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ABSTRACT 

Competitions between places makes places strive to be better than their competitors. 
It has been the answer to the emergence of competition between the cities in 
showcasing places to attract intellectual elites, residents, tourists, investors, and 
anyone with an interest in the place. This study has emphasized on the capability of 
the place branding as one of the methods of place-image recovery in the context of city 
planning. Therefore, this research seeks to develop a place branding strategy from the 
users’ perspective, guided by the following objectives: (1) to define the meaning of 
place branding by government agencies, (2) to define the meaning of place branding 
by the local people, (3) to examine the perception of place branding was conceived, 
built, and used by the government agencies, (4) To explore the benefits and difficulties 
of place branding, (5) to formulate suitable strategic technique of place branding. A 
mixed method approach was adopted in data collection combining interview and 
questionnaire data. The interview session was conducted with 15 respondents 
comprising five members of Alor Setar City Council, five from Kedah State 
Department of Town and Country Planning, and the rest were officers from Tourism 
Malaysia Kedah.  For quantitative data, this study has analysed the questionnaire 
responses from 384 respondents comprising of both local communities and visitors in 
Alor Setar. Both methods of data collection were carried out in 2016 and 2017. The 
interview data was analysed using the NVivo 10 software, whereas the Statistical 
Package for Social Science software was used to process quantitative data. The 
findings show that there is a positive perception among government agencies and city 
users on the idea of place branding in city planning. More interestingly, the findings 
also demonstrate that Alor Setar has the potential to set its own brand as a friendly and 
smart place, accessible to everyone as well as, capable of attracting users from diverse 
backgrounds of society.  Hence, this study recommends the sixth steps approaches as 
one of the place branding strategies in city planning and suggests further research on 
place branding issues in other locations in Malaysia. 
 
Key Words: City Planning, Place Branding, Place Marketing, Malaysia 
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ABSTRAK 

Persaingan antara tempat yang berpunca daripada kepantasan pembangunan telah 
mengubah persekitaran dan trend pembangunan. Persaingan ini menjadikan setiap 
tempat berusaha untuk menjadi lebih baik daripada pesaing mereka. Perkembangan ini 
telah menjadi jawapan kepada kemunculan persaingan antara tempat dalam 
menonjolkan tempat untuk menarik golongan elit intelektual, penduduk, pelancong, 
pelabur, usahawan, dan sesiapa yang mempunyai minat terhadap tempat tersebut. 
Kajian ini menekankan kepada kemampuan penjenamaan tempat sebagai salah satu 
kaedah pemulihan imej tempat dalam konteks perancangan bandar. Manakala, 
penyertaan masyarakat pula dilihat sebagai salah satu alat penting dalam perancangan 
bandar. Oleh itu, kajian ini dilakukan bertujuan untuk membangunkan strategi 
penjenamaan tempat daripada perspektif pengguna, yang dipandu oleh objektif 
berikut: (1) untuk menentukan maksud penjenamaan tempat oleh agensi kerajaan, (2) 
untuk menentukan maksud penjenamaan tempat oleh penduduk tempatan, (3) untuk 
meneliti persepsi penjenamaan tempat yang telah diolah, dibangunkan, dan digunakan 
oleh agensi kerajaan, (4) untuk meneroka manfaat dan kesulitan dalam penjenamaan 
tempat, (5) untuk merumuskan teknik strategik penjenamaan tempat yang sesuai. 
Pendekatan kaedah campuran digunakan dalam pengumpulan data yang 
menggabungkan data temu bual dan soal selidik. Temu bual telah dilakukan bersama 
15 orang pegawai iaitu lima anggota Majlis Bandaraya Alor Setar, lima daripada 
Jabatan Perancangan Bandar dan Desa Negeri Kedah, dan selebihnya adalah pegawai 
dari Tourism Malaysia Kedah. Untuk data kuantitatif pula, kajian ini telah 
menganalisis maklum balas soal selidik daripada seramai 384 responden yang terdiri 
daripada komuniti dan pelawat tempatan di Pusat Bandar Alor Setar. Kedua-dua 
kaedah pengumpulan data telah dijalankan pada 2016 dan 2017. Hasil temu bual 
kemudian telah dianalisis menggunakan perisian NVivo 10, manakala, perisian Pakej 
Statistik untuk Sains Sosial (SPSS) pula digunakan untuk memproses data kuantitatif. 
Hasil kajian ini menunjukkan terdapat persepsi positif daripada kalangan agensi-
agensi kerajaan dan pengguna bandar mengenai idea penjenamaan tempat dalam 
perancangan bandar. Lebih menarik adalah penemuan tersebut juga menunjukkan 
bahawa Alor Setar mempunyai potensi untuk menetapkan jenamanya sendiri sebagai 
tempat yang mesra dan pintar, yang boleh diakses oleh semua orang serta, mampu 
menarik pengguna daripada pelbagai latar belakang masyarakat. Oleh itu, kajian ini 
mencadangkan kaedah ‘enam langkah’ sebagai salah satu strategi penjenamaan tempat 
dalam perancangan bandar dan menyarankan penyelidikan lanjut mengenai isu 
penjenamaan tempat di lokasi lain di Malaysia. 
 
Kata Kunci:  Perancangan Bandar, Penjenamaan Tempat, Pemasaran Tempat,  

Malaysia  
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CHAPTER ONE 
 

INTRODUCTION 

1.1 Introduction 

Different places have varied tastes and images between one and another. In the 

changing world development landscape, Malaysia has experienced rapid physical 

development that resulted in the transformation of place image. Gordon and 

Richardson (2000) said that the overflowing of urban development has effect on the 

place and the image. Since 1970, place images have become an issue in Malaysia. The 

professionals and politicians at the time frequently emphasised the place image 

through building infrastructure.  In 1991, Federal Government announced that every 

capital state in the country should represent an identity by using landscape elements 

(Shuhana & Ahmad, 2001). Therefore, place image is identified by the building 

architecture as presented by the community. According to Nor Zalina and Ismail 

(2009), Malaysia has plenty of heritage towns with unique facade and features that 

they are expected to become Malaysia identity.  

 

Starting from the 1980s, urban managers in Europe has been approaching the concept 

of “city branding” or also known as “place branding” in accentuating the image and 

identity of the place. According to Paskaleva-Shapira (2007), place branding has 

become a famous and favourite strategy to present a place or city. It excellently 

functions as the source of added symbolic value and at the same time, increases the 

economic value of the place with a mental image and a cultural implication.  
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1.2 Research Problem 

Branding challenges the issues of lifestyle as well as creating compelling place images 

that tend to market. Rehan (2013) stated that place branding is a new method for the 

development of a sustainable city. She also added that place branding is a novel aspect 

of public communication and improves the city marketing by converting a visual 

image into the brand image. It can be said that branding is one of the new mechanisms 

to recover the identity and image of a place. In the European countries, most of the 

cities adopted branding methods to transform the city by promoting activities and 

identities.  

 

Barcelona in Spain, Stuttgart in Germany, and Istanbul in Turkey are several examples 

of the cities that have experienced branding process. In addition, Zhang and Simon 

(2009) said that place branding is the standard practice used by plenty of the cities in 

the context of increasing public competition for resources, businesses, opportunities, 

and attention. This research has identified several research problems (Figure 1.1). 

