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Abstract

This thesis examines the concept of place-marketing — the
marketing of localities with the ultimate intention of
attracting economic growth. Place marketing has become an
increasingly common activity in the UK recently, a
result of changes in both the economic structure of the
UK and its political environment. It can be sub-divided
into two distinct fields : promotions targeted directly
at the industrial investor, and promotions intended to
boost the image of the locality and thus indirectly fuel
economic growth. The thesis then focusses on the current
use of place marketing by local authorities in the UK,
highlighting some of its deficiencies. Finally, the main
problems and 1ssues faced by place marketing are
examined, and attempts made to provide policy solutions

to these problems where possible.
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should be aware. Thus the ultimate aim of this thesis is
to inform planners of developments in another aspect of
"urban policy"”, place marketing. There are other ways in
which planning and place marketing are more directly
related, but it is important that these are not over-
emphasized. Firstly, planning acts as a mediator between
the public and the private sector in land-use. The
planner's experience in reconciling social and commercial
interests could be used to ensure that place marketeers
do not lose sight of their social objectives (as
discussed in the previous section). Secondly, it can be
argued that many local authority planning departments
(assuming that they are engaged in any sort of positive,
enabling planning rather than purely negative and
regulatory planning) are involved in place marketing
whether they know it or not
"They search for customers (tourists, industrial
investors, local recreation users), develop products
(tourism facilities, industrial sites, visitor
centres, country parks)...and promote them
(investment seeking publications, promoticnal
leaflets)" (Clarke, 1986a, p.26)
Although Clarke is referring mainly to tourism-related
work in planning, he himself says that the marketing
approach is as relevant 1in economic development,
countryside planning and other aspects of planning. The
third way in which planning and place marketing are
directly related is that both are <concerned with the
notion of place, in the broadest sense of the term -

place marketing with their marketing and planning with

their construction. Does this not point to some sort of



role for planners in helping to create or adapt the place
that iz to be marketed ? Planning is in a good position
to ensure that the physical reality of place corresponds
to the promotional hype: to identify and. especially. to
undertake any physical improvements that might be

required. As Collins (1988) says

"As well as the promotional hype there need to Dbe
physical improvements which must be seen to be real”

This issue of reality and image, or hype, is discussed in

detail in Chapter Three.






CHAPTER TWO

THE' ECONOMIC AND POLITICAL BACKGROUND TO PLACE MARKETING

2.1 Introduction

It 1s tempting to try to construct a simple definition of
place marketing, such as : "the selling of places to
attract industry'. But such a definition only scratches
the surface of place marketing. The concept is not that
simple. Place marketing is a response to a variety of
economic, political and theoretical influences, all of
which must be understood before place marketing itself
can really be understood. So, rather than try to define
place marketing in a sentence, the definition will Dbe
examined and developed in both this chapter and Chapter
Three. This chapter locates place marketing firmly within
the field of economic development although, as is
explained in Chapter Three, it is also related to tourism
marketing. This chapter then 1looks at the changing
political and economic context and its effects on place
marketing: the relationship of place marketing to
marketing theory: and the market-led nature of place
marketing and its implications. But first, a few words on
the relationship of place marketing to other strands of
local authority economic development policy. Morison
(1987) states that 1local authority involvement in
economic development takes three forms

1. Provision of sites and premises



ii. Grants and loans
iii. Promotion of a local authority's area.
It i1s perhaps stating the obvious that place marketing is
a part of the third form of involvement. Even though the
term conjures up images of 1980s market-led policy. place
marketing 1is not a new policy for 1local authorities.
It has existed for years in the guise of industrial
promotion. In the North of England, economic development
policies 1in the 1960s and 1970s provided infrastructure
and industrial subsidies in order to attract inward
investment (Robinson and Gregson, 1990). Camina (1974)
examined the industrial promotion activities undertaken
by 1local authorities - the type of promotions used,
the extent of their use, and how effective local
authorities perceived them to be. Forester (1979, p.252)
discusses the industrial promotion activities of the
1970s more sceptically, commenting that
"Vast sums of money are now being spent by various
bodies in frequently fruitless efforts to attract
gscarce jobs. Foreign junkets, hired trains, free
trips, radio commercials, glossy colour supplements,
advertising campaigns, poster promotions, and mounds
of expensive literature are among the techniques
deployed as more and more "Industrial Development
Officers'" are hired."”
Mason (1981) finds a similar diversity of promotional 1in
his commentary on local authorities' efforts to increase
employment opportunities in the 1970s. He argues
"...the most common, and certainly the most visible,
means has Dbeen industrial promotion, notably
newspaper advertising, although richer authorities
also use exhibitions, direct mailing to companies,

overseas delegations, and radio commercials."

As +the field research in this thesis shows, a similar






authorities, too, have embarked upon image-based
campaigns with the aim of stimulating economic
development : the "Bradford's Bouncing Back' campaign of
Bradford City Council (Fenn, 1983), the promotion of
Manchester city centre as a regional centre (Manchester
City Council, 1986), and the highly developed strategies
of Birmingham City Council (Fretter, 1990).

The previous paragraph should have given an
indication of the changing "flavour" of some promotional
campaigns. However, image-related place marketing should
not be regarded as the norm amongst local authorities at
the moment . It is found relatively rarely. Its
significance lies 1in that it is being adopted by those
local authorities which are most committed to place
marketing, and whose approaches are therefore arguably
the most advanced. Image-related place marketing is very
different from the more direct promotional techniques
discussed by Camina (1974), Mason (1981) and Forester
(1979). The relationship between place marketing and more
"direct" industrial promotion will be discussed in more
depth in Chapter Two, with the assistance of brief case

studies of Glasgow and Birmingham.

2.2 The Changing Economic and Political Contexts
2.2.1 The Changing Economic Context

The post-war years have seen the growing

internationalisation of the UK economy:; although the UK












the most; suddenly during the recession, the changes
could be counted in hundreds .of thousands. The

selective nature of this de-industrialisation - the
collapse of the Northern industrial economies - is
the single most important geographical change in the
1980s."

The "collapse of the Northern economies" vreferred to
by Fothergill explains the greater priority attached to
economic development policy in those areas, where the
effects of restructuring have been negative rather than

positive, destructive rather than creative.

2.2.2 The Changing Political Context

The previous section discussed the combined spatial
impact of international industrial restructuring and of
the recession, and explained how the south-east has
fared well from restructuring whilst it has helped
exacerbate the plight of the less prosperous regions and
cities. The severity of this decline has witnessed a
growth in importance for 1local economic development
policy in the 1980s as various bodies have been
encouraged to try and stimulate economic regeneration in
the less prosperous areas ;: local economic development
policy has become increasingly important as the social
and economic disparities between the prosperous and the
less prosperous parts of the country have increased.
The changing political situation, meanwhile, has led to
the appearance of different types of 1local economic
development policy.

There 1is no need to give a detailed account of the

13



political changes which the Thatcher government has
wrought in the UK since 1979 : the government's basic
ideoclogy - the stimulation of market forces — has been
analysed in innumerable books and articles concerning
many fields of government policy. In the context of this
thesis, two particular aspects of the general policy of
stimulating market forces stand out as having had impacts
upon local economic development : cutbacks in public
expenditure, and the erosion of local government powers
coupled with the ascendancy of the private sector in
decision-making. Their impacts wupon local economic
development policies are two-fold. Firstly, cutbacks in
public expenditure have seen a systematic reduction of
regional pelicy, both geographically and in terms of
effectiveness (Martin, 1985; Swales, 1989). Local
authorities can no longer rely on central government to
provide for local economic development through regional
policy - those that want 1local economic development
policies hace been forced to pay for it themselves (Lloyd
and Rowan—-Robinson, 1988).

Secondly, central government has been trying to
shift the balance of 1local power away from local
government and towards the private sector, either by
placing power directly into the hands of the private
sector or by transferring it first to central government.
This dismantling of local authority power has Dbeen a
consistent central government policy theme throughout the

1980s, not only in the field of 1local economic

14



development. Local authority housing, for instance, has
been systematically reduced through the right—to-buy
legislation, the enabling of housing associations to buy
council housing en masse, and the increased role for the
private sector and other forms of housing tenure in the
provision of low—cost housing. Local authority
expenditure has been controlled with increasingly
stringent measures, from block grants and rate-capping to
the community charge, whilst the abolition of the
metropolitan counties in 1986 represented the ultimate
dismantling of local authority power. The shift in power
resulting from these changes has sométimes been to the
private sector (such as to growth cocalitions and
enterprise trusts in the field of local economic
development) and at other times to central government
{with the eventual aim of passing power on from there to
the private sector). Where powers have remained with
local government, central government has encouraged local
authorities to serve the interests of business and adopt
a more promotional approach to local economic development
(Mills and Young., 1986). This is crucial in explaining
the changing role of place marketing : a more promotional
approach to local economic development means,

essentially, more emphasis on place marketing.
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2.3 The Influence of marketing theory

The discipline of marketing is historically the concern
of the private sector, and is defined by the Institute of
Marketing as '"the management proce;} responsible for
identifying, anticipating and satisfying customer
requirements profitably" (cited in Bath, 1986). Being
rooted in the private sector, its ultimate objective is
to create profit. Nevertheless, non-profit making

organisations are increasingly looking at marketing

techniques
"Marketing provides the link between the
organisation and its environment, moving the

institution away from bureaucratic 1inertia toward
responsiveness to customer needs and anticipation of
continuing changes 1in the environment - non-
profit organisations such as museums, universities,
churches and government agencies are now adopting a
marketing approach to their tasks."”
(Clark, 1986, p.4)
Some local authorities, too, have adopted a marketing
approach — Richardson (1987) outlines the general
principles of marketing in local authorities from a
public relations angle, discussions of the wuse of
marketing techniques in individual local authorities
exist for Portsmouth City Council (Crouch, 1986) and the
Wrekin District Council (Hancox et al, 1989). Local
authorities may have ulterior political motives as well
as a desire to improve service delivery. As Vielba (1986,
p.15) points out, there exists amongst some local

authorities

Y...an air of defensiveness 1in the face of
possible privatisation and loss of functions."

16
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Clark (1986), Clarke (1986a; 1986b) and Walsh (1989) all

try to relate traditional marketing theory to place

marketing. Clark (1986) attempts to formulate a
theoretical framework for place marketing, a place
marketing model : this is composed of a marketing policy.

a market analysis and a marketing mix. The marketing mix
describes the wvarious tools and techniques used to
implement the "marketing concept" — Product, Price, Place
and Promotion.

