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PREFACE

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

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

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

Carson’s book helped to ignite the worldwide sustainability movement.
Unlike the 1980s and 1990s, today’s sustainability movement isn’t moti-
vated by guilt. Instead it’s led by a varied group of people who see the long-
term environmental, social and economic benefits of working in sustainable
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ways. Presently, climate change attracts increased attention from both inves-
tors and companies. A growing number of business leaders recognize that it
will have a major impact on future product offerings, operations and repu-
tation, and they are adapting their business strategies accordingly. It is also
a main concern for place brands which seek to attract investors, residents
and tourists®to achieve and maintain place brand leadership. It therefore
should not come as a surprise that increasingly businesses, territorial actors
and researchers alike are interested in re-evaluating professional practice
and improving the environmental footprint. The previous Yearbooks under-
scored the fact that place brands aren’t merely logos, but represent a prom-
ise designed to empower humans to align external and internal dynamics
collectively. Culture, image, symbols and vision are essential dimensions
that empower the place branding process. Visionary place brands are in
the temporal domain and of the future, implying a gap between the state of
Carson’s Silent Spring and the imagined state of sustainability. The “brand
mission” refers to the knowledge domain of the creation of smart growth
value propositions which countries and cities, in partnership with business,
are either engaged in or are intending to join. “Managing smart growth
and sustainability” represents a powerful concept which, given the “right”
leadership, can attract the attention and energy of place brand stakeholders,
experienced professionals and inspired novices and help to coordinate their
actions so as to make the concept a self-fulfilling prophecy.

FrRANK M. Go
ROBERT GOVERS
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ABouT THE Book

2012 MANAGING SMART GROWTH AND SUSTAINABILITY

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

YEARBOOK OBJECTIVES

This 2012 International Place Branding Yearbook has the following
objectives:

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

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

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




About the Book

OVERVIEW

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

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

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

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

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

AUDIENCE

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