simulation period is a step in that dichotomy where a substance and image were
separated and become one, namely, the ultimate identity of city makes city image as
the simulation such that city image as substance and city image such simulacra
branded become one. Thus, the city image reflected on today’s reality becomes a
disguised image, namely, the city image of reality artificially branded. Like this the
city image disguised is not natural and essential images but become images

artificially made and streamlined.

The image created in this way blends with the existing image of the city in reality
and with its image made for branding, going through the stage of ‘simulation,” where
all the images of the city becomes one, and finally producing the re-presentation
image of the city. Therefore, today’s city image has to simulate a positive and
sustainable city image that reflects the fundamental image of the city, and needs a

city design that can materialise the simulation process (Anholt, 2003:213).

Making a city image is not limited to public facilities visually appearing but making
an abstract image becomes more important to play a role in making the city’s identity.
City design develops into activities for city identity, city image and furthermore CBS
based on artificially made environmental products that are made in man-made
community places. In other words, CBS can be considered a whole artificial product
made by the times and man (Julier, 2005). Thus, city design becomes the most
natural and significant theme of the times inevitably and the city design to grow in

value leads to the image brand strategy.

2.1.6 The Evolution of a Concept for City Brand

As discussed in 2.1.2, cultures held by a city bear historicity of the past and present
and the environment held by the culture is restrained by the space such as a city or a
state (Scott, 1999; Mommaas, 2004). A city is a space reflected by historicity where
complex and diverse areas of culture, politics, economy, art and so on, co-exist. The
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concept of urbanism has reared up recently, bringing with it further opportunities to

implement a CBS.

As mentioned in the previous section (2.1.4), emphasis should be placed on public
behaviour in designing a city. This is interpreted through the living style of common
people over a period of time. Moreover, public behaviour is a necessary disposition
corresponding to a common denominator which is imposed by the public area of
society, the accumulated way of behaviour common to a city which is required by
society and performed by implication. The way of life resulting from it forms a habit
revealed unconsciously, which reveals a psychological disposition formed by public

behaviour and social enforcement through learning (Deleuze, 2004).

Since a habit is repetitive, mechanical and automatic, an individual behaviour
habituated in a social structure requiring publicity acts as a mediating mechanism by
which city design is planned. In a city, a desired actor who has the qualification to
initiate for the society is forced to practice desired publicity by acting desired
customs. In other words, action is affected by the city’s physical environment,
whereby culture has always been dependent upon something else (Borer, 2006).
Culture shapes action by defining what people want. People may share common
aspirations in the way their culture organises their overall pattern of behaviour. In
this sense, culture is more like a style or a set of skills and habits than a set of
preferences or wants (Swidler, 1986).

This way of deliverance of action required from society and city is delivered to
citizens or visitors through the action in the space as a city. That is to say, the
communication process going on in the city is a delivery process by which city
organisms send and receive their messages and information to create a common
image and exert influence on each other. Each action that takes place in a city
becomes a habit, habits become customs, and customs create a culture to make an
overall city image. The image that is accumulated in this way is expressed as a city’s
identity. However, how can an intangible and abstract city image be simulated to

create a visual city image? A phenomenon visibly expressing the image of city
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reveals its image as the city design that is the tangible form.

Simply stated the design of a city is the city image. The image of city is delivered
through city design, most of the delivery message mechanism of city design takes on
a visual form, which changes environment and gives order of life (Vale & Warner,
1998). For example, all sorts of public facilities like a traffic light are included in the
city design. Consequently, the delivered message of city forms ultimately the city
brand while playing an important role of building the image of city (Ashworth, 1998).
Thus, the space of city is a medium through which citizens and design are connected.
City design should contain messages intended to be delivered to citizens such as the
image of public behaviour of a city. The messages delivered by a city contain the city
information. This message is a city’s asset and the frame of the story the city aims to
tell as a narrative (Borer, 2006; Vale et al., 1998:1).

In order for this message to be delivered a CBS is needed. In the era of the CBS, city
branding means construction of a city image and identity. The main motivation of
successful CBS (the prosperity of city ultimately) is to consistently maintain city
images with economic production and strategic international public relations. A
sustainable city image differentiates the city from other cities and external interests
and pride of residents that come from the differentiation lead to value as a strong city
brand (Moughtin, 1996).

For these reasons, many of the worlds’ famous cities create their brands though
strategies emphasising or improving their city identity, for example, through logos
and slogan which deliver such images. However, elements required for these
processes should not stay as mere symbols and images but be able to play a role as a
brand element and become established as elements making a city itself a product.
Thus, when strategic branding methodologies are employed to publicise the city
brand they should enhance concerns regarding its composition through intangible
elements, such as space development and culture development including city’s

spatial image, environment and culture.
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2.1.7 Drive behind City Brand Development

A city in today’s globalised environment should be viewed as a unit of a sub—system
open to the world rather than an isolated administrative unit within a state (Gyeonggi,
2007). The modern city is becoming more complex and diverse due to the growing
tendency of globalisation, information, urbanisation and localisation and therefore
efforts to move toward city prosperity and development following these paradigms
are necessary. Changes due to technological developments, the flood of information,
Fordism and post-Fordism have brought about many changes all over the world.
Each country now makes efforts to emphasise and newly create their own unique

image amidst images that have become uniform.

It follows that competition among cities is becoming widespread all over the globe.
However, the city needs to be recognised as an independent brand to the product’s
brand image as a city which incorporates the city’s unique values (Hankinson,
2004b; Dinnie, 2007). As a result, a city creates value as a brand and the profit
thereof through the i