The most important point to come out of these
theoretical discussions, in this context, 1s that
traditional marketing theory identifies four basic stages
to the marketing process : market research, selection of
target markets, selling the product, and monitoring of
results. It is important to realise that marketing is not
just selling. Selling is just one part of marketing,
albeit the most apparent to the public eye. As Clarke
(1986a, p.24) explains,

".,.there is a distinct difference between marketing

and selling. Selling is Jjust one aspect of

communication with customers and to say that it is
most important is to ignore the importance of the
product, pricing and other forms of communication in
achieving sales... Likewise it is naive to assume
that marketing is all about advertising, since
advertising 1is only one aspect of communication.”
One of the characteristics of local authority place
marketing that will become apparent in this thesis i1s 1ts
lack of a theoretical basis. The term "place marketing”
as used in this thesis does not refer to the marketing of

places 1in the sense of using the marketing concept to

market places, but to the diverse range of activities

18



used to promote places. In other words, place marketing
(as defined here) is not marketing in the true sense, but
mere selling.

This is not to say that there are no attempts to
build up a body of theory for place marketing. A research
programme based in the University of Groningen (the
Netherlands) is currently trying to construct theory
related specifically to place marketing, rather than
just uplift theory from marketing science and impose it
on place marketing, the approach implied by Clark
(1986) . To quote Ashworth (1990a, p.1):

"Marketing science was historically developed for

the selling of physical products for private firms
for corporate profit and coined a new set of terms

to dgscribe this process. Can the terminology be
§pp11ed 1n a quite different context, and if it 1is
imported, is it accompanied by a set of

inextricable underlying concepts and philosophies ?"
Ashworth asks if place can be perceived as a product,
since the purchaser neither acquires ownership rights
over a disposable asset nor even obtains exclusive
rights to its use. He concludes that places can be sold
as products, and that place users can be treated as
customers, within competitive markets, but that...
",..this selling and purchasing of places will only
be effective 1if places are recognised as Dbeing
different in a number of quite fundamental ways from

the products and customers in the commercial sector
for which marketing science was originally

developed.” (Ashworth, 1990a, p.5)
So place marketing is not just an extension of "normal"
marketing; it does require new sets of theoretical

concepts to be created.

The Groningen researchers argue that numerous urban
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activitiez operat

T

within a market whoze cobjective iz the
bringing together of supply and demand -  housing,
recreation, health, and even planning (Ashworth and
Voogd, 1988). 1Indeed, it has been argued that all local
authority services exist within markets, or can be seen
as such, and can therefore be delivered using a marketing
approach (Ashworth, 1990b). The difficulty with such an
approach is that the ensuing distribution of services and
resources 1s based not on need, but on ability to pay -
the root problem of all market-led policy, as will become

apparent in the next section.

2.4 Market-led economic development policies

It was argued in section 2.2 that the economic and
political changes of recent years have created a more
amenable climate for marketing approaches to local
economic development. It is worth looking beyond the UK
at this point, to the USA, where there 1is a longer
history of market-led economic development. Examination
of American approaches is useful not only in explaining
the concept of place marketing but also because American
policies are the model for many of the market-led
economic development policies introduced in the UK in the
1980s.

Competition between local authorities has been 1in
existence for many Yyears 1in the USA. The market-

orientated political economy has meant that market forces
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have historically been used in decision-making, unlike
the British situation. Judd (1988, p.371) illustrates
these points and outlines the American context
"The primary issues in contemporary cities revolve
argund the revitalisation of business districts and
nelghbourhoods. Revitalisation invariably is
dgscrlbed as a process of enticing business and the
middle and upper classes to locate in the central
cities .rather than in the suburbs. In devising
strategies to accomplish this goal, c¢ities find
themselves participating in an urban sweepstakes
that parallels the wurban competition of the
n}ngteenth century. During the 1860s and 1870s,
cities competed for railroad connections. Those that
lost the railroad competition fell into decline. 1In
the.19805, cities still compete for a share of the
nation's economic growth."
Economic development is regarded not necessarily as the
provision of employment opportunities, but as the pursuit
of economic growth. The two are not the same : as Judd
explains, the 'revitalisation" of cities in economic
growth terms does not in itself solve problems of
poverty, crime, unemployment and slums. Nevertheless,
"...the belief that what was good for business was good
for the city became part of the popular creed of local
economic development policy" (Barnekov et al, 1989).
One of the most important tools in this competition
for growth has been the growth coalition. This 1is a
concept first identified by Molotch (1976). and comprises
a partnership of the local business community and local
government, with the objective of securing economic
growth. The earliest growth coalitions date from around
the Second World War: they were increasingly popular 1in

the 1970s, and by 1980 there was at least one in every

major city in the USA (Barnekov et al, 1989). Their
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local authorities to reorder their resources away from
ultimately éocial objectives (the creation of employment
opportunities etc.) to economic objectives (i.e. the
attainment of economic growth as an end in itself). 1In
other words, market-led economic development may hijack
local authorities' social consciences. This is an
important issue, because market-led policy does not, by
is very nature, cater for the most disadvantaged sections
of the population (Brindley et al, 1989). Johnson and
Cochrane (1981) found in their study of economic
development policy-making by local authorities that all
of the authorities surveyed regarded the attainment of
adequate levels of employment as a broad objective of
their economic development policy. Increasing use of
market—led economic development policies means that this
objective moves away from employment towards economic
growth - two very different things, as was explained
above. Moreover, the use of growth cocalitions and other
market—-led policies reduces the ability of thé electorate
to influence policy objectives. Growth coalitions are
essentially non-—-accountable (Boyle, 1989) and are not
obigéd to take account of public opinion; they are self-
appointed, not democratically elected. Whilst their aims
may coincide with those of the majority of the local
electorate, that 1is not necessarily the case.

The discussion may seem tangential to the main
concern of this chapter — the nature of place marketing.

However, growth coalitions are merely examples of market-

23



led economic policy. They possess the same underlying
rationale as place marketing. Therein lies their
relevance to this chapter : examination of the nature of
growth coalitions also sheds light on the nature of place
marketing.

One aspect of the market-led nature of place
marketing has not Dbeen touched upon vyet : the
competition between both places and between local
authorities that it engenders. In their need to stimulate
economic development, localities are increasingly being
forced to compete against each other (Barnekov et al,
1989) . This increasing competition is a direct
consequence of the fostering of market forces and the
competition that is inherent in that. It is both a reason
for and a symptom of place marketing. Davies (1989, p.19)
places this growth in competition in a political context,
seeing 1t as evidence of the enforced ‘'retreat'" of
socialist local governments to capitalism, against their
will, and the consequential "parochial rivalry,
competition and conflict". Although unashamedly

political, the message 1s significant.

2.5 Summary

This chapter has outlined the background to the growth of
place marketing in the 1980s. Although certainly not a
new policy 1in the 1980s, economic recession and

international industrial restructuring combined with a
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political ideology that discriminated in favour of market
forces to produce an increased need for local economic
development policies and also an undisguised preference
for those policies to be market-led. This resulted
directly in the widespread adoption of place marketing by
local authorities and other economic development
agencies, such as growth <ccalitions, following the
American example. This rapid growth in the use of place
marketing in local economic development has not, however,
been matched by a growth in theory relating to place
marketing. As a result, the theoretical development of
place marketing has now been left trailing in comparison
to the expansion of 1its practical applications. The
consequences of this in terms of lack of integration and

co—ordination will become clear in Chapter Six.
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CHAPTER THREE

IMAGE-BUILDING AS A PART OF PLACE MARKETING

3.1 Introduction

This chapter begins by creating a simple framework for
the different types of place marketing activity so that
their 1inter-relationship can be more easily understood.
It will then focus on one of these types of place
marketing - image-building, a concept which has come to

the fore in place marketing in the late 1980s.

3.2 Different types of place marketing activity

The previous chapter discussed the economic and political
background to place marketing and in doing so located
place marketing firmly within the field of local economic
development policy. Like other market-led policies, the
basic aim of place marketing is to secure economic growth
by promoting or "selling" a locality with the intention
of influencing investment decisions. As Burgess and Wood
(1988, p.94) argue, "places have become commodities to be
packaged, marketed and sold".

Approaches to place marketing vary in detail between
local authorities, as the fieldwork results in Chapter
Five show. However, they can be categorised into two
broad groups (which are not, incidentally, mutually

exclusive). Firstly. the "direct sell". This is
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epitomised by industrial promotion, mentioned in section
2.1 as being popular amongst local authorities in the
1870s. It 1is place marketing at its simplest, the
promotion of a locality direct to industrial investors
with the intention of capturing their investment. "Direct
sell"” promotions are targeted directly at industry to
inform them of the benefits of investing in the
particular locality being promoted. The second place
marketing approach is the more complex "indirect sell"” -
promotions which are not targeted directly at investors
but which try to alter the popular image of a locality.
The intention is not to appeal directly to industrialists
to invest in the locality; rather, it is the longer term
aim of counteracting the public's negative image and
creating a positive image in all aspects of '"quality of
life". The image-building efforts of Birmingham, Bradford
and Glasgow mentioned in the previous chapter can be
termed the "indirect sell'". The essential difference
between the direct sell and the indirect sell 1s their
target markets: the direct sell targets industrial
investors, the indirect targets the general public (if
they can be referred to as a target market). Both have
the same wultimate aim : to attract investment and
economic growth. Both are forms of place marketing.
The industrial promotion activities discussed by

Camina (1974), Forester (1979) and Mason (1981) can be
classified as direct sell. The fieldwork undertaken for

this thesis indicates the continued importance of direct
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sell place marketing : of the 30 local authorities which
returned free promotional literature, the promotional
literature of only three of them did not appeal directly
to the industrialist or general public. The number of
industrial promotion advertisements placed in the
"Financial Times" and the Sunday colour supplements is
further evidence of the continued importance of the
direct sell.