 

Figure 1. 1: Research Problems  

Research 
Problem

Place 
Branding 

Situation in 
Malaysia

Perceptions 
of 

Governance 
in Place 

Branding

Aggressive 
Competition 

between 
Place 

Public 
Participate in 
Development 

Planning
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Malaysia is aiming to play a key role in global market especially in the tourism and 

economic sector. It has created various slogans to promote the country as “Malaysia 

truly Asia” to become a main target for travellers and attracting people from the entire 

globe. What Malaysia aims today is to become the target not only of tourists but even 

of business travellers. The country has made a significant effort during the last decade 

to develop and to reach the goal to follow developed countries as an economy power. 

We can see the various progresses in the technology, commercial, wear, automotive 

sectors inviting a mass of investors to support the country to faster the developmental 

movement. Therefore, Malaysia today is needing creating an image of it to attract the 

maximum amount of human and financial capital in order to achieve the promise to 

become a developed country by the 2020. 

 

1.2.1 Place Branding Situation in Malaysia 

The trend of a place is rising and becoming a section of an international economy. At 

the global level, as well as the local, a place must compete with other areas. 

Fortunately, place branding has captivated and increased scholar interest in the last 

decade such as Ashworth and Kavaratzis (2009), Anholt (2007) and Dinnie (2004). 

The practical oriented field of place branding has considered it as a neutral action to 

applies like to its start in corporate branding. Kavaratzis and Ashworth (2006) believed 

it has applied corporate branding to places by doctoring the place brand as an object 

of products with the idea of delivering a coherent message, while at the same time 

connecting the place with stories put together into the place by interceding planning 

and design, as well as a common style of the place and marketing actions.  
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This causes an insufficiency of research tackling the difficulty in brand message when 

used to places, taken from a private corporate, and restored to a place by a tax 

supported community group, opening to other private actors increasing inspiration in 

the community group’s decision making. Place brand message itself branches from the 

neo-liberal idea of a city needing promotion (Harvey, 2008), where branding the place 

is considered as the answer to a city with industrial failure. The idea that city officials 

must think beyond their conventional methods and now use branding succeed if they 

want to recover local affluence, create social investment, and raise economic 

development (Dinnie, 2011) has turn into a well-known “truth” whether pragmatic 

truth or not (Harvey, 2008). Positions, statistics as well as a escalate result have put 

places without a brand under stress to develop one (Stigel & Frimann, 2006). 

 

However, the initial study of the brand and identity of a place and cities are very few 

published in Malaysia. Also, there is no enough research that investigated the issues 

and branding strategies in Malaysia. The discussion of place branding has centred on 

tourism and abandoned other industries such a city planning (Blichfeldt & Halkier, 

2014; Hanna & Jennifer, 2008). Pasquinelli (2010) said that place branding is a 

corporate brand shape, and it is complicated. Even it is an uncomplicated optical 

character, place branding can still be developed and used by the various types and sizes 

of local authorities (Cassel, 2008; Insch & Florek, 2008). According to Anholt (2010), 

place branding has expanded to the incorporate discussion that would be compatible 

with the present day technology. The divergence of place branding research area has 

brought it to the variant field of the study, which inspects place branding in multiple 

perspectives. Place branding studies were predominantly placed in Europe cities 

(Niedomysl, 2008, Hansen, 2010, & Eshuis & Edwards, 2013).  
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The studies in countries such as the Netherlands focused on the first cities, most 

notably Rotterdam and Amsterdam (Eshuis & Edwards, 2013). Federal Department of 

Town and Country Planning (PLANMalaysia) in the National Urbanisation Policy 

(NUP) has also highlighted the establishment of a primary symbol of urban 

environment and identity (PLANMalaysia, 2006). Amongst the proposed ideas by 

NUP is conducting a detailed study of the specific aspects for urban design, and city 

image and identity that symbolise Malaysia's multi-ethnic environment 

(PLANMalaysia, 2006). From the six cores and thirty policies outlined, the study used 

Core 5: Urban Living Environment and Identity. The core outlines four policies as 

follows: 

Core 5: Urban Living Environment and Identity  

i. NUP 22: Making public facilities adequate, comprehensive, and 

user-friendly to management, along with ongoing maintenance. 

ii. NUP 23: Safe urban environment needs to be created. 

iii. NUP 24: Formation of the image and suitable identity with local 

function and culture that represents the diverse communities. 

iv. NUP 25: The areas and historical buildings, cultural and 

architectural features to be preserved and gazetted. 

Source: National Urbanisation Policy Report, PLANMalaysia, 2006 

 

1.2.2 Perception of Authorities in Place Branding 

According to Kaneva (2011), a second method in the field of place branding is a more 

critical perspective that has reflected upon the dimension of governance in brand 

management, which can be found in nation branding. However, Pasotti, (2010) said, 

although branding today looks global, its workings in politics are to most part 

untheorized. Place brand message is progressively being used as a governance 

approach for promotion perceptions about places (Eshuis, Braun & Klijn, 2013), yet, 
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Skålén, Fellesson & Fougére (2006) believed the governmentality in marketing 

discourse has not been previously focused on in studying marketing message. The 

practical concerned with field of place message has been the main perception, which 

has meant a literature often abandoning the governmental side of place brand message 

decisions, its power relations and not to mention its costs. 

 

Perception and understanding are different from sentiment that they are not continuous 

but be contingent among individuals. Hall (1996) said people give meaning to things 

by what they believe and feel and what they give comparative status (Rapoport, 1994). 

In urban environment, structures, facades, hard and soft landscape are the symbols that 

convey signs, and signs give aptitude to make significances. According to Lang (2006) 

symbols shaped by urban mediation (urban design & architecture) are nonverbal 

instruments that “people connect messages about themselves, their backgrounds, 

social statuses, and world view to others.” The perceptive procedure people evaluate 

symbols which are took by the symbols from the physical environment (Madanipour, 

1996).  

 

1.2.3 Aggressive Competition between Places 

One of the main motivations of place branding is to generate a positive image of a 

place; hence, the branding promotion is a practise of image improvement. More 

visibly, the place will try to generate and build an image of what is been viewed for by 

the targets. According to Rehan (2013), non-physical aspects influence place image. It 

plays extremely critical roles and must be allied with visual imagery to present visible 

place image. The classic visual images are no longer sufficient to project a practical 

picture of the place (Rehan, 2013). Branding is one of the mechanisms used by cities 
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to develop the consistent strategies (Warnaby & Davies, 1997; Papadopoulos & 

Heslop, 2002). So, the image and identity of a place is a vital dimension of social and 

cultural survival in city areas, and its continuity is strongly related to place connection 

and sense of belonging (Kaymaz, 2013).  

 

“We cannot settle 21st-century glitches with 19th-century 
mentalities.” 

Source: Landry, 2000 
 

Nowadays, cities around the world are trying to present the best of their image and 

identity. The existing competitors make the places and cities even more struggling to 

give their best look. Cities are also targeting to have positions in the top global, 

country, city, and place rankings. In this track, countries as Malaysia are trying to 

restore their cities features by creating modern and innovative infrastructures, make a 

political stability, a harmonious relation among the multi ethnicities, reducing the 

number of unemployment, and building the country a safe place to live. What is 

doubted here is how can city in Malaysia use place branding to endeavour in today 

competitive globalised market? Alor Setar city is targeted to achieve metropolitan 

status by 2018 (Alor Setar City Council (MBAS), 2014). So, as one of the techniques 

to achieving the target, place branding is very worthwhile to consider. The key to 

making this a success is by understanding the position and extent in which the place 

needs to be worked on. This is especially true as Administration Centre of Kedah State, 

Alor Setar still does not have a clear image of the city (PLANMalaysia, Alor Setar 

Special Area Plan Draft, 2009). 
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"The image of city centre becomes less clear due to the uncontrolled 
of development. There are no special guidelines on city image and 
identity. The pressure of the various sectors showed the different 
development direction. It affects the image and identity of the urban 
design." 

