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Re-branding the city: changing the image of places and spaces
 

Principles and problems with re-branding of places and spaces

Brand

Originally a mark of identity – unmistakable ownership
Product differentiation - superior quality


First trademark in England – a way for customers to recognise a good product, even if illiterate.  Make a link between appearance/identity and content.
Place marketing:

· Assert individuality in pursuit of various economic, political or socio-psychological objectives

· Cities and globalisation - competition heats up; need to attract inward investment, visitors, highly skilled workers.  Footloose capital and workforce.  Tourism destinations easier to reach.  City authorities have to take an active role (Ashworth and Voogd, 1990; Boyle and Rogerson, 2001).

· Shape place identity, manipulate perceptions, and promote to specific markets


Kavaratzis M. and Ashworth, G.J. (2005) City branding: an effective assertion of identity or a transitory marketing trick? Tijdschrift voor Economische en Sociale Geographie, 96(5) pp.506-514.
Why create a brand image for a place or re-brand a place? 

This is how identity can be shaped.

Branding creates awareness – or changes awareness – and creates consumer demand for a product.  This assumes that cities are like any other consumer product: they have to be marketed in order to out-compete other places.  A tool in place marketing.
Quotation from Urban Land Institute: “Competition among cities is like riding a bicycle: if you don’t pedal, you’ll fall off. However, globalization is making us increasingly uniform, so we must construct and promote our difference in order to continue existing,” maintains Mirón.

http://www.uli.org/AM/Template.cfm?Section=Search&template=/CM/HTMLDisplay.cfm&ContentID=64176
Major assumptions: Places can be treated as spatially extended products and also that places are in competition in the same way that companies/products are in competition.   Return to this later.
Types of re-branding
Structural re-branding/re-positioning; re-branding using events/year of Culture, Commonwealth Games and other events unique to one city at one time; slogans 

Creating a new image for a place that is transformed or wants to be transformed – pulling out its best assets and qualities, what makes it special – not UNIQUE qualities – very little is unique.  It’s about distinctiveness.

Process of creating a brand
· Identify visual, verbal, experiential elements of places to communicate

· What are the main (3?) things that you want people to know about your place?

· Develop message and consider how to put it across to different audiences – internal and external; Forge associations between place and (potential) consumers so that consumers confidently recognise and appreciate the values that the marketers want them to perceive.  Brand image now known as ‘brand personality’ – a unique combination of functional attributes and symbolic values with which the target consumer identifies’ 


Hankinson, G.A. and Cowking, P. (1995) ‘What do you really mean by a brand?’ Journal of Brand Management, 3(1), pp.43-50, p.15.
Diagram from Kavaratzis M. and Ashworth, G.J. (2005) p.508.  Image of reality is always simpler than the actual phenomenon.  Marketing helps to structure the simplified version of place that people hold in their heads. 
Brand is the interface between product and consumer.

Brand and image: ‘Something that exists in the collective mind of the consumer’ (FT 2002)
Examples of city branding campaigns – good and bad

· ‘B in Birmingham’, ‘Birmingham: Europe's Youngest City’, or ‘Birmingham, The Global City With The Local Heart’; Oct 2007: announced new exercise 

· ‘Glasgow’s miles better’ – campaign of 1980s and 1990s esp. after winning ‘European Capital of Culture’ for 1990.
· Kingston-upon-Hull: 'The pioneering city'

· 'Uniquely Manchester'

· Nottingham: ‘Our Style is Legendary’ changed to just N

· Edinburgh: ‘Inspiring capital’ – went wrong when failed to buy domain name.

Example of Creative Sheffield – screen captures.  More than just a slogan: it’s a whole way of communicating about the city and what it has to offer.
Problems with branding

· Can cities be treated like products?  Complex phenomena, multiple identities, but branding tries to endow a place (product) with a more specific and distinctive identity.  The process leaves out more of the true nature of the product than is the case with a chocolate bar or an item of make-up.  More like a corporate umbrella brand than a specific product brand.

Need places to be recognised, perceived positively, consumed.

· Do cities compete in the same way as products?  Chris Urwin, Centre for Cities says that this latter assumption is flawed: cities perform in their own unique ways; they don’t compete as such.  Should spend more effort on nurturing existing strengths, not in wasteful, cut-throat competition.  Real results will come from developing a city’s assets rather than in promoting them.