There 1s very little literature relating to the
direct sell approach : the work of Camina, Forester and
Mason i1s now dated and very little has been published in
the laét decade. Richardson (1988) briefly mentions
promotional campaigns in Bolton and Sheffield 1in his
examinations of public relations in 1local government.
Bath (1986) has produced a case study of the marketing of
Peterborough, a new town with a relatively long history
of place marketing. Bath provides an assessment of the
different promotional techniques used by Peterborough
Development Corporation : television, radio and press
advertising, exhibitions, press and public relations, and
direct mail. Burgess (1982) and Burgess and Wood (1988)
talk of the standardised nature of much direct sell place
marketing in the late 1970s and early 1980s. Both studies
identify a wuniformity of copywriting and refer to the

difficulty of creating a strong identity. In the early

1980s, "towns all over the UK relied on very similar
propositions to sell themselves : claims to centrality,
expanding business opportunities, successful migrant
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Development Company's efforts is slightly more ‘'direct”
in its marketing approach in that it does promote a
business image for the region rather than referring only
to more general aspects of the "quality of life".
Robinson and Gregson (1990, p.6) are very critical of the
image—based nature of the campaign
"The Great North campaign is about instilling
confidence 1in the region, presenting an open—for-
business and good guality of life image — above all,
about selling ([sic] the North teo industrial and
commercial institutions, especially in the South.
And, there 1s 1little doubt that it has had some
success 1in changing perceptions — but will it, or
can it, do much to solve the region's problems ?"
Robinson and Gregson's criticism is not based on the
campaign's effectiveness in changing images, or even the
effectiveness of image-building in attracting economic
growth. Their concern is that any economic growth
stimulated by image-building will not address the real
problems of the north—east — the social problems of
unemployment and poverty brought about by economic
decline. They regard the basic problem of the north-
east's image-building policy as being that it does not
relate to the reality that exists in the north—-east : it
is based on false optimism, on hype. Robinson and
Gillespie (1989) explain that 1988 was seen as a turning
point for the north—east. It was the year when people
began to believe that the region was recovering from the
recession and that the good times had arrived. But
Robinson and Gillespie argue that , although confidence
is being restored by image-building, it 1is not vyet

justified. The statistics for unemployment and labour
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that there are potentially great problems in the use of
image—-building as a form of economic development.
Firstly, the apparent inability of image-building to have
any impact on unemployent, the peripheral estates, and so
on. Michael Kelly argues that the reason for the lack of
impact 1is that image-building is a slow process which
does not give instant results. Image-building is too
young a policy field to prove him right or wrong, so any
criticisms cannot as yet be substantiated. The same
applies to <claims of image-building's effectiveness.
Nevertheless, the problems of growth <coalitions, place
marketing and market-led economic development in general
that were discussed in Chapter Two apply -equally to
image—-building. They relate directly to the apparent
inability of the benefits of image-building to trickle
down through all the layers of the economy.

The second potential problem of image-building 1is
the gulf that sometimes exists between the promoted image
and reality. Robinson and Gregson (1990) and others
highlighted the appearance of this gulf in the north-
east; they argue that real changes are needed, not just
promotional hype. Other agencies involved in 1image-
building appear not to have misused the policy as much.
Manchester City Council (1986) acknowledges that the
promoted image must be borne out by the facts. Birmingham
City Council realizes that it must improve its '"product®
as well as correct misconceptions of the city by wusing

image—-building (Fretter, 1990). In his examination of the
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image of Glasgow, Collins (1988) stresses that images

must be based on reality, not hype. He cites the example

of the efforts to persuade a developer to invest in a
substantial redevelopment in central Glasgow : the
developers were only persuaded to invest in the city when
Glasgow was able to present both an image of itself as a
developing city and also evidence of this (pp.105-107).

Collins concludes

"As _well‘as the promotional hype there need to be
physical improvements which must be seen to be real.
Hgnce .the marketing of Glasgow only represents one
d1me351on of a strategy for developing the existing
service sector which incorporates related projects
involving land and property markets, transport and
telecommunications infrastructure and environmental
to the city centre.” (p.146)
This is a crucial issue : image building is not a policy
which 1is free standing, but it must be integrated with
other local authority policies — in the field of economic
development and elsewhere. The following section
discusses the 1links between one such policy., tourism
promotion, and image-building to serve as an illustration
of this necessity for integration and to highlight the

complexity of links between image-building and other

policy areas.

3.5 Tourism and image-building

There is considerable debate over the contribution of
tourism to economic regeneration — whether it constitutes

a panacea for economic decline. Although growth in the

42









of information from which other people will Dbuild wup
images, then the visitors must not be disillusioned -
they must be able to relate their image, influenced as it
is by image-building, to the reality of the place. As Ogg

(1990) says

"Image-building and place marketing can have a
positive contribution to the development of an area,
as long as the "product" you are promoting matches
the expectations created by the various campaigns.
Dissatisfied customers are to be avoided at all
costs 1"

The foregoing discussion, although only touching
upon the various inter-relationships between tourism and
image—building, serves to ilustrate both the complexity
of those inter-relationships and the need to integrate
image—building and tourism. Without effective integration
between 1image-building and other policy fields such as

tourism, any image-building policy will be only partially

effective at best.

3.6 Summary

Place marketing activities can be divided into two types:
the direct sell, targeted straight to the industrial
investor, and the indirect sell, concerned with image-
building and changing general perceptions of places. The

direct sell 1is a relatively straightforward concept,

which perhaps explains its popularity, and has a much
longer history than the indirect sell. The indirect sell
is much more abstract and less clearly focussed - but
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that 1is not to say that it is not a powerful place
marketing weapon. Although image-building is too new a
field to Dbe evaluated as yet, its ability to change
people's perceptions and therefore ultimately to
influence investment decisions should not be
underestimated. Image—~builders must bear this in mind

when constructing images, and ensure that the reality of

the place that they are marketing is reflected in their

promoted image.

46



47



CHAPTER FOUR
SURVEY DESIGN

4.1 What is the research trying to find out ?

The literature review revealed that there has been no
research into how local authorities organise their place
marketing and image building activities, what they hope
to achieve from them, and what level of resources are
employed. A few articles exist regarding place marketing
in 1individual local authorities, but these tend to be
explanations of policy stances (examples include Crouch,
1986, on Portsmouth; Clarke, 1986, on Devon; Kuit, 1983,
on Newcastle; and Blackadder, 1985, on Shetland). Most of
the articles are now too old to be an accurate
representation of current policies : in a young and
developing policy field like place marketing, a couple of
years 1s a long time. However, the articles were useful
in providing background information as to the ways 1in
which local authority place marketing might be organised,
with which other bodies local authorities liaised, and
the reasons for the introduction of place marketing (see,
for instance, Law, 1985a and 1985b;: Matthews, 1983; and
the references cited earlier 1in the paragraph). The
biggest drawback of these studies is not their age, but
their individual nature and the consequent lack of
comparison between local authorities. No general survey

of the state of place marketing in British local
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authorities exists. Whilst this thesis does not pretend
to be an exhaustive survey, it will seek to provide
~ general statements about the present status of local
government place marketing.

There is a need for this basic information about the
practice of place marketing and image building in local
authorities. Although it would clearly be more fulfilling
and more practically useful to produce an assessment of
the different promotional methods used in different local
authorities, 1t 1s 1impossible to undertake this work
until a bank of information on how local authorities
promote themselves is assembled. So although the research
that 1is Dbeing suggested may be mainly factual and not
that stimulating, 1t is very necessary groundwork that
must be done before any research of a more evaluative
nature is carried out.

It should be apparent by now that the research is
concerned with local authorities. But why are local

authorities being targeted rather than any of the other

bodies involved in place marketing - Urban Development
Corporations (UDCs), development agencies and growth
coalitions ? The first reason is that local authorities
are easily comparable, simply because there are a large

number of them and they all operate under the same
constraints. Study of the Scottish Development Agency, of
growth coalitions and of UDCs presents many
methodological problems related to difficulties of

comparing and analysing their activities. However, ease
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of research 1s not 1in itself a tenable reason for
adopting one particular research design in preference to
another. More important is the fact that place marketing
is about ‘'"place" - the same concept that local
authorities are concerned with. Local authorities exist
both to govern and serve their locality. They know and
represent the "place" and its inhabitants. Other agents
in the place marketing process are not so concerned with
place and locality. UDCs, for instance are concerned with
place insofar as they are limited in areal extent to one
particular place. But they are not concerned with the
general ‘well—being of that particular place in all 1its
social, political, cultural and economic aspects. They
are simply trying to stimulate economic growth; it just
so happens that they are stimulating economic growth
within a bounded area, or a place. The same can be said
for national Development Agencies and for growth
coalitions : they have boundaries, but their concerns are

economic rather than spatial.

4.2 What type of survey to use ?

It was decided that it was necessary to maximise the
number of responses so as to give the widest possible
coverage. The bigger the sample size and the wider the
coverage, the more accurate a picture the research paints
of the national situation. One basic intention was to

give an indication of the management of place marketing
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size, and the results come in a permanent, written format
which 1s easily analysed. One might argue that
standardised telephone interviews could have been chosen
instead. Their one major drawback when undertaking a
large survey is that the respondents' replies do not come
ready packaged in a completed questionnaire : they have

to be transcribed from the spoken to the written word.

4.3 Questionnaire design

Questionnaire design began by identifying a number of
specific research questions. These are worth listing here

(in no particular order)

1. Which departments are responsible for place
marketing in 1local authorities ? Which other
departments are involved ? Do specific units or

sections exist for place marketing ?

2. With which other public and private sector bodies do
local authorities liaise ? Do local authorities have

overall responsibility ?

3. How many local authority staff are involved in place
marketing ? Who is in charge ? What training do

they have ?

4. How much local authority money is devoted to place
marketing ? Which budget allocations does it come

from ?
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5. What are the objectives of local authorities’
involvement ? Why did local authorities initially
become involved in place marketing ? Are they

involved in place marketing just to attract more
tourists or as part of an economic development

strategy 7

6. What place marketing activities are currently being
used ? Are these activities properly researched,
targeted and monitored or are they Jjust
administered on an ad hoc basis ? What are the

target markets ?

Once these research questions had been established., the
task of designing the guestionnaire could begin. B2As
stated above, the 1intention was to obtain as many
responses as possible. In order to maximise the response
rate, considerable effort was devoted to designing a
questionnalre package that was ‘"user—friendly". The
letter accompanying the guestionnaire was identified as
crucial to the success of the survey. It had to perform

the tasks of explaining the nature of my research and

encouraging the respondents to complete the
guestionnaire. Since the research was concerned with
image—-building, it was vital that I at least produced a

favourable image so that the questionnaires would be
completed. The image of student research is not good in
that it is often regarded as unimportant or of little use

to anybody else. It was necessary for me to present a
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guestionnaire package that was as professional as
possible to encourage responses. Hence all writing was
typed. 9" x 7" envelopes were used to avoid awkwardly
folded paper, all postage was first class, and so on. The
introductory letter (see Appendix One) had to be kept to
a single side, not least because an accountant friend
told me that he tended to put letters longer than one
side to the bottom of his tray. Within that single side,
the concept of place marketing and the purpose of my
research had to be clearly and interestingly explained.
These details may seem unimportant, but the intention was
to create an impression that made respondents think that
the research mattered. Judging from both the quality and
quantity of responses, this policy of good presentation
was worthwhile.