Source: PLANMalaysia, Alor Setar Special Area Plan Draft, 2009 
 

Consequences of an extensive development turn the identity of an old town disordered. 

Harding and Talja (2014) quoted that cities operation has changed over time. Alor 

Setar is widely known as a traditional city with strong cultural values. However, the 

traditional visual perception is no longer sufficing to show the image and identity of 

Alor Setar. As one of the leading administrative centres in the northern region, Alor 

Setar needs to have a vibrant brand of image and identity. To grow brand loyal investor 

base, businesses recommends generating image, promotion, awareness, and quality of 

the product (Shaharudin, Anita, Suhardi, Shamsul, Etty, and Nurazila, 2010) and so 

does the city. Alor Setar is facing increasing rivalry from other cities in the northern 

region like Sungai Petani, Kulim, and Penang. The competition makes the business 

market aggressively attracting investors to the best place and city. So, it makes the 

demands on the high quality of the image and identity of the place or city. 

 

1.2.4 Public Participate in Development Planning 

In place branding, every single place content plays their role. According to Kaymaz 

(2013), place identity is a vital dimension of social and cultural survival in the place 

areas, and its continuity is related to the connection of the place and sense of belonging. 

The residents intrinsically endeavour to build a good sense of connection and develop 

the feeling of belonging to the place. Kaymaz (2013) claimed that the need to wire and 

build the sense of belonging is pivotal to establish the emotional and cognitive of the 

place, which leads to the feeling of security and sense of community.  The personality 
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of a place is more comprehensive than the physical image because it involves the 

“sense” of the individual and the public about the place (Kaymaz, 2013). Public 

participation is a part of city planning. So, place identity and image do not only depend 

on the physical condition, but also the community in the place also determines it. It 

can be said that a place is obtained through the “emotion” of the community. Since the 

city of Alor Setar is occupied by diverse ethnic groups, the image and identity of the 

place should consider the composition involved (Warnaby & Barry, 1997; 

Papadopoulos & Louise, 2002).  

 

Indeed, public participation topic in the drafting of the development plan like State 

Structure Plan, Local Plan, and Special Area Plan are also often discussed. However, 

topics concerning of other aspects in development planning, such as the topic of public 

participation is rarely discussed. Tosun (2000) in his research on the tourism 

development process suggested “that although community participation is highly 

desirable, there seem to be intimidating operational, structural and cultural 

limitations to this approach in many developing countries.” The public participation 

would create a beautiful sense of ownership amongst residents. This approach can 

encourage the citizens to solve their problems, grow responsibility, as well as 

nourishing a sense of dignity in guaranteeing that everything in their community runs 

placidly.  

 

Evidently, the success of the brand is determined by the customers; but the marketers 

need to plan to accomplish the brand. However, according to Hj Hassan (2012), public 

involvement in the development planning is failed. In Hj Hassan (2012) he studied 1.9 

million of Kedah residents and found out only 708 members of the public visited the 
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publicity and only 56 objections received by the Core Committee of the Alor Setar 

Project Office. It shows that the publicity has failed to attract the public to participate 

in the program. The approach of the public participation might simplify the task, but 

it tends to ignore the influential role of the residents as citizens who play significant 

roles by being the supporters and ambassadors of their place (Freire, 2009). In contrary 

view, residents participate by voicing their dissatisfaction and spread negative word 

(Insch & Florek, 2008). Alternatively, the citizen may be merely unaware or 

indifferent to be involved the activities and program with the local authority. 

 

1.3 Research Question 

Based on the discussion of problem statements, the research focuses on the following 

research questions:  

 

RQ1: What is the meaning of place branding by government officials? 

RQ2: What is the meaning of place branding by the people? 

RQ3: How the perception of place branding was conceived, built, and used by the 

government agencies? 

RQ4: What essential benefits and difficulties of place branding? 

RQ5: Which necessary approach could use by Alor Setar to grow attraction of the 

place? 

 

1.4 Research Objectives 

The wide-ranging research questions mentioned are being a concern on place branding 

strategy in the context of city planning. This research looks to develop the strategies 

of place branding from the perspective of the users, guided by the following objectives: 
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RO1: To define the meaning of place branding by government officials; 

RO2: To define the meaning of place branding by the people; 

RO3:  To examine the perception of place branding was conceived, built, and used by 

the government agencies; 

RO4: To explore the benefits and difficulties of place branding; 

RO5: To formulate suitable strategic technique of place branding. 

 

This study is to explore the extent of place branding that is able to enter the segment 

of the city planning. By using multi-approach method, the benefits and disadvantages 

of place branding is a review from various perspectives. As a result, the thesis 

contemplates not only what place branding is, but how place branding was constructed, 

why it is needed, and the actor of the place branding. 

 

1.5 Significance of Study 

The point of this research is to explore and get a better understanding of place branding 

in the context of the city planning. The thesis also touches synonyms brand topic such 

as a slogan, logo, festival, and place promoting in place level and beyond. In this sense, 

the study will contribute to an in-depth understanding of the role of place branding in 

city planning. This study is expected to contribute to both theory and practice. 

 

1.5.1 Practice  

In the perspective of practical, the findings of the study are significant to place 

branding strategy in Malaysia, specifically in the city of Alor Setar where there has 

been very little research conducted on the place planning strategy. This study could 

offer fresh ideas that can help in coming out with new strategies for the city. The brand 
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is essential in the concept of the marketing (Keller, 1998; Kotler, 1994). So, branding 

is the beginning point for place marketing, as its location serves as the strengths to 

control the vital essence of the marketing. If the place chooses on what it aspired brand 

to be, then it tends to try to make the impression, facility, and messages with the place 

identity. Rivalry among the place is victorious by generating and broadcasting an 

animated image to the prospect’s investors and people in target markets (Goodall, 

1988). 

 

Additionally, this study helps in identifying and assessing the factors in establishing 

place image and brand image through the decision maker from the government 

agencies and place user. The understanding obtained from the research might facilitate 

the government agencies to design and execute the proper strategies. It allows the place 

to direct their limited assets in a better way by using this initiative. The idea of the 

place branding strategy should be based on the user viewpoint, and predilection that 

can be sustained.  

 

The findings of the research will help the government agencies to plan its strategies in 

developing, design, stimulate, and encouraging the image and brand of the place. Place 

branding strategy is one of the essential paradigms in the simultaneous globe. The 

study will also help to acquire the knowledge of the appropriate mechanism to increase 

place image to make the city a better place. Furthermore, the exploration of succesful 

existing strategy significantly helps the policy makers and city managers to adopt the 

proper strategies for getting the best image of their place. 
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The study is also beneficial at the national level for decision makers particularly the 

ministry that is directly involved in identity, image, and brand of the city activities 

such the Ministry of Urban Wellbeing, Housing, and Local Government Ministry 

(KPKT). The study contributes to the proposed strategies directed to restoring the 

image of existing towns in Malaysia. Hence, this study can work as a catalyst in 

establishing and create more national policies that can help to increase support and 

improve the image and identity of places and cities. 