Urwin, C. (2006) Urban myth: why cities don’t compete, Discussion Paper no. 5, Centre for Cities, London.
· Do messages ring true? Are the images associated with branding convincing or obviously superficial and selective?  Not a help to have a wide gap between expectations and reality, even though consumers do expect some exaggeration.

A slogan is not the same as a brand.  A brand is deeper rooted; a slogan is superficial.  
This is not always understood by people who enter into place marketing exercises (Hankinson, 2001).  Places don’t suddenly acquire a new identity thanks to a slogan and memorable logo (Kavaratzis and Ashworth, 2005).  Needs serious substance: leadership, collaboration, offer good experience of place, distinctiveness.

· Can everywhere be ‘world class’?  Massively over-used term, said John Till of thinkingplace, near Wakefield
The aspiration to go up market – does it amount to encouraging ‘gentrification’?  Appropriating spaces of the city to present them mainly for outsiders.

The Work Foundation: the specialisms and characteristics of individual places can help cities build and sustain a distinctive identity. The paper argues for three conceptions of distinctiveness: functional, physical and intangible. But it cautions against flashy iconic developments or image campaigns which are not based on an underlying reality.

http://www.theworkfoundation.com/Assets/PDFs/distinctiveness_final.pdf
Images of cities always focus on the flashiest, most appealing elements both old and new; highly selective.

Images are always selective – which scenes of Leeds would you choose to promote the city?
The re-branding of Leeds

Identifying a need for re-branding; The Vision for Leeds; Marketing Leeds  
Meetings 2002 re brand renewal of city
 ‘Going up a league’ Vision for Leeds 2004 – inappropriate aspiration

· are cities like football teams? Does the urban hierarchy work like ‘leagues’?

Not competing on a single criterion like football teams.  They may be first rank on several criteria, moderately good on several others and poor on others.  Ranking depends on scores and weightings for each criterion.
See Burt Sperling for extreme example!

· Leeds United sank down the rankings just as Leeds adopted this metaphor

BUT

‘If you don’t work to go up a league, you will end up going down one’ (Senior Planner from Gothenburg, Vision for Leeds workshop, July 2002)

The identity of Leeds?
An Agency Called England asked: ‘If Leeds was a person, what sort of person would it be?’

Response: A young male, friendly, your best friend, a really nice person to know, an ambitious person, living in a trendy apartment, driving a VW Golf GTi

Scott, Nigel (2005) ‘Brand loyalty’, Yorkshire Evening Post: Marketing Leeds Special Supplement, 27 September.

Leeds Live It Love It: The story of Marketing Leeds

Brahm research 2003 about perception of Leeds beyond the city and Cllr Blake comment about ‘hiding our light under a bushel – and hiding the bushel too’.
Old ‘brand image’ was the city coat of arms – used smaller and smaller on city documents!  Eg. LDA document 2002.  
Identity of the city
An Agency Called England asked: ‘If Leeds was a person, what sort of person would it be?’

Response: A young male, friendly, your best friend, a really nice person to know, an ambitious person, living in a trendy apartment, driving a VW Golf GTi

The people of Leeds love the city and rate their quality of life highly.  They are proud of their city.
Divisive process of selecting brand: Ian Thompson ‘Made in Leeds’/’Leeds Live it Love it’

Marketing Leeds 
‘to raise the profile of Leeds, positioning it as a vibrant, dynamic, internationally competitive city, and as the gateway to its region.’
Set up as an arm’s length company so that it was separate from the City Council, more appealing to the private sector, who needed to be tapped for funding, and could be more flexible.  

Launch:

· 26 Sept 2005

· Victoria Quarter – champagne party

Introduced brand image and slogan – consistent message from all in city. Control use of marketing imagery – logo, colours, fonts.  Aim was for companies and organisations to take on the brand identity as part of their own identity.  
Promoted strongly via Leeds Champions – organisations and businesses who wish to contribute towards the success of the city.
· Film with famous Leeds sons and daughters saying what they like about their home city

Disastrous launch – technically bad, cost £150,000, people critical of superficial slogan, and scandal in the air re Hong Kong use of same slogan to promote HK in USA: http://news.bbc.co.uk/1/hi/england/west_yorkshire/4319162.stm
Hong Kong Live it Love it  http://www.youtube.com/watch?v=42zQwPcnAmA   2 minutes

Suggest using with students: what is being conveyed about the city?  To whom?  Strengths?  Weaknesses?  