Now to the gquestionnaire itself (shown in Appendix
One). The questions were to be as quick and as easy to
answer as possible, with a minimum of explanatory answers
needed from the respondent. 1Its length had to be Kkept
down. Four sides (two sheets of A4 paper printed on both
sides) was decided upon as the maximum length : a long,
demanding questionnaire is likely to be relegated to the
bottom of the in-tray or, even worse, slung in the waste-
paper basket. It proved gquite difficult to tackle all the
above issues within these constraints:; where a decision
had to be taken on including or dropping a question, 1t
generally veered towards the short and simple rather than

the long and complex so as to maximise the response rate.
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For 1nstance, 1t would have been useful to have had a
couple of open—-ended questions asking the respondent
about his or her views on place—-marketing, but it seemed
prudent to relegate these to an optional section on the
last page of the questionnaire where the respondent was

invited to make comments on such issues.

4.4 Questionnaire destinations and responses

Questionnaires were sent to all 47 English and Welsh
County Councils and all 12 Scottish Regional and 1Island
Councils in order to ensure that there was virtually
national coverage - the exceptions being the six former
Metropolitan Counties. The five provincial former
Metropolitan Counties were to an extent covered by
sending guestionnaires to at least some of their
constituent District Councils, but it was decided to
avoid coverage of London altogether. The main reason for
this was that. as identified 1in Chépter Two, place
marketing is an economic development policy that has been
adopted most aggressively 1in areas hit hard by the
recession. Whilst not wishing to imply that parts of
London have not experienced economic decline and all 1its
attendant social problems, London as a whole does not
need to promote itself to attract economic development

it 1s the heart of the most prosperous region of the UK
and has an economy which is, if anything, overheating

rather than stagnating. With limited financial resources
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constraining the size of the Questionnaire survey, it was
therefore decided to cover other urban areas at the

expense of London.

Questionnaires were also sent to 66 District
Councils : all Districts in Scotland possessing an urban
area (21 1in total) and English and Welsh Districts
possessing a city or reasonably sized town (45 in total).
As Figures 4.la and 4.2 show, the resulting coverage is
spatially biased. Firstly, towards Scotland, reflecting a
finer grain of questionnaire coverage there; and
secondly, towards the Midlands and North of England,
reflecting the denser population found in those areas
than elsewhere 1in the UK apart from Greater London.
(Appendix Two lists the local authorities to which
questionnaires were sent.)

A total of 123 questionnaires were sent out. It was
hoped that this would be sufficient to secure 50
completed responses, regarded as the minimum which would
constitute a representative national sample. In the
event, 75 completed questionnaires were received. Figures
4.1b and 4.2 show the local authorities which returned

completed questionnaires (see Appendix Two for a list of

these authorities).
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CHAPTER FIVE

ANALYSIS OF QUESTIONNAIRE RESPONSES

5.1 Introduction

This analysis of the guestionnaire responses will be
subdivided 1into the six broad research gquestions that
were identified 1in section 4.3. Whenever a specific
guestion 1s mentioned in the analysis, the type of
question will be stated (i.e. tick-box questions, open-
ended factual questions, open—-ended policy questions, or
additional comments). This should allow easy cross-
referencing to the problems of these different types of

question as discussed in Appendix Three.

5.2 Which departments are responsible for place
marketing in local authorities ? Which other departments
are involved ? Do specific units or sections exist for

place marketing ?

Table 5.1 shows the 1involvement of 1local authority

departments in place marketing. The overall leading role

of the economic development is clear : 72% of local
authorities stated that their Economic Development
Department had a leading role. 1Its nearest rival was

Tourism, which had a leading role 1in 45% of local
authorities. A few local authorities <cited only one

department as having a leading role : despite the small

60



Table 5.1 Local authority departments
involved in place marketing

By percentages of local authorities

"Leading role" "Involved”
Economic Development 72% 6%
Tourism : 45% 10%
Chief Executive's 32% 30%
Public Relations 29% 22%
Recreation / Leisure 16% 21%
Planning . 12% 33%
Marketing 10% 13%
Property / Estates 6% 25%
Question 14 (tick-box) Sample = 67

sample size (16 of the total sample of 67), the figures

are arguably a better indicator of which departments
really have the leading role, because they indicate which
have sole responsibility for place marketing rather than

share it with other departments. The figures are given in

Table 5.2

Table 5.2 Local authority departments with sole
regponsibility for place marketing
By percentages of local authorities

Economic Development 56%

Tourism -

Chief Executive's 25%

Public Relations 6%

Recreation / Leisure -

Planning 6%

Marketing -

Property / Estates 6%

Question 14 (tick-box) Sample = 16
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Marketing Departments. The proportion of the sample which
do possess them is unknown, so it is impossible to give
an accurate indication of their involvement in the place
marketing process.

The final research issue in this section 1is the
existence of specific units within local authorities. The
second part of guestion 14 (open-ended factual) addressed
this 1issue : "If a specific unit or section of a
department 1is responsible for place marketing / 1mage
building within a department, please name it". Twenty-one
local authorities, or 31% of the sample (67), named such
a section. Thirteen (62%) of these were specifically
concerned with either promotions or marketing rather than

economic development in its broader sense.

5.3 With which other public and private organisations
do local authorities liaise ? Do local authorities have

overall responsibility for place marketing ?

Virtually all 1local authorities liaise with both the
public and the private sectors: 99% (sample 67) with
other public sector organisations, 97% with the private
sector. These percentages are very high - but if they
were any lower, they would give cause for concern. Place
marketing is a young and diverse policy area.
Dissemination of ideas is essential to ensure that policy

makers have a full grasp of the subject, so liaison with
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Table 5.4

Liaison of local authorities

with other bodies

By percentage of local authorities

The Public Sector

Other local authorities
Central government:
DTI (IDS in Scotland)
DoE (urban policy)

National tourist boards
Area tourist boards

Institutions of higher education
Public agencies (Scotland only):
SDA

Locate in Scotland

The Private Sector

Local growth coalitions or
development companies

Chambers of Commerce and local
trade associations

Local firms

Local enterprise trusts
and agencies
Local visitor attractions

Transport organisations (airlines,

BR, ferry companies etc)
Marketing consultants
Estate agents
Developers
Confederation of British Industry

Percentage Sample
99% 67
54% 56
11% 54

6% 54
45% 56
20% 55

6% 54
60% 15
20% 15
97% 67
47% 58
38% 58
26% 57

9% 57
10% 59

9% 58

5% 57

4% 57

4% 57

4% 57

Questions 17 and 18 (both open—ended factual)

liaison with other local authorities.

is

go

The figures in Table 5.4 are self-explanatory, but it

worth drawing attention to a

few points.

vernment (and national bodies of any kind,

apart

Central

from






Question 12 asked "Which member of staff is
responsible for place marketing / image  building
activities ?". The aim of the question was to find out at
what level responsibility for place marketing was held.
Although it proved difficult to analyse the responses for
this aim, they did lend themselves to analysis in terms
of the Departments in which members of staff responsible
for place marketing are employed. The results (Table 5.5)
once again emphasize the importance of Economic
Development staff in having responsibility, a trend
already noted in Table 5.1. But there the similarities
between the two Tables end : take, for instance,
Marketing. Table 5.5 shows that Marketing staff hold
responsibility for place marketing relatively frequently,
whilst Table 5.1 shows that only in 7% of local
authorities did Marketing Departments hold a leading
role. Conversely, Tourism Departments held a leading role
in 30% of local authorities, but responsibility lies with
Tourism staff in only 14%. It is clear that individual
and departmental responsibility are two different things
in local authorities..

Now to the issue of what training place marketing
staff possess (Question 13, staff training). The most
significant finding here was that even though the
guestion asked only about training, 51% of respondents
(sample : 43) took it upon themselves to mention that
they had experience. Twenty—-eight percent of the same

sample (i.e. of the entire sample) mentioned only
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experience, not referring to training at all. Judging
from the large proportion of respondents who mentioned
work experience without being prompted, it appears that
many of them believe work experience to be at least as
important as training. Work experience is as important as
training - but it is not a substitute for training. The
high proportion of respondents who ignored the main
thrust of the question and chose instead to refer to work
experience sheds light on their opinions of the value, or
otherwise, of training. The aim of the question was to
discover the proportion of staff who had received formal
training 1in fields related to place marketing. The
proportion was higher than expected, 60% of the sample,
with only 10% admitting to having had no specific
training. (N.B.: If the twenty-odd respondents who did
not answer the question are taken as not having had
training, the percentage of those with training drops

from 60% to 40%.)

Table 5.6 Fields of training of
place marketing staff

Number of authorities

Marketing 10
Journalism / Public relations 5
Surveying 3
Economics 2
Planning 2
Tourism 1
In-service training 4
Question 13 (open—ended factual) Sample = 27
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5.5 How much local authority money is devoted to

place marketing ? Which budget allocations does it come

from ?

The intention of Question 9 (expenditure) was to provide
an indication of the resources devoted to place marketing
in different local authorities - increasing expenditure
can be taken as a rough measure of increasing commitment
by a local authority. The inability to compare the
responses to Question 9 is discussed in Appendix Three,
the root.of the problem being that most local authorities
do not have a specific budget fori place marketing.
Quoting a couple of responses will emphasize this point

"No specific budget, but the Economic Development

Sub~Committee budget estimate for 1989/90 was

£491,700" 1

.a total which includes all economic development

expenditure, not just place marketing. Another respondent
summed the situation up succinctly

"Various departments (and divisions within them

have their own budgets, one overall/global system

does not exist. " =2

The questionnaire responses did, however, provide
useful information on the budget allocations from which
place marketing finance came. Once again Economic
Development leads the field with over half of the sample
allocating place marketing finance from the Economic

Development budget (Table 4.6). Note also that Planning

scores relatively well with 13% of the total sample.