 

Branding is one of the features of place marketing. Discussion of places branding 

connected the nations (Achrol & Kotler, 1999; Hankinson, 2001; Anholt, 2002). The 

mastery of the concept of place branding brand perception is beneficial to government 

agencies in which they can use to come out with the appropriate strategies to ameliorate 

and put the necessary image and identity of a place. Besides, the improvement of 

promotional campaign may practice rectifying, ameliorate, and spread precise place 

image and identity to the target markets (Harahsheh, 2002). Government agencies as 

city managers need to intensify their effort on the image and identity perception of 

their place either from residents or visitors. This research is trying to succour by 

suggesting the appropriate place branding strategies. Jones and Olins (2001) claimed 

that the purpose of place branding is to turn the place or city from a location into a 

destination. Thus, it wioll tremendously contribute to every stakeholder in the place 

besides improving the image and the identity of the place. 

 

1.5.2 Model 

This study proposes the model related to the strategy of the place branding. The model 

generated can function as the mechanisms to the academics to acquaint the part 
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contributes to place branding in the context of city planning. In addition, this study is 

also trying to expand the research that involves place branding findings in Malaysian 

perspective. The exploration of local perception is essential to develop the strategy that 

is suitable to the local because the empirical findings of the study in the western 

countries may be not be applicable in this country (Wong & Ching, 2009).  

 

Essentially, this research further contributes to the literature of place branding, image, 

and identity of the place by investigating the current strategy adapted by the authority 

in Alor Setar City. By understanding all of the elements, the different impacts of place 

branding could explain. Thus, the research contributes to the knowledge and the 

applicability of place branding in the context of city planning. The extra variable in 

the strategy will add a new dimension of place branding theory in prognosticating the 

place image. Also, this study is designed to determine the image and identity of the 

place by adding the origin image. The genesis image is necessary to create the clear 

picture of the cultural products and is proven as one of the components of the image. 

Although this research focuses are to understand the perception of government 

agencies and the public, the phenomenon of the place image is required to make 

adequate brand image decisions. It will result in the clear picture of the formation 

model of place branding strategy. 

 

In summary, the academic contribution of this research builds the mechanism in 

creating the place branding strategy and the mediating influence of the place image to 

city managers and brand image to the people. 
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1.6 Scope of Study  

This study aims to consider the capability of the place branding as one of the methods 

of place-image recovery in the context of city planning. In the context of city planning, 

the study focuses on the public participation which is one of the tools in the city 

planning. So, the primary discipline of this research is to focus on construct and 

develop the place branding strategies in the context of city planning. Overall, the scope 

of this study, however, is limited only in the context of the situation in the study area 

for the year 2016 and 2017. 

 

The data collection in this study used interviews, and questionnaires. So, the 

qualitative and quantitative method are the main instruments used to obtain the data 

based on the objectives described before. The respondents for qualitative is the MBAS, 

Kedah State Department of Town and Country Planning (PLANMalaysia Kedah), and 

Malaysia Tourism Promotion Board (Tourism Malaysia). In quantitative data 

collection, the respondents consisted of Alor Setar City Centre users which is the local 

community and visitors alike.  

 

1.7 Organization of Thesis 

Nowadays, place branding is happening in majority of international cities. 

Nevertheless, while the world aggressively talks about place branding, insufficient 

research on place branding is happening in the country. This thesis gives exploration 

by drawing of the qualitative and quantitative approaches to reveal the degrees of place 

branding, the issues encompassing place branding, and suggestions of the strategy. 

Through this introduction, this dissertation unfurls five extra sections.  
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In Chapter Two, the literature review is set. The framework is giving the outline of the 

place branding, and it is contextualising within the development, the theory, the 

concept of strategy, the mediating effects, and the perception of the place branding. 

 

Chapter Three discusses the research design and method. The chapter discusses the 

sampling design, sampling method, the size of the sample, the target respondents, the 

pilot study, the planning of the data collection, and the data analysis procedure. 

Henceforth, Chapter Four presents the analysis of the qualitative data collection. The 

final phase of analysis is quantitatively summarised in Chapter Five. Discussion on 

findings was discussed in Chapter Six. The results of the qualitative and quantitative 

technique give profound information about the perception of the user on the topic 

discussed and finally, Chapter Seven gives the discoveries of this research. The chapter 

consists of the summaries of the study with some recommendations. It is expected that 

the outcomes of this thesis will have future benefit, and exceptional commitment to 

the parties involved. 
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CHAPTER TWO 
 

LITERATURE REVIEW 

2.1 Introduction 

In general, this chapter discusses the theoretical knowledge of place branding. This 

chapter also presents the underpinning theory used in the study. The literature study is 

about the relationship between the phenomena and summarises past experiences and 

the research. In literature study, it helps to avoid the errors that others may have made 

because of inadequate theoretical knowledge. The theoretical approach chosen in this 

chapter depends on the topic and the level of aggregation.  

 

The first section of the chapter will briefly discuss the definition of branding, identity, 

strategy, and management. The next topic will discuss the concept of place branding 

and the concept of perception. The chapter aims to know the appropriate approach that 

can be applied in this study. The precise word explained to acquaint the idea and 

practice of the place branding. Lastly, this chapter discusses the previous study on 

place branding strategy. In city branding, the term often used are place branding, 

destination marketing, destination branding, country branding, and nation branding.
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One of the founders of nation branding theory, Anholt (2007) presented the proper 

practice terms as follows: 

i. Place branding is a general name which includes the country, regions, cities – 

or even villages and townships. 

ii. Country branding: based on Simon Anholt, is alternate for the nation branding; 

iii. Destination branding or destination marketing: is considered tourism 

promotion. Anholt claimed that although the sensible brand management as 

mechanism is significant, it is not appropriate to talk about the plan to 

ameliorate the nation brand;  

iv. Nation branding is deliberate as a preferable term. It designates that it is the 

citizen, who got the profit from the ameliorating of the national status, and who 

preferably “possess” that national brand. 

 

According to Kavaratzis, Warnaby, and Ashworth (2014) the use of the method and 

concept of the place branding, cities, countries, and regions are proven to be a 

progressively appealing and favoured subject by academic scholar. Kavaratzis and 

Ashworth (2015) and Boisen, Kees, and Bouke (2011) said branding had become a 

central part of the city management agenda.  

 

2.2  Definitions of Place Branding 

What is a brand? Kylander and Stenzel (2014) boosted the idea that everything and 

everyone has a brand. The brand is associated with both physical entities, such as 

products, companies, places, and organisations, and people (Laidler-Kylander & Julia, 

2014). Brands develop trust while helping the customers to identify and differentiate 

the options. 

 

“The brand is how someone sees a particular business. Branding is 
about forming the perception.” 

Source: Friedlein, 2013 
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Handley and Chapman (2012) gave the idea that a brand is the perception of people on 

business or product. It is the form in which other images of the business take form in. 

According to Kapferer (2012), the first meaning of “brand” is the name given to a 

product or service from a particular source. A brand is the product memory and future 

(Kapferer, 2012). Kornberger (2010) said there are people who consume the brand, 

and not the products or services per se. The brand is a name, term, image or design, or 

a mix of them, which are planned to connote the merchandise of administrations of 

one vender and to distinguish themselves from their contenders (Kotler, 2000).  