After the party … 

Chief Executive sacked – but a number of factors, not just Hong Kong problem.
Debbie Green brought in.
Board of top city people.  Leeds Champions to support Marketing Leeds financially.

Use brand image to convey message.

Short films to promote the city:

http://www.youtube.com/watch?v=jASadTy0a2I  business 03:41
http://www.youtube.com/watch?v=WkqkBKyK5A4  lifestyle 04:16
Again: what is being conveyed about the city?  To whom?  Strengths?  Weaknesses?  

Sub-brands: eg. Leeds Legal, Leeds Financial Services Initiative, Visit Leeds, Conference Leeds
Very hard to assess effectiveness – easier to demonstrate activity than its effectiveness.
It takes time to establish a high profile for a brand.  But Leeds has entered Cushman Wakefield European Cities Monitor rankings – recognised by sufficient business people outside the city to be numbered amongst top cities in Europe.
The UK cities are not necessarily competing head to head: at international level, what counts is improving the performance and productivity of the UK  as a whole and attracting new operators who, if they come to the UK, may well want a presence in more than one place.  eg. retailers.  So Leeds also co-operates with the other core cities to promote themselves at  MAPIC (international retail property event in Cannes).   Economies of scale, instead of each city having to go it alone.

Effect of bombings on 7th July 2005?  Huge media coverage but connection with Leeds not seen as that significant.  The bombers happened to live in Leeds, but were not representative of the kinds of Muslims in Leeds and were not part of a more substantial network here.   
Work on improving the offer and promotion will look after itself?

Infrastructure, public realm, quality of built environment – heritage and new, cultural activities and institutions, skills, social cohesion, crime reduction: will keep good people and firms; encourage more investment as well as attracting more outsiders.
Alternative branding

Property Fair in Cannes 2007: Leeds: Europe’s newest skyline
Criticism: twisting the truth and too dependent on physical change of the city, including the then obsession with tall, ‘iconic’ buildings.
The sustainable development agenda: 

If you Live & Love it then do it with less – emphasising the environmental agenda
Leeds Love it Share it – emphasising the social agenda
What we really need is a resilient city, in the face of climate change, resource scarcity (including energy), ecosystem exhaustion, economic transformation, changes in society – a city that can cope with the changes that are bound to occur.
Guidelines for using the Leeds brand

At the heart of the Leeds brand is a simple proposition: if you live Leeds - as a resident, visitor, student, business person or commuter, you are likely to have a positive experience of the city. This satisfaction has been reinforced over many years both anecdotally and with national and international

recognition of Leeds as a key city for business, culture, nightlife and studying.

We have expressed these levels of satisfaction and the passion the people of Leeds feel for their city in the phrase – ‘Leeds, Live it, Love it’. This simple, memorable line is based on the pride people have of Leeds and our philosophy of communicating with the wider audience – try it and you’ll buy it!

Our proposition is neither selective nor specific, it is unconditional. It does not depend on your social class, ethnicity, background, gender or upbringing. Leeds is a place where you can Live it and Love

it. It applies to all ages and audience types – from young clubbers on a weekend break to senior business people looking to invest in the city. The brand essence is based on the following attributes:

energy, vitality, diversity, pride, passion, belief, warmth, friendliness, excitement and a down-to-earth nature. We have researched whether our ‘strap line’ captures the essence of Leeds and if the phrase is believable. We tested this with different types of audience both inside and outside the city. The answer was a resounding ‘yes’. 

Our brand serves many purposes – it is a promise, a call to action, and a statement of pride. How it is interpreted will depend upon who we are talking to, and where we are talking to them. Within Leeds,

it is a proud vindication. To our wider audiences, it is an intriguing promise, and a call to action.

This document shows you how to use the Leeds brand. To reinforce the ‘Leeds, Live it, Love it’ brand, it is vital that the guidelines in this document are followed and strictly adhered to. This will ensure that the Leeds brand is presented in a consistent and clear manner wherever it appears.
From Marketing Leeds material, 2005
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