71



Table 5.7 Budget allocations

By percentages and numbers of local authorities

Percentage Number

Economic Development 54% 33
Tourism 23% 14
Marketing / Promotions 20% 12
Planning 13% 8
Policy and Resources ) 8% 5
Public Relations 8% 5
Leisure and Recreation 5% 3
Central Budget 3% 2
General Purposes - 1
Property Development - 1
Arts grants - 1
Chairman's Funds - 1

Question 10 (open—-ended factual) Sample = 61

5.6 What are the objectives of local authorities'’
involvement in place marketing 7? why did local
authorities become initially involved in place

marketing ? Are they involved in place marketing Jjust to
attract more tourists or as part of an economic

development strategy ?

Firstly, the objectives of local authorities' involvement
in place marketing (Table 5.8). Equal numbers of local
authorities said that attracting leisure tourism and
factory investment were primary objectives H the
attraction of office investment lagged behind a 1little,
with the attraction of business tourism a poor fourth.
{Business tourism — the attraction of conferences. etc -

is a highly developed market in the USA but is still a
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Table 5.8 Objectives of place marketing

By percentages of local authorities

Pri. = Primary objective
Sec. = Secondary objective
Pri/Sec. = Either primary or secondary objective

Neither = Neither a primary or a secondary objective

Pri. Sec. Pri/Sec. Neither
To stimulate

...office investment 62% 17% 80% 19%
...factory investment 77% 9% 86% 13%
...leisure tourism 77% 15% 91% 7%
...business tourism 39% 33% 87% 22%
...general interest/ 74% 15% 88% 12%

public awareness

To stimulate :
..0office or factory

investment B0% 6% 86% 10%
...leisure or
business tourism 81% 15% 96% 3%
Question 4 (tick-box) Sample = 69
relatively small-scale activity in the UK:; see section

2.4 for a brief discussion of American place marketing.)
However, if one adds together the number of authorities
where these objectives are secondary to those where they
are primary, the disparities between the figures even
out, because the attraction of office investment and
business tourism were important secondary objectives.
Significantly, these figures do not reflect the emphasis
towards economic development and away from tourism found
hitherto in terms of departmental involvement, staffing
and budget allocations. Does this mean that 1local
authorities regard tourism promotion as an important

objective of their place marketing, but do not carry this
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importance forward into resource allocations and
responsibility for decision-making ? That economic
development objectives are in perhaps 'more primary' than
tourism objectives, but that the questionnaire was unable
to pick up such subtle differences in priority ?

The large percentage of local authorities specifying
the stimulation of general interest and heightening of
public awareness as an objective is worth noting. This is
the first hint of the importance of image building (as
distinct from place marketing) that we have come across
in the questionnaire analysis. The differences between
image building and more direct place marketing - the
“"indirect sell"” and the "direct sell" — were explored in
depth in Chapter Three.

The second issue in this section is concerned with
reasons for local authorities' involvement 1n place
marketing. Table 5.9 shows the great diversity of reasons
for becoming involved in place marketing. (The responses
were 1n the form of comments and have been categorised

only broadly to maintain this diversity and avoid too

much subjectivity in the categorization.). Not
surprisingly, a lot of reasons for 1involvement are
economic - to attract investment, create employment., put
the locality "on the map" in business terms, etc. Ten
respondents specifically mentioned 'image" : they
consider place marketing (or more accurately image

building) to be a means of counteracting their existing

poor image with a new and better one. These ten
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Table 5.9 Reasons for initial local authority
involvement in place marketing

By numbers of local authorities

To put local authority "on the map" : 29
Generally 11
For business 7
For tourism 4
To overcome placelessness 3
As a regional centre 2
In the European context 2
To attract investment 15
To create employment 13
To match other local authority's efforts 13
To counteract bad image / build good image 13
To diversify the local economy 5
To boost tourism 4
To keep local residents informed 3
Question 5 (open—ended policy) Sample = 64

authorities have all been hit by industrial decline 1in

recent vyears, which contributes to their contemporary

""‘poor image" - South Wales, the West Midlands,
South Lancashire, South Yorkshire, Tyneside and
Clydeside.

The most interesting result in Table 5.9 is that as
many as thirteen local authorities said that they began
place marketing to match other local authorities'
efforts. Seven of these thirteen gave this as the only
reason. These figures demonstrate the extent to which the
"zero-sum game'" phenomenon has taken hold of local
authority policy. Local authorities are spending their
precious funds on something which they feel they are
forced into doing whether they like it or not.

And so to the final issue of this section. Does place
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marketing form an integral part of local authorities’
economic development strategies. or does it exist Jjust to
attract more tourists to the locality ? The limitations
of the results (see Appendix Three, discussion of
Question 15) must be remembered when looking at the

results in Table 5.10

Table 5.10 Place marketing : a vital part
of economic development or a
means of attracting tourists ?

By percentages of local authorities

Vital part of economic 36%
development strategy ?
Means of attracting tourists ? 14%
Both ? 50%
Question 15 (open—-ended comment) Sample = 44

In common with the other results so far more local
authorities view their place marketing as an essential
element of their economic development strategy than as a
means of attracting tourists. Place marketing. as defined
in Chapter One, ocught to be a part of an overall economic
development strategy. If 1t is just aiming to attract
tourists it is not place marketing in the true sense but
tourist promotion. As was explained in Chapter Two, place
marketing falls within the realm of economic development
policy rather than tourism promotion.

The spatial dimension of these results shows that

the majority of local authorities where place marketing
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is a vital part of economic development are located in
the country's former industrial heartlands, whereas those
using place marketing for tourism promotion are more
evenly spread. This concentration in former manufacturing
areas that have experienced considerable economic decline
due to industrial restructuring (see Chapter Two) may
reflect a greater need for, and commitment to, local
economic development - or desperation by the local
authorities to try any policy that might regenerate the
local economy, depending on how cynically one views place

marketing.

5.7 What place marketing activities are currently
being used ? Are these activities properly researched,
targeted and monitored or are they Jjust administered on

an ad hoc basis ? What are the target markets 7?7

Table 5.11 shows the promotional activities employed by
the local authorities in the survey. The results are in
the main self-explanatory. but a few points are worth
drawing attention to. As might be expected, free
promotional literature is ubiquitous. The low percentages
advertising on television and radio are no surprise
considering place marketing's traditional preference for
printed media (for instance Clarke, 1986, found that
printed media were the main advertising media 1in case
studies of Swindon, East Kilbride and Glasgow). With this

tradition for printed media it 1s somewhat unexpected
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that posters are used relatively infrequently. Sending
delegations tc trade fairs and arranging trips for
potential investors are an important aspect of place

marketing, but one that is rarely in the public eye.

Table 5.11 Local authorities' promotional activities

By percentages of local authorities
Free promotional literature 97%

Advertising media

Newspapers 77%
Magazines / periodicals 74%
Television 13%
Radio . 14%
Posters 40%
Slogans 66%
Use of events / celebrations
Historical anniversaries 57%
Sporting events 54%
Arts festivals 59%
Other cultural events 54%
Delegations to trade fairs 67%
Trips for potential investors 67%

Others (not specified on questonnaire)

Use of media through press releases etc 4%
Seminars / surgeries 3%
Direct mail 1%
Merchandising 1%
Telemarketing 1%
Question 3 (tick-box) Sample = 70

A very high percentage of 1local authorities are
promoting themselves : but are these advertising efforts
being managed effectively 7?2 Are local authorities
undertaking market research to identify gaps 1n the

market, targeting those gaps and then monitoring and
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critically evaluating the results 7 It would be

unthinkable for a professional marketing consultant not

to use all three stages of the marketing process. Without

market research, targeting and monitoring, marketing

simply is not marketing - it is merely advertising. There
is a world of difference between the two activities.
Advertising is only one small part of the marketing
process (see Kotler, 1985; Clarke, 1986: or any marketing
text). Unfortunately not all local authorities use thig
accepted marketing approach. Too many are content just to
use one or two of the components, not all three : only
40% of advertising local authorities use all three
(Table 5.12). The Table also shows that not all of the
authorities which selected target markets undertook
market research first. How could they have select

accurately without researching first ?

Table 5.12 Local authorities using
the marketing approach

Yes Sample
Market research ? 52% 66
Targetting ? 74% 65
Monitoring ? 79% 67
All three ? 40% 65

Questions 6,7.8 (all open—-ended factual)

And so to the target markets themselves. Not all

local authorities broke their target markets down 1into
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specifics. Some just said “tourism" or "industry"”
(whether such broad headings can really be regarded as
target markets is another issue). Because of this varying
quality of responses, the following results should be
taken as demonstrating the range of target markets, and
only as rough indicators of comparative importance.
Since, as was argued in Chapters Two and Three, place
marketing 1is concerned more with economic development
than with tourism, only the industrial / commercial
target markets are given in more detail here. Twenty-two
local authorities specified only sectoral target markets,
two specified only spatial target markets. Just seven
defined their target markets Dboth spatially and

sectorally.

Table 5.13 Target markets : industrial vs tourism

By numbers of local authorities

Industry / commerce : 32
(and not tourism) : 20
Tourism : 20
({and not industry/commerce) : 8
Local residents 8
Total 43

Question 7 (open—-ended factual)
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5.9 Summary

Although the questionnaires were not as effective at
producing detailed information as was intended, their
responses have produced some important findings. Three

general findings emerge from the analysis

1. The dominant role of Economic Development resources
in the organisation of place marketing. This emerged
clearly 1in the fields of allocation of finance, staff
responsibility, overall objectives and departmental
involvement. But it is only to be expected, bearing in
mind that most local authorities consider place marketing
to be more of an economic development policy than a

tourism policy.

11. The inclusion of place marketing within other
disciplines rather than its establishment as a self-
standing policy field. Place marketing has not vyet

carved out 1its own niche within the local authority

organisational structure. It rarely receives 1its own
budget or its own staff, 1invariably being under the wing
of departments and staff with much wider

responsibilities.

111. The ad hoc nature of much place marketing policy.
This is best illustrated by the incomplete and therefore
deficient wuse of the three keystones of marketing 1in
local authorities' promotional efforts. It is linked with

the previous conclusion, and both may be due to the fact
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that place marketing is still a very "immature” policy

area.