 

Anholt (2004) contended that brand is difficult because the brand has respect from the 

users as laid out in his book “Brand New Justice.” The brand respect lies in the trust 

of a brand name for quality and its consistency, a type of guaranty for its reputation, a 

guarantee the brand conducts, and the treatment it gives to the customers. So, this 

requires the preparation of staff to conduct customer control (Anholt, 2004). Gilmore, 

(2002) said that the effective branding is when the country continually expands toward 

contemporary character. Those efforts as a derivation to retain and understand the 

variety of exercises under one practical personality to represent and feel interlink 

multi-faceted but rational (Gilmore, 2002). 

 

Kotler (2000) said branding is essential to the entire idea of product display while 

Kavaratzis and Ashworth (2005) stated that branding fixates people’s perceptions and 

imagination. In the standard model of promotion, a brand is portrayed as a part of the 

portions of the product and the business, and what is conveyed by them. American 

Marketing Association (AMA) describes the brand as “a name, term, sign, image, 
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design or a mix of these, which is used to identify commodities and business of vender 

or group of businesspeople and to divide them from the competitor” (Kotler, 2000). 

“A blend of substantial and immaterial qualities symbolised in a 
trademark, if legitimately oversaw, makes an impact and produces 
esteem.” 

Source: Clifton & Maughan, 2000 
 
“Uncovering the brand and making brand picture.” 

Source: Aaker & Joachimsthaler, 2000 
 
“Whose capacity is to uncover the concealed characteristics of the 
item which are out of reach to contact.” 

Source: Kapferer,1997 
 

Place branding is another system to recuperate the quality and image of the place or 

city. The idea of place branding outlined by Anholt (2002) is fresh and has been 

misconstrued. It integrates country branding in addition to the region and urban 

communities. Anholt touched the base term of place branding from his prior work with 

country branding. He initially clarified his perception that “the notorieties of nations 

are fairly similar to the brand image of organisations and product, and similarly 

essential.” For quite a long time, the city manager has perceived the need to extend the 

vivid image to the world. However, in the previous couple of decades, place branding 

has started to be perceived as an apparent request. 

“Place branding is a novel aspect of communication and improves 
the marketing image of the city in a variety of ways to change the 
visual image and the brand image.” 

Source: Rehan, 2013 
 

Kavaratzis (2005) illustrated specific branding as mental images. He added that 

branding is centred where perception and images are placed in the middle of the 

planned and designed activities to build the place and the future. VanAuken (2014) 

says place branding is sophisticated and exciting. 
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Place branding has come from the place promotion that coordinated towards 

improving the approach needed for the place by instilling peculiarity in order to raise 

the place image. Place branding is assigned to make “an amazing image and enticing 

signs” (Kalergis, 2008). Ashworth (2008) identified branding as not as the accepted 

way of thinking and takes every idea of showcasing, branding, advertising, and 

promoting under the same umbrella. Ashworth (2008) marked the contrast between 

these terms while offering a different idea of place branding. 

 

Ritchie and Ritchie (1998) portrayed a place brand by directing to the elements and 

abilities. They clarified that place brand is a name, image, logo, word mark, or other 

pragmatic that distinguishes and separates the place. Moreover, it transfers the promise 

of traveling that is primarily connected to the place. Additionally, it helps to unite and 

increase pleasurable memories of the place experience (Ritchie & Ritchie, 1998). 

“It is not a synonym for promotion; thus, place branding is not just 
the judicious the model and promotion of a placed image by a public 
authority in the chase the objectives. This also not (as many local 
branding policies recommending) the same as producing a unique, 
catchy slogan, logo, house style design and the like, but much those 
might represent and reflect the aspirations of the place authorities.” 

Source: Ashworth, 2008 
 

As indicated by Olins (2005), useful place branding depends on some situations. First, 

international elites (e.g. delegates of government, industry, and mainstream culture) 

are compelling in the control of capital through investment and funding. Second, is 

influencing the gathering of people and their recognition of the place that is carrying 

the brand image. Third, the feeling evolves mostly for the impact on the 

communication style. This is pivotal to expose brand image through a logo that 

innovatively made. Finally, the system of governance is essential to “influence the 
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influencers.” This situation can be coordinated to formulate the relationships between 

the partners and the influence on the identification method.  

 

On the other hand, the process of element consideration is also important. The key is 

getting the attention from social systems, and the end goal is to make successful 

brands. There are several ingredients as to make effective place branding, heritage and 

history, the quality of the community, and relationship with honoured people. The 

capital city status or global city status and relation to the urban districts is another 

recipe for successful place branding because they tend to become successful. The 

society and heritage are the important sources of branding, and it is not just about 

publicising.  

 

Anholt (2005) said place branding is about “social business and intelligent discussion 

on the global scale.” Along these lines, the society is a national system of 

communication and connection and describes the image of the nation (Anholt, 2005). 

Moreover, branding is about diversity and personality. It was part of the lifestyle that 

perceived to have an impact as crossed to global communities and the impact of 

uniformity connected to globalization. 

 

Baudrillard (1998) portrayed this phenomenon as “the differences production of 

industrial” refer to place brands represent the plans. Askegaard (2006) addresses 

brands as "hegemonic vehicles" of the dispersal of the thoughts and image on a global 

scale. Bristow (2010) called it "intensity dominion" alluding to the hegemonic talk 

behind the struggle of the urban communities and the procedures organised that could 

be advantageous. However, Parkerson and Saunders (2005) argued the idea of 
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Baudrillard (1998) and cited that the city or place is not like the item or administration 

brands that are driven by the power of business sector. The need drives place branding 

and the place promoting to increase the places’ economy. It faces production decay, 

intrigue in tourism and internal crack, trademark and traditions stretch, and get 

acquisition of inventors (e.g. European Capital of Culture) (Parkerson & Saunders, 

2005). 

 

Anholt (2007) connected every one of these ideas to the thought of aggressive 

personality. Notwithstanding the globalisation and its homogenising impacts for urban 

areas, personality stays as a particular character, where urban communities rival each 

other. Notwithstanding the globalisation and standardised influences of urban areas, 

the personality stays as a relevant player, where urban areas challenge each other. 

Sirkeci (2013) argued that the customers stay in the community, national, and socially 

connected. He also claimed that the personality of urban community is to stay nearby 

while the international group of observers evaluates the national personality.  

“Preparing and collecting the close support. The private sector 
joints the purposes and drawing in with international groups of 
observers.” 

Source: Ooi & Jesper, 2010 
 

Ooi and Jesper (2010) refered to the example of Copenhagen branding system. Place 

branding created the city border, and it represented the unique character of the area. It 

gives individuals the lenses to understand and interpret the city. The scholars defined 

brand differently as business users do to identify the item, and the administration 

differentiates themselves from their opponents by the application of brand images 

(Aaker, 1991; Kotler & Amstrong, 1996; Keller, 2008). 
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2.2.1 City Brand Hexagon 

Anholt (2007) claimed there were apparent differences between branding nations and 

cities. He then created the model of city brand hexagon that explained several 

parameters that are the importance of branding a city. According to Anholt (2007) 

concentrating on a city have more benefit as compared to a nation. To brand a city as 

an entity is more straightforward because it is smaller than a nation. If a place is famous 

than the nation, the profits might be only limited to the place, and the rest area of a 

nation may not relish the impact, and this may subsequently create a difficulty. 