5.10 Notes

1 Somerset County Council
2 Ipswich Borough Council
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CHAPTER SIX

PLACE MARKETING INTO THE 1990s

6.1 Introduction

Several potential problems of place marketing have been
mentioned in earlier chapters of the thesis. The aim of
this chapter is to discuss these problems in more detail,
and to highlight their interrelationships. The problems
are of two sorts. Firstly. the problems faced by place
marketing (for instance, its weak organisation in the
majority of local authorities and the cuts in local
authority spending enforced by central government); and
secondly, the problems lJed to by place marketing.
Readers should be aware of this distinction, even though
the following discussion has not been subdivided
correspondingly (the distinction is somewhat artificial
in that problems may be best envisaged in groups. where
not all the constituent problems are of the same type).
The next section reiterates the relevance of place
marketing to planners. Then, the bulk of the chapter
discusses the various problems and 1issues of place
marketing in the near future, with possible solutions to
these problems discussed as appropriate. The chapter

concludes with a brief summary.

6.2 The planning context

Statutory planning and place marketing have few, 1if any,
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direct links. However, this iz not te zay that place
marketing is irrelevant to planners. Planning
increasingly operates outside the scope of its statutory
negative, regulatory functions : most planning
departments have a positive role of some kind in that
they try to promote certain sites of development on
certain sites. Obviously, some departments use more
positive planning than others. Also, many commentators on
the planning system argue for more emphasis on positive
promotional planning (e.g. Nuffield Foundation, 1986),
the use of planning as an enabling instrument that does
not merely control "bad" development but also promotes
"good'" development in its efforts to secure an efficient
pattern of land-use. Whilst place marketing is not the
same as positive planning, both are similar in nature 1in
that they are promotional policies : the difference lies
in the degree to which the two disciplines use
promotional and marketing techniques.

Planning 1is but one policy field in the quest to
make urban areas more efficient and pleasant to live and
work in. It must not regard itself as a discrete policy
area, separate from local economic development policy.

housing policy. and so on. All these policy fields are a

part of a wider policy area which could be termed "urban
policy". Each discipline within the umbrella of “urban
policy” must be aware of the decisions made and

strategies adopted by the other disciplines in order to

provide a co-ordinated approach to resolving urban
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problems. (The importance of co-ordination of place
marketing is discussed in section 6.5 below; the same
arguments apply here.) Therein 1lies the basic purpose of
this thesis. It exists not just to provide a critique of
place marketing for its own sake, but to inform urban
policy—-makers of the issues facing place marketing so
that they are better educated in the field of 'urban
policy". The readers may tend to be planners - but the
thesis should be of as much use to economic development
officers, private-sector consultants involved inurban
regeneration, civil servants responsible for formulating
urban policy, etc. in that it informs them of the of
another aspect of the broader discipline within which

they work.

6.3 The ad hoc nature of place marketing

This issue emerged strongly in the guestionnaire analysis
contained in the previous chapter. It has three aspects
to 1t firstly, the lack of co-ordination and
organisation of place marketing within local authorities.
Secondly, the vrelated lack of consensus amongst local
authorities as to how best organise their place
marketing. And thirdly, the out—-of-date nature of much
place marketing when compared to recent developments 1in
other areas of spatial economic development policy (this
criticism applies only to traditional "direct sell” place

marketing rather than the more recent "indirect sell”
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criticism because of the ubiquitous usage of ‘“direct
sell" place marketing).

The lack of co-ordination and organisation of place
marketing in local authorities was very apparent from
gquestionnaire responses. Although Economic Development
departments tended to have the leading role in place
marketing, many other departments were also involved.
Many authorities were unable to give specific budgets or
staffing levels for place marketing. Individual
responsibility lay with a wide variety of staff. These

points reflect the failure of place marketing, as yet., to

find a niche in the local authority organisational
structure. Apart from the odd notable exception -
Birmingham, Bradford, Glasgow - place marketing has

tended to be slotted into 1local authorities wherever
possible in the absence of aclear niche. However, this
lack of co-ordination is not restricted just to place
marketing. It applies to economic development as a whole,
as Mills and Young (1986, p.141) observe
", .. it should be said that we have as yet no clear
evidence as to what forms of organisation are really

appropriate to a range of economic policy stances.
It is, however. evident that the classic problems of

local authority organisation - duplication,. lack of
co-ordination. slowness of the decision—-making
process - emerge with particular force in the

economic sphere."”
Mill and VYoung continue by arguing that a corporate
approach is needed to tackle economic problems seriously.
Their findings show that, in 1986, this had not been

achieved in the field of 1local economic development.
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in Chapter Two (section 2.3). The development of a set of
theoretical concepts for place marketing is essential for
the development of good practice : it can at least
provide practitioners with useful insights to help them
formulate their policies. The questionnaire results
showed that only a very small proportion of respondents
liaised with institutions of further education in their
place marketing (three of a sample of 54; see Table 5.4),
implying that place marketing theory has little impact on
practice.

The third aspect of the ad hoc nature of place
marketing is the dated character of much place marketing
— or, at least, of much "direct sell” place marketing. As
Burgess and Wood (1988, p.16) explain

"Place advertising has been increasingly used over

the last twenty years in attempts to attract firms

from overseas and to capture a share of footloose
investment by large UK companies. The era in which

area—-development policies could rely almost
exclusively on such 'mobile" investment has,
however, long since past. As a consequence, greater

emphasis has been placed upon encouraging locally-
based regeneration..."”

Both ‘"direct sell” place marketing and regional policy
are forms of spatially-concentrated economic development
policy. Despite this, place marketing 1s very backward
compared to regional policy : its policies are dated and.
therefore, perhaps not as effective as they might
otherwise be. There are two sides to this. Firstly, the
focus of regional policy, throughout Europe, has swung
away from attracting inward investment to encouraging

local indigenous growth (Damesick and Wood, 1987: Yuill,
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1990). Until the mid 1970s, regional policy in every
Western European country concentrated on influencing the
location of industrial investment, specifically
attracting footloose mobile investment to those regions
regarded as being most in need of economic development.
With the onset of recession in the mid-1970s and the
contraction of such mobile investment, regional policy
became increasingly ineffective. Reformulation of
regional policy occurred during the 1980s, and every
Western European country now bases its policy on enabling
poorey regions to achieve economic development by
realisation of their own potential énd resources. The
attraction of inward investment now forms a minor part of
European regional policies, it being deemed to be less
cost-effective (and, indeed, less effective anyway 1in
terms of producing sustainable development) than the.
encouragement of local indigenous growth. "Direct sell"
place marketing, on the other hand, still focusses on the
attraction of inward investment.

The other aspect of the out-of-date nature of place
marketing is the message carried by most promotional
literature : its persistent concern with gquality of life

and accessibility (judging from the thirty sets of

promotional literature received for this research: see
section 5.8). Again, regional policy - where it still
tries to attract inward investment - has moved away from

these traditional sales ploys to an emphasis on Dbusiness

infrastructure : information provision, technology
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Place marketing's continued preference for
traditional sales ploys is not only out-of-date, but also
gives no sense of the commodity that it is really trying
to market - i.e. place. The standardised nature of much
"direct sell" place marketing was mentioned in section
3.2, where Burgess (1982) and Burgess and Wood (1988)
were cited as identifying a uniformity of copywriting and
the difficulty of creating a strong identity. Promotional
messages are remarkably similar from place to place. The
same 1s arguably true of "indirect sell” image-building
as well, internationally as well as nationally. as
Holcomb (1990a., p.7) identifies

"The packaged image reflects the aesthetic tastes of

postmodern society with its eclectic conformity, its

fragmented palimpsest of past times and distant
places, its commodified ethnic culture and sanitized
classlessness. The city is rebuilt to conform to
this increasingly international aesthetic so that
although the beer is better in Glasgow, the chablis
and spider plants are indistinguishable from
those in Cleveland and Pittsburgh.”
Place marketing, 1ironically, is promoting placelessness.
Each 1local authority promotes itself as a central
location, 1ideal to 1live and work, with an excellent
cultural life and easy access to the countryside. Hardly
any authorities focussed on their own unique attributes
or theilr character. And the more standardization there
is, as place marketeers seek to give the market what they
think it wants, the more localities will lose their

individual characteristics and the more placeless they

will become - perhaps not in reality. but 1in people's
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images. Cooke (1988, p.17) envisages the emergence of a
new geography as a result. He sees

"Place marketing (sic) as an attempt to create a New

Geography - "Visit Hull's museums, Wigan has no
peer, Glasgow's Miles Better, I love New York, The
Swindon Effect...” - to bring in the tourist
coachloads and ensure inward investors know all
about Cwmbran's centrality, Telford's
communications, and eveywhere's links with

everywhere else."

Such place marketing ignores the unique aspects of place.
the commodity which it really should be trying to market.
As Cheshire (1988, p.96) says

"All cities are different, They have particular

locations., particular topographies, a particular

history and inheritance and particular economic
functions. They are expressions of specific regiocnal
and national societies and cultures.”

Toe return to the issue of the ad hoc nature of
place marketing : a significant reason for this 1is
undoubtedly the discipline's immaturity. It has not yet
had time to find its feet, to develop theories, accepted
best practises and so on. Nevertheless, it does need to
develop these as soon as possible in order to maximise
policy effectiveness and minimise any wastage of limited
local authority resources. Some means of dissemination of
place marketing policy and practice 1is needed
conferences for practitioners and more articles in
journals are needed (not only in academic journals such
as "Local Government Studies” but also in 1in the larger
circulation journals like "Local Government Chronicle").

At present, local authorities are left very much to their

own devices in developing place marketing policies and
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development achieved. The objective of market-led
policies is economic growth : the creation of wealth and
the stimulation of investment. The aim is not necessarily
to create jobs, although it is believed by policy-makers
that the benefits of economic growth will trickle down
through the economy to reach those in need - the
unemployed, the low-paid, and so on. Critics would argue
that this is economic growth for its own sake because the
belief that its benefits will trickle down to those in
need 1is misfounded : they would advocate a local economic
development policy which is designed to directly benefit
those in need. rather than allow the benefits to accrue
to the investors attracted by place marketing. This begs
the following question : who Dbenefits from place
marketing ? No answer will be given here : it is up to
the reader to make up his or her own mind. The answer is
entirely political, as should be apparent from the
content of this paragraph.

There 1is one other important issue related to the
type of economic development achieved by a market-led
policy like place marketing. Meyer and Boyle (1990) argue
that market-led local economic development policies seek
to maximise economic growth within a given set of local
conditions, achieving as much as 1is possible within

existing external and local conditions. They call this

"constrained maximisation"”. Policy does not try to adapt
to the market — it cannot do, since it is market-led -
but has to conform to its constraints. (Meyer and Boyle
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gpecifically discuss growth cealitions but, asz arguad in
gsection 2.4 above, the points made apply equally to other
forms of market-led economic development policy as well.)
"Constrained maximisation” produces inherent long-term
problems, related to reductions in local diversity and
local autonomy as economic development is guided by and
subservient to the market. Local diversity is reduced in
terms of land-use. economic activity and economic
development policies. Local autonomy is reduced as the
local economy is consciously subordinated to the demands
of non-local capital in order to attract a maximum flow
cf new investment. Meyer and Boyle argue that reduced
diversity and autonomy together lead +to increased
instability as the capacity of the 1local economy to
adjust to changing external conditions falls over time.
The problems discussed in the previous paragraphs
are problems arising from the use of place marketing,.
rather than problems encountered by it. As such,
prescriptive solutions cannot be proposed as was the case
for the problems related to place marketing's ad hoc
nature. Those were problems encountered by place
marketing that could be dealt with relatively easily. The
problems discussed in this section are inherent in place
marketing they are embodied in 1its nature. Any
local authority which adopts place marketing must have
made the (political) decision that these problems are

outweighed by the benefits deriving from place marketing.
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boastful competition between neighbouring local

authorities every Victorian city produced its
11sts of paved streets and miles of drainage : but
these were boasts based on genuine local
achievement, on sensibly optimistic assumptions

abqut the future, and a sense of generosity towards
neighbour and hinterland."

A recent feature series in the "Glasgow Herald" entitled
"Cities at the crossroads” (3 March to 8 March 1990) ran
a two-page feature on each of Scotland's four cities,
each looking at what the future held for that particular
city. The reader was left in no doubt that those involved
— Journalists and public & private sector civic leaders -
saw the cities' future as depending upon how they
measured up to their competition. The assumption
throughout 1is that a buoyant future for the city 1is
reliant upon beating the competition. David Mowat, Chief
Executive of Edinburgh Chamber of Commerce, 1is quoted as
saying
"So far as Edinburgh is concerned, it is essential
that the city gets into that league of international
cities which have the resources and technical &
general infrastructure to be rated alongside the
Berlins. the Frankfurts., the Amsterdams and the
Milans." (Glasgow Herald, 1990c)
The Chief Executive of the new local enterprise company

in Aberdeen, Ian Wood. is even more direct

"The next two or three years are going to Dbe
critical because we are either going to jump some of

the fences and become truly established
internationally or we are going to become an also-
ran." (Glasgow Herald. 19904)

Interestingly, these representatives of Edinburgh
and Aberdeen both regard their competition as being

European rather than just national. Changes in Europe in
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nt pazt and the near future mean that a European
perzpective  will  be vital if places are to  Dbe
competitive. The appearance of the gingle EEC market in
1992 will mean that the barriers to competition within
the EEC will be dismantled one stage further. Economic
differences between places will become less significant.
Both the size of markets available to place marketeers
and the competition Dbetween them will increase
accordingly. Meanwhile, the spread of Western-style
democracy through Eastern Europe will probably result in
an expansion of the European trading blocks and therefore
further growth in markets and competition.

The 1ncreased competition between places that 1is

fostered by place marketing is, like the type of
development produced by place marketing (section 6.3), a
direct consegquence of its market-led nature. Increased

competition between places is wasteful of resources,
especially as so many local authorities feel that they
are forced to compete when they would rather wuse their

resources elsewhere. And not only is increasing
competition wasteful, but it is inequitous. It is not

that more prosperous localities have an unfair advantage
because they can more easily afford place marketing when,
arguably, they have less need of its benefits than other
areas. The questionnaire research showed that local
authorities in the prosperous south-east and East Anglia
are less likely to use place marketing anyway. They often
regard the role of their economic development policy as

being to redistribute the benefits of existing economic
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growth more equitably rather than to attract further
growth. Rather, it is the larger urban authorities who
wield greater financial and political power than smaller
authorities, who can afford to pump more money into place
marketing - the Birminghams and the Glasgows. Other
localities may be as much in need of the benefits which
place marketing could bring them, but a tighter drawing
of local authority boundaries might mean that they do not
have the resources to compete against the larger
authorities.

Although the wastefulness of resources and inequity
produced by competition are inherent in place marketing
(because competition is inherent in place marketing) they
could be ameliorated if so desired. As with the problems
of lack of organisation of local authority place
marketing, a co-ordinating body could help to reduce any
problems of wastefulness and inequity. This separate body
would oversee the spatial co-ordination of place
marketing activities. Wastefulness could be reduced by
ensuring that, for instance, two adjacent localities do
not compete directly against each other : obviously. both
could still compete, but the overseeing body would ensure
that the marketing strategies of the two were
complementary rather than conflicting. Such conflict does
exist - witness the quote from Davies (1989) 1in the
previous section regarding the futile conflict between
Newcastle and Gateshead over shopping centres and the

like, all of it in the political interest rather than the
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public  interest. Any spatial inequities in place
marketing could be eased by the imposition of a spending
limit per head of local authority population. However,
any spending limits on local authorities would only be
partially effective since an increasing amount of place
marketing expenditure comes from the private sector (see
the following section). Any attempts to 1limit private

sector spending would be politically unacceptable.

6.6 Local authorities' effectiveness in competition

If place marketing is adopted as a means of local
economic development, increased competition between local
authorities must be accepted. It could be mediated by an
overseeing body to try and attain complementarity rather
than conflict, but the competition would always exist.
But just how effective can local authorities be in
competition ? The erosion of local authority powers in
the 1980s (see section 2.2.2) must raise doubts.

Local authorities' potential effectiveness in place
marketing has been reduced by both a weakening of their
powers in the specific field of promotions and by their
reduced spending power through continual cuts in income.
The weakening of powers specifically for promotion
followed the 1981 Stoddart Report and the 1988 Widdicombe
Report[ which resulted in the Local Government and
Planning Act (Scotland) 1982 and the Local Government and

Housing Act 1989 respectively. The effects on place
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marketing are, however, minimal (Hayton, 1989, 1990).The
sections of the 1989 Act related to prdmotional activity
were concerned with reducing political promotions from
local authorities — local authority newspapers and radio
stations, for example, which could be politically
influencing. The scope of the restriction itself is
fairly minor : it restricts the foreign trade fair
delegation activities of Scottish District Councils, so
that the attraction of inward investment from abroad 1is

now the responsibility of Locate in Scotland and the

Regional Councils. However, the rationale behind the
legislation was to avoid wasteful duplication of
resources, and the legislation therefore reflects the

realisation by central government at an early date that
uncontrolled place marketing could 1lead to wasteful
competitive practises.

A more important influence on 1local government's
effectiveness in competition than specific legislative
restrictions is the general reduction in'local government
finance enforced by central government in the 1980s.
Details of the cutbacks and the reasoning behind them
were explained in section 2.2.2 : Dbasically. central
government is trying to transfer local power from the
hands of local government to the local private sector
who, it Dbelieves, will be more efficient in providing
many of the services and implementing many of the
policies which were previously the responsibility of

local government.
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How effective can local authorities' competition be
in the face of continuing cutbacks in their powers 7
Promotion is a multi-million pound business in the
private sector. and because it is predominantly the
private sector that place marketing is trying to attract
cne would expect that increasingly large sums will be
spent by place marketeers as they compete with each other
to attract investment. An indication of expenditure 1in
just one form of private sector marketing and image
building. corporate entertainment (which has only taken
off in the UK in the last five years or so), can be
gleaned from this passage

" "Turnover in the business is up to £500 million a

year'", says Wakeley [spokesman for a corporate
entertainment company). "Companies are putting aside
major sums every yvear to budget for it." ...The

moral blackmail implicit in love-bombing your bank

manager or potential customer with a champagne-—

sodden day at Henley, Ascot or Cowes is hard to
resist. If that doesn't soften them up, vyou could

hit them with a hot-air ballooning trip,. a

celebrity-hosted banquet at a stately home, a turn

in a rally car or a themed adventure experience

dressed up as a pirate or a Chicage gangster.”

(Chappell, 1989, p.10)

Whilst expenditure 1in the public sector has not vyet

soared to these proportions, 1t is likely to increase as
competition between local authorities intensifies.

A combination of cutbacks in local authority finance
and increasingly competitive place marketing is therefore
resulting in greater involvement of the private sector in
place marketing (and other aspects of local economic

development), hence the 1increasing number of growth

coalitions identified in Chapter Two. Whilst the main
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reason for private sector involvement may be political,
the increasing cost and sophistication of place
marketing is forcing local authorities into entering into
growth coalitions simply because they themselves do not
have the resources. The consequences of this were
discussed 1in section 2.4 : development which is in the
interests of business rather than the general public, and
increasing non-accountability.

The only way to avoid these problems is to maintain
responsibility for place marketing within local
authorities. But this will occur only if local government
has sufficient resources to undertake effective place
marketing. At the moment only the largest authorities
appear to have sufficient resources, although with local
government powers Dbeing continually weakened they may
soon find themselves lacking in resources as well.
Without sufficient resources, local authorities have to
grant the private sector decision-making powers, and

public accountability is slashed at a stroke.

6.7 The necessity of changing attitudes

If local authorities are to adopt effective place
marketing, they will need not only more co-ordination of
different places' activities, and the <creation and
improved dissemination of information on the theory and
practice of place marketing, but attitudes within local

authorities must also be changed. As a couple of
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guestionnaire respondents commented, every local
authority employee or member must be regarded as a place
marketeer if place marketing is to be successful. This
could be taken further : it could be argued that every
inhabitant of the local authority area who talks to or is
seen by outsiders is a potential place marketeer, in that
they contribute to outsiders' image of the locality. But
a line has to be drawn somewhere, otherwise place
marketing could become the guiding principle behind all
local authority activities. Ashworth (1990a) argues that
if place marketing is to be truly effective, this must be
the case -~ 1i.e. place marketing must dictate the
management philosophy of the local authority. To quote
"Market planning becomes an alternative philosophy
of place management, that is a way of looking at
cities, theilr functions, activities and attributes
in relation to the actual and political demands made
upon them by user groups, and thus a new way of
managing this relationship."” (p.1)
Ashworth Dbelieves that aill local authority services
exist within markets, or can be seen as such (1990b). and
therefore the entire 1local authority can be run on
marketing principles. As with the question o¢f who
benefits from place marketing, we are on political ground
here again : one person may see 1t as advantageous to
regard all services as existing within markets (and thus
to adopt a marketing strategy for the entire authority).
another may not. The decision is political. The important
point 1is that once marketing is adopted. it may have a

tendency to infiltrate management philosophy in order to

be more effective, and thus change the policy-making
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basis of perhaps the entire local authority. The decision
of whether or not to employ place marketing as a major
tool of local economic development can therefore have
far-reaching implications.