However, a nation is composed of various regions, communities, and cultures and they 

make it hard to be branded as one. Addressing this concern, Anhold created the model 

of city brand hexagon. The model is formed by six elements which are Presence, Place, 

People, Prerequisites, Pulse, and Potential. 

 

 

 

 

 

 

 

 
Figure 2. 1: City Brand Hexagons 
Source: Anholt, 2007 
 

According to Anholt (2007), in city brand hexagon, the presence is contingent on the 

global city's status, standing, and the global learning of the city. Moreover, it estimates 

the global city's commitment to science, society, and administration. In other words, 

the place is a review of people’s perception of the physical part of the city. It includes 
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the beauty of the environment, cleanliness of the compound, the attraction of the 

structures, and their boundary.  

 

Prerequisites in city brand hexagon are determining the way of individuals perceive 

the essential features of the place. Whether it is tasty, fair and helping, and also the 

standard of public facility utilities. For example, how people see the schools, medical 

facilities, transportation, and entertainments of the city. People uncover whether the 

residents of the city are seen as friendly and welcoming, and if it is easy for them to 

learn and fit into a community. This includes a sense of pleasure in dialect sharing, 

and security for being in such community.  

 

Pulse measures the perception of engaging in exciting activities in leisure time. This 

is how the excitement of the city is perceived to be concerning as new elements to 

discover. The last element, potential, projects the view of financial and informative 

condition that open the doors into the city such as how easy it is to find employment, 

whether it is a suitable place to work, or a right place to advance education.  

 

The city brand hexagon model shows that the people can recognise the areas that the 

city is focusing on, and which must be visited, or at least acknowledge if the city wants 

to succeed in branding. Anholt suggested that real branding of cities is protected from 

cataclysmic events but getting to that level demands significant submission and 

determination. Moreover, Anholt (2007) argued that branding a place might be costly 

for most places, but the bonuses may be more prominent. It is necessary to consider 

the cost involved before changing the brand of the city. 
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2.2.2 The Concepts of Place Branding  

Kotler presented the idea of place branding in the early 1990s. In 2001, Van Ham 

focused on the multidimensional nature of place branding (Grundey, Toluba, Pilinkus, 

& Verbauskienė, 2008). Olins (2002) on the other hand, focused on the nation branding 

that branding is essential for countries and the focus in the global arena is a need. 

Similarly, Anholt (2005) highlighted on the global competition and the role of place 

branding on the nation in his book "Brand New Justice."  

 

The place branding approaches are rooted in place marketing and cities used place 

marketing for many years. The rise of “Entrepreneurial City” made the marketing 

issues for place managers. Entrepreneurialism was highlighting the cities and 

considered it as a business or corporations and strengthening the use of marketing 

strategies in urban settings. 

“Entrepreneurialism as a method of urban governance came about 
as an answer by different cities to the collapse of the Fordist social-
democratic arrangements that had facilitated the spread of 
managerial forms of governance.” 

Source: Griffiths, 1998 
 

The aim of place branding is to upgrade or build the image of the city in order to pursue 

the economic development and to satisfy social needs of the residents. In the 

discussions of the idea of place branding, Jansson and Power (2006) drew a conclusive 

but straightforward framework. They suggested two types of place branding which is 

intangible and physical. These two are linked with each other by meta-narrative of 

brand image. Only appropriate combination determines the scope and effectiveness of 

place branding (Kavaratzis, 2005). The first type is intangible and should be supporting 

type.  
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The intangible branding mainly based on promotion and advertisements tools 

including slogans, logos, and symbols. This type of branding has frequently been 

admitted for several years especially with the advancement of information 

technologies (the internet and visual documents). It is intended to show the positive 

side of the place or the issues that need to mark.  

 

It may sometimes mean historical values such as Rome that its historical building 

represents its city. The promotion tries to represent that the place has a high-quality 

level of living. To sum up, the intangible branding tools seek to show the city its worth 

through its unique, different values and subsequently help promote its global 

perception. Identifiable and intelligible flourishing of city logo also increases the 

reputation of the place and community (Lisiak, 2009). 

 

The second type holds “physicality”. In place branding, the goal set is to promote the 

place by creating healthy environments, increasing the quality of life, making better 

places, and erasing the wrong images and replacing it with genuine ones. Based on 

these aims, a place continually tries to use urban design and architecture tools. Van 

Gelder (2008) stated that master planning, urban design, architecture, and landscape 

design is significant tools of place branding. 

“The built environment itself usually functioned as a symbol or an 
image that famously promotes a place of the city.”  

Source: Jason & Power, 2006 
 

The physical type has power and symbolic value, and it becomes more meaningful in 

the modern global world (Gospodini, 2008; Jansson & Power, 2006). Through the 

history, symbolic buildings such churches, governmental buildings, and business 

centres help users to understand the place. In the physical type of branding, Jason and 
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Power (2006) also categorised the strategies into four - creating iconic structure, 

staging mega-events, thematisation (creating a theme), and heritage tapping (using the 

historic resources).  

 

Ashworth and Voogd (1990) highlighted the popularity of place branding in the field 

of city planning and architecture. They placed three favourite techniques among urban 

planners which are personality branding, signature building and design, and event 

branding. Personality branding is referred to as symbolic name that identifies that 

particular place. Such example is the Gaudi Cathedral that became favourable after it 

is used in Barcelona. Signature building, and designs refer to cultural or historical 

values of the place. They also apply to redevelopment projects, such as the Pompidou 

ploy after the grand projects on the Paris Beaubourg that incorporated event branding 

like Edinburgh festival, Venice Festival, or Pride Parade.  

 

Richard and Wilson (2006) stated that place branding could be derived together with 

the physical assets and the intangible. This is because both are moving synchronically. 

According to Jason and Power (2006), branding through signature building, events, 

and flagship projects is the type of branding strategy that uses widespread and shared 

in various literature. This type of branding increases the recognisability and symbolic 

value of the place. In explanation of the increase in signature buildings or designs that 

destroy cities by cancelling each other. Jason and Power (2006) emphasised that the 

type of approaches that attempt to link with many areas of urban, economic, social, 

and infrastructural development. It to create an integrated platform within the city or 

region gets renewed and re-imagined.  
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Hubbard and Hall (1998) suggested strategies of place branding by using the approach 

of physical, promotional, organisational, and social subjects. Based on these bases, 

there are six main strategies that were proposed which are advertising and promotion, 

large-scale physical development, public art and civic statuary, mega-events, cultural 

regeneration, and public and private partnership (Hubbard & Hall, 1998). Table 2.3 

illustrates another approach suggest by branding scholars. Table 2.3 represents another 

approach suggested by different scholars. 

 

Kavaratzis (2004) described the branding framework based on communications with 

three several types which are primary, secondary and tertiary. The primary 

communication is communicative effects of the city which are composed by four areas 

which are landscape strategies (strategies which are relevant to urban design, 

architecture, green spaces, and public spaces of the city), infrastructure projects 

(related to the accessibility and its improvement), organisational and administrative 

structure, and city behaviour. 

Table 2. 1 
Different Branding Approaches 

Ashworth & 
Voogd, 1990 
 

Promotional activities functional and spatial activities organizational 
activities financial activities 

Hubrey y Hall, 
1998 
 

Design – personality Infrastructure – stable environment Basic service –
service provider 
Attractions – leisure and entertainment 

Kotler et al., 1999 
 

Publicity and promotion large scale physical development civic and cultural 
facilities mega events cultural regeneration 
Private public partnership 

Source: Seisdedos (2006) cited in Pasquinelli & Teräs (2013) 
 

Castello (2010) differentiated two ways of approach which are contextualised and non-

contextualized. The contextualised place branding is known as one where the 

perception is stimulated by cloning the forms of the actual environment. This means 
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that cloning form is used in creating the new image. The contextualised place branding 

covers two approaches which are conservation and imitating. Preservation of city is 

concerned about the preservation of historical and cultural values. Imitating, on the 

other hand, bargains with the development of the city by the surrounding values of the 

city. The non-contextualized place branding has two styles. The firsts style occurs 

through the formation that supports the creation of natural images. The second one is 

the establishment of “exotic or unusual images” which didn’t have a connection with 

the surroundings. 

“A city comprises of everything. The city finishes everything that 
happens in the city. It imparts the messages of the city image.”  

Source: Kavaratzis, 2005 
 
“Eventually the community will be portrayed by what we do and 
what we destroy.”  

Source: Sawhill, 1928 
 

These branding techniques and the use of differing schemes by the size of the city. 

Gospodini (2004) explained this difference in the capacity to readjust with the global 

trends. The use of the branding approach by some cities are profoundly adaptable, but 

for some it is worse to integrate into the global competition (Gospodini, 2004). 

Similarly, Jansson and Power (2006) pointed out that the competitiveness happens in 

diverse levels and cities are trying to drag different things. The standard of the brand 

directly affects the strategies chosen. 

 

2.2.3 Elements of Place Branding 

Mumford (2007) perceived the city as a financial corporation and the popular product 

as a part of the place branding. Mumford finds the city or place as a scene in this 

thought. Lefebvre (2003) defined a city as the image and the image judgments that 
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connected to the generation of the space and the way they describe the space. 

Goonewardena, Kipfer, Milgrom, and Schmid (2008) pointed on Lefebvre’s 

understanding of the city by focusing on the diversity and complexities in the city. 

Since this study is about exploring the potential of place branding, it is essential to 

know the meaning and the creation inside of the city. A city is progressive and is 

reproduced in the regularly evolving of social, political, and financial provisions as its 

ability use change. 

 

According to Lefebvre (1991), he clarified city as “raison d'etre.” It means the spaces 

for a specific request and not just specific issues of "do's and don'ts" connected with 

the authority. So, space is distributed and reproduced. Space is a result of the action of 

the public. Likewise, it changes the public itself. In the same vein, Mumford (2007) 

opined that the characters and onlookers are tradable. Kavaratzis (2009) explained the 

ingredients of a branding strategy are the ways they are exercised.  

 

 

Figure 2. 2 : Components of an Integrated Approach 
Source: Kavaratzis, 2009 
  

1. Vision and strategy
Selected vision for the 
place future must be 
created along with a 

clear plan to carry out it.

2. Local citizens
Prioritising local needs 

by including the 
residents, industry, and 

business in every 
process of producing 

and presenting the 
brand.

3. Local culture
Increasing brand 

familiarisation by the 
place administration and 

promote and market 
itself.

4. Infrastructure 
Affording for essential 
requirements which the 
place cannot try giving 
assumption generated 

by its brand.

5. Synergies 
Getting cooperation and 

the help of related 
stakeholders and giving 
for an equal partnership.

6. Cityscape and 
gateways

The capability of the 
place architecture to 

speak for itself and to 
strengthen or destroy the 

place brand.

7. Opportunities
Opportunities are 

opened for targeted 
persons, business, and 

industry (urban lifestyle, 
high-grade services, 

education, financial, and 
labour). These imply to 

the prospects of the 
place.

8. Communications 
Fine-tuning all 

purposely 
communicated words.
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The composition of the components shows a continuous method, which starts with the 

vision and the strategy that the place should use. The method continues with an extent 

of the brand-familiarisation culture by the group itself. Next is the engagement of the 

local societies for the purification of the vision and strategy. Zenker and Seigis (2012), 

Garcia, (2006) and Bingham et al., (2005) had discussed the significance of citizens 

participation in city governance processes. The main target markets of place are 

citizens, visitors, and business. Even there has others target market, it does not limit 

the role of citizens to be important participants in the place branding process. Olsson 

and Berglund (2009) said, the residents not just receivers or place users, but they could 

act as active partners also co-producers of public assets, policies, and services. 

According to Kavaratzis (2012) a critical analysis of the possible other roles of citizens 

in place branding is needed. Citizens play more active role because of participation in 

program and discussion with other stakeholders in place branding (Kavaratzis, 2012). 

Afterward, synergies with applicable stakeholders needs to be gained, and all physical 

and non-physical assets, such as infrastructure, architecture, cityscapes and 

opportunities, need to be addressed with the targeted viewers. The opportunities must 

be advertised and publicised. The two fundamental components that need to emphasise 

concerning this method are outside and inside study, and analysis that are essential at 

all steps to produce and sustain a constant relationship with audiences. Lastly, Robust 

management and leadership must be practised to assure unity and success. 

 

Hankinson (2004) said cities are multifunctional and involved the composition of 

symbolism. The ability of people shapes a city to express ideas and connect them with 

physical things which are beyond their basic abilities. In other words, the physical 

space of the city is connected by the personalities of its citizens (Moughtin, 1996). 
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According to Hankinson (2004), the idea of city branding is to be perceived as a 

formed city's interest and to improve city access. It is recognized that a succession of 

city branding procedure can be set up on the basic perception of city life comprising 

of housing, cloth, and food and also the space of the city inside the minds of city 

communities.  

 

Figure 2. 3: Components of a City 
Source: Hankinson, 2004 
 

“The city can be defined as a place in which differences of understanding, recognise, 

experiment, assert, or balance between each other. The separations of space-time are 

replaced by inconsistencies, differentiation, superimpositions, and juxtapositions of 

multiple elements” (Goonewardena, et. al., 2008). 

 
 
2.2.4 Tools of Place Branding 

Slogans, logos, and visual symbol have been serving as favourite marketing tools for 

relating to place image. The tools are part of the image itself where it applies as a tool 
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to deliver the messages of the place image. Kotler et al. (1993) defined slogan as a 

short catchy phrase that summarises a vague image of the place. The slogan can be 

playful or provocative, epic, or suggestive, or tourism slogans. The goal of the slogan 

is to invite visitors to crowd into the city or country they are promoting. 

“If you have a powerful brand then the logo and the slogan 
are just kinds of like the icing and the candles on the cake.” 

Source: Doug Lansky in CNN Travel, 2017 
 

 

 

 

 

 

 

 

Plate 2. 1: The Example of Las Vegas and Panama Slogan 
Source: CNN Travel, 2017 
 

Lansky also said that the slogan for Vegas (“what happens in Vegas, stays in Vegas”) 

sounds good not only because it is laughable, but also brings back the brand of the 

destination that was previously there (CNN Travel, 2017). The slogan of Panama, “it 

will never leave you” does not give big impact to improve Panama's image. Samantha 

North, a destination branding expert and travel consultant commented about a slogan 

of Panama as: 

“I think it is a little bit creepy… Some things that will never leave 
you can be negative things. I do not think it did much to improve 
Panama's image and Panama is not very well known anyway, so you 
need concrete action rather than a bad slogan.” 

Source: Samantha North in CNN Travel, 2017 
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According to Hem and Iversen (2008), destination logo can be classified as 

computerisation of visual in distinguishing a destination. Pittard, Ewing, and Jevons, 

(2007) suggested that among other elements, a logo is more standout and well-known 

in the promotion. So, logo design is a vital part of a robust brand strategy. 

 

 

 

 

 

 

Plate 2. 2: The Example of Belfast City Logo Design 
Source: inkbotdesign, 2017 
 

Morgan, Pritchard, and Pride (2002) said slogans and logos is a key to brand awareness 

and recognition. The package of an item with the related image elements is determines 

its success in the minds of potential customers. Smith (2005) stated the practice-based 

place branding has appeared where events staging, constructing of iconic buildings, 

and implementation of public relations strategies are increasingly used.  

“These towers changed the skyline of Kuala Lumpur and jumped the 
existing scale there dramatically. Petronas was also an attempt to 
relate a tall building to a country's culture and history, and to make 
a statement about its power and desire to replace Hong Kong as a 
financial capital.” 

Source: A. Eugene Kohn in CNN Travel, 2013 
 

The images of landmarks are regularly used to promote the city. Eiffel Tower in Paris, 

KLCC Twin Tower in Kuala Lumpur, Big Ben in London, Red Square in Moscow, 

and the Great Wall in China persist as images for their place (Kotler et al., 1993).  
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Plate 2. 3: The Example of Landmark 
Source: CNN Travel, 2013 
 

These images are regularly used as a part of tourism promotion. The messages seem 

like setting global recognition through the voice of governments and sponsors. 

Advertising requires a straightforward and simple message. However, the critical thing 

is accepting items from the other similar products. Balibrea (2001) identified messages 

regarding the image as logical description. It means that the city is one that is pure and 

inclined to expand.  

 

Usually, promotion is related to branding. Promotion exposes the specific features of 

a brand to the customers. Promoting requires delivering calm messages and 

communicating with one voice. The targets must be set when formulating up a global 

brand, while promotions of the community must boosted (Evans, 2005). 

 

2.3  History of Place Branding 

Place branding is not a new idea or new thought. In fact, it was started by hundreds of 

years ago. Go and Govers (2009), and Hankinson (2010) said that the colonisation of 

North America in the nineteenth century with the efforts to attract outsiders shows that 
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place branding was already adopted then. After decades of colonisation, the routine 

with the interests of elevating the geographic region to tenants, residents, and 

economic specialists increased. This portrays that the experts have taken initiatives to 

improve their place even with the external competition.  

“Since Leif Ericson looked for the new colonisation in the eighth 
century for his new found ‘green’ land, the possibility of the think 
projection of positive place images to potential clients, financial 
specialists or residents has efficiently sought after.” 

Source: Ashworth & Voogd, 1994 
 

“The intellectual effort of the governments is to shape the expressly 
planned of the place character and elevate it to know in the markets. 
The effort is regardless of outside or interior.” 

Source: Kavaratzis & Ashworth, 2005 
 

‘Boosterism’ has been described in many historical cases. Gold and Ward (1994) said 

that boosterism is not a new idea in the nineteenth century. It was the reaction to the 

competition between the places caused by the nationalisation and the globalisation of 

markets. However, about 20 years ago, there is the general acceptance that promotion 

(treated as a synonym of the advertising) as a valid activity for public agencies 

(Burgess, 1982). The transition of 'boosterism' from a random addition of some 

promotion to the planning instruments makes it as an application for viewing and 

treating places.  

 

By the beginning of the 1990s, there was serious effort to produce a distinctive place 

marketing approach (e.g. Ashworth & Voogd, 1990; Berg, Klaassen & Meer, 1990; 

Kotler, Haider, Rein, 1993). Since then, the number of ‘branding users’ has become 

apparent. Marketing experts continued to improve their idea and concepts. Place 

marketing has shifted the standard action executed towards cities, regions and 

countries. However, only a small number of marketing experts gave a thought to the 
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application of marketing to places and treated it as products. If they do, they quickly 

assume the place as just the extended physical products which require little attention 

as a result of their spatiality. The advancement of place branding in North America 

matches with the contemporary position of product branding. The end of the 19th 

century saw the improvement of the purchase of branding products. 

 

Hankinson (2010) distinguished the introduction of place branding with colonialism 

as an endeavour to pull in colonists to the New World. The accentuation of the place 

on offering the land and promoting the main cities benefitted the new settlements.  The 

opening of government offices, railroads, and the retails made full utilisation of the 

city development to lure the shepherds into the wilderness. (Kavaratzis & Ashworth, 

2008; Knight, 1974; Meredith, 1984). Meredith (1985) said that boosterism had a 

significant influence on the natural development of Canadian cities. Graham and 

Phillips (2006) additionally proposed that the community of Canada is some enormous 

urban populations who have been engaging with boosterism, promoting, exchanging 

missions, twinning with the worldwide communities, and building the favourable 

conditions for business to attract immigrants. 

 

Theoretical developments in the marketing discipline expedite place marketing. It 

paves the way for the understanding of marketing implications to the city planning and 

management (Ashworth & Voogd 1990). The transition of place marketing to the place 

branding is not only facilitated by the broad use and the success of the product 

branding, but also helped by the rapid development of the corporate branding concept. 

(Balmer, 2001; Balmer & Gray, 2003). The objective of this chapter is not to re-

examine the extensive literature on the product and corporate branding but definitely 
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on the use of branding into places as a tool of city planning. The applicability of place 

marketing principally relies on the management, communication, and creation of the 

place image. It is most straightforward to encounters the cities and their users to take 

the spot by perceptions and images.  

 

Therefore, the marketing cannot be being other than the conscious and planned 

practice of signification and representation (Firat & Venkatesh, 1993). The people 

experience places through the perceptions and images. Holloway and Hubbard (2001) 

described that the interactions with places is through the direct experience, or the 

environment, or indirectly by the media descriptions. However, what is critical is how 

the information is processed. The mental processes of perception forms the stable and 

determined the images of the place. That are the fundamental interactions with the 

place. 

 

2.3.1 Place Branding in the 20th Century 

Throughout the 20th century, there have been several approaches to place branding. 

First, the concept of co-marketing was applied (Ashworth & Kavaratzis, 2009). The 

co-advertising combination of the place with the product and be showcased as one, 

permitted substantial relationship with customers (Kavaratzis & Ashworth, 2008).  

 

The idea is to help the product and reflect decidedly upon the product and the product 

will stay in people’s minds (Avraham & Daugherty, 2009). The examples of such cases 

are Belgian chocolate, Russian vodka, and Swiss watches. The conditions of the item 

then are reapplied to the place. This approach, however, does not offer to the place as 

much as it offers to the item (Hankinson, 2007). 
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“Certain attributes of the Swiss or the nation of Switzerland, for this 
situation, is the qualities of dependability, criticalness and 
fastidiousness, broadly believed by the consumers, the displacement 
from a physical product into a beneficial product which wins 
combined the respect and the position.” 

Source: Kavaratzis & Ashworth, 2008 
 

In the mid twentieth century, place branding had its first formalisation. According to 

Anholt (2010), the blast started in the 1950s that enabled the city boosterism to wind 

up noticeably. It was permitting the development of the place to happen in similarity 

to the development of the product and governing. Throughout the twentieth century, 

there was the augmentation of the riches and portability. It was back-dropped on the 

changing of the urban scene that was represented by grown practical of variety and 

guided by the procedure of suburbanisation (Pacione, 2005).  

 

Subsequently, accentuation sets