Not only would all local authority policy be subject
to the constraints of market-led policy discussed 1in
sections 2.4 and 6.4 - i.e. concern for overtly economic
rather than social objectives - but it would be subject
to changes in the requirements of the market. The market
changes over time : 1if localities do not adapt to follow
the new fashions as they appear, they will be left out in
the cold. A market-led local authority will only be
successful for as long as it provides what the market
wants. Jenkins (1990) notes that Glasgow has provided
what the market has wanted in the 1980s, but cautions
that the city must respond to changes in the market

",..my warning is that fashion by its very nature 1is

a fickle jade. Glasgow has been tremendously a la

mode for the past five years. But Ila mode, Dby its

very nature cannot remain constant... Having caught
and mounted the horse of fashion 1in the early
eighties, and dashingly ridden it for seven years or
so. Glasgow must be ready for its vagaries soon to
take the horse veering off in another direction.”
Local authorities which are not responsive to these
changes in direction may come a—-Cropper : for them
market-led policy will not have been a success but.
arguably, an expensive mistake. Other local authorities
may be more able to follow the changes in direction and
continue to provide what the market wants. But does that

mean that their market-led policy is successful 7?7 It

must be remembered that the cost of Kkeeping up with
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market fashions may be very high, in terms of having tha
right infrastructure. the right image. and so on. The
answer to the question of whether policy is successful or
not necessitates a comparison of the costs of following
the market and the benefits derived from the market—led

policy - a difficult, if not impossible. task.

6.8 Conclusions
Place marketing 1s firmly on the local economic
development policy agenda, and in the present political

and economic climate it will undoubtedly increase 1in
importance (a comment made by the vast majority of
guestionnaire respondents). For it to be more effective.
local authorities need to integrate place marketing into
their management structure more fully - at present it
sits uncomfortably in a variety of positions within the
organisational structure. It needs to find a niche for
itself. Also, more debate and dissemination of ideas
concerning both the theory and practise of place
marketing 1s needed.

A carefully-constructed place marketing strategy.
especially one involving image-building, can produce real
benefits for a locality. They may be hard to quantify.
but they are nonetheless there. The images of a locality
as held by outsiders can be dramatically improved, the
pride and confidence of 1local inhabitants can be

strengthened, and investment may flow in from outwith the
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area as the new images becomeé popularly accepted -
provided that the images are based on real changes, not
just hype.

Place marketing does, however. have its limitations.
It must not be thought of as a panacea for economic
malaise. Its market—led nature means that the economic
benefits may not necessarily trickle down to those most
in need. The competition that it engenders between places
mayprove costly and conflicting unless some sort of co-
ordinating body 1is established to oversee different
localities' efforts. These deficiencies must be
recognised by those who choose to adopt it as a means of
local economic development. Most importantly, place
marketing must operate within a wider economic

development strategy. complemented by other policies that

have different advantages and deficiencies - job
training., the encouragement of indigenous growth, and so
on. Place marketing can produce real benefits : but, on
its own, it cannot form the basis for healthy.

sustainable economic development.
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APPENDIX ONE
QUESTIONNAIRE PACKAGE

The questionnaire package consisted of

One covering letter (sample overleaf)

One guestionnaire (sample overleaf)

One stamped, typed addressed envelope (First Class).
Each package was sent out by First Class post in a typed
addressed 9" x 7" envelope to the Chief Executive of each

Council.
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QUESTIONNAIRE SURVEY

wpLACE MARKETING" AND IMAGE BUILDING IN LOCAL AUTHORITIES

Please return to : Mr N, Wright
Centre for Planning
Marland House

University of Strathclyde
GLASGOW G1 1XN

Where a written response is required it will be indicated. Most
answers Jnvqlve either tick-boxes or yes / no answers - all you
need do 1s tick a box or delete as appropriate.

All responses will be treated in the strictest confidence.

1 Name of local authority

2 Name and position of officer completing questionnaire

Your Council's promotional activities

3 Please indicate in the table what '"place marketing" / image
building activities you support to promote your area

Yes No

Free promotional literature I | I I

Advertising campaigns:
Newspapers
Magazines / periodicals
Television

Radio
Posters
Others (please specify)
Advertising slogans (e.g. "Glasgow's Miles Better™ [ ] [:::]

Individual events to promote your town or city:
Historical anniversaries
Sporting events
Arts festivals
Other cultural events (e.g. garden festivals)

Delegations to trade fairs to attract investment
Arranging trips for business investors to visit
your locality

Establishment of a specific unit or subsidiary [::] [::]
organisation to promote your locality

Others (please specify) [::j [::]



The objectives of your promotional activities
4 What are the objectives of your place marketing / image
building activities ?
Primary Secondary
To stimulate... objective objective
.office investment

.factory investment

.tourism
..conventions and conferences

.general interest and to raise
public awareness of your area

JU JUto
JU UULL

.others (please specify)

5 Why was 31t felt necessary to become involved in pilace
marketing / image building ?

Your local authority's approach to promoting its locality

6 Did vyou undertake market research before mounting the
promotional campaign ?

Yes / No
7 Do you have target market(s) 7 (Please name them)
Yes / No

8 Do vyou monitor your promotiocnal activities ?

Yes / No

The organisation of promotional work in your local authority:

9 What was the "place marketing'" / promotional budget in the
financial year 1988/89 ?

£

10 From which budget allocation(s) does this finance come from ?

11 How many staff are involved in "place marketing” / image
building in your local authority ?



Leading
role Involved




18 Does your local authority co-operate with and work alongside

private sector organisations ?

(Please name them)
Yes / No

19 Who is responsible for '"place marketing" / image building /
promotional activites in your local authority area ?

THE FUTURE FOR PLACE MARKETING / IMAGE BUILDING ?

If you have any thoughts on the following issues, ] would be very
grateful if you could write a few words in the space below — any
comments will be treated in the strictest confidence.

Can promotional efforts like image building and "place marketing"
make a valid contribution to the development of vour local

authority area ?

What does the future hold for image building, "place marketing"
and similar promoticnal efforts by local authcrities ?

Have local authority attitudes to '"place marketing", image
building and so on changed in the 1980s ?

1f you have any relevant official literature, I would appreciate
it 1f you could enclose it with the completed gquestionnaire.

Thank you for your assistance and co—-operation. Please return the
completed gquestionnaire to me by 29 January 1990.



APPENDIX TWO

LOCAL AUTHORITIES INVOLVED IN THE QUESTIONNAIRE SURVEY

Local authorities which returned completed questionnaires

are 1ndicated by an asterisk.

Scotland : 33

Regions : 9
Borders
*Central
*Dumfries & Galloway
*Fife

Grampian
*Highland

Lothian
*Strathclyde

Tayside

Islands : 3
*Orkney
*Shetland
Western Isles

Districts : 21
Aberdeen
Clydebank

*Cumbernauld & Kilsyth
Cunninghame

*Dundee

*Dunfermline

*East Kilbride
*Edinburgh

*Falkirk

*Glasgow

*Hamilton

*Inverclyde
*Inverness

Kilmarnock & Loudoun
*Kirkcaldy

Kyle & Carrick
Monklands
*Motherwell

*Perth & Kinross
*Renfrew

Stirling
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England : 78

Counties : 37
Avon
*Bedfordshire
*Berkshire
*Buckinghamshire

*Cambridgeshire
*Cheshire
*Cleveland
*Cornwall
*Cumbria
*Derbyshire
Devon
*Dorset

Durham
*East Sussex
Essex
Gloucestershire
Hampshire
*Hereford & Worcester
*Hert fordshire
Humberside

Isle of Wight
*Kent

Lancashire
*Leicestershire
Lincolnshire
Norfolk
Northamptonshire
*Northumberland
North Yorkshire
Nottinghamshire
*Oxfordshire
*Shropshire
*Somerset
Staffordshire
*Suffolk
*Surrey
*Warwickshire
West Sussex
*Wiltshire






APPENDIX THREE

PROBLEMS OF THE QUESTONNAIRE DESIGN

A3. 1 Introduction

The main problems of the questionnaire design and
analysis relate to the ability, or lack of it, to compare
responses. As stated in Chapter Four, the ability to

compare the responses of the different local authorities
was essential. ©Some questions elicited responses which
were very easy to analyse and compare on a gquantitative
basis. whereas others produced responses in the form of
comments which could only be compared in general terms.
Although the use of different types of questions (tick-
box, open ended, etc) meant that this was only to be

expected, a few of +the reponses were not a

0]

easily
comparable as was anticipated.

For simplicity's sake. this section has been
subdivided into four parts. Each part relates to the
problems associated with a different type of question on
the survey : four types of question were used, and each
had its own drawbacks. Examples are drawn from the
guestionnaire analysis where necessary, but more detailed

discussion of the results is left to Chapter Five.

A3.2 Tick-box questions

(This includes questions which demand a 'vyes/no'

response). Comparison of these responses was relatively
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supply a specific figure for place marketing / 1image
- building does demonstrate that place marketing is not as
yet important enough to warrant its own budget allocation
in most local authorities.

Question 11 (number of staff) produced problems of
comparability similar to those of Question 9. Some
authorities specified the total number of staff involved.
even if only for a couple of hours a week; others counted
only full-time professionals (as opposed to support
staff). This would not have mattered too much if each
respondent had stated exactly what the involvement of the
staff included in the total was. As in the case of
budgets discussed above, only a very few respondents were
so specific : virtually all respondents could only put a
number of staff without being able to specify their
degree of involvement. There was no way of knowing if the
staff were part-time or full-time, support staff or fully
trained professionals.

However, not all of this second type of question
suffered from these disadvantages. Question 10 (budget
allocations) for example was simple and spraightforward,

and produced responses which could be directly compared.

A3.4 Open-ended question which asked for comments

Unlike the open-ended factual type of questions Jjust
discussed, the difficulties in analysing the third type

of responses were no greater than anticipated. From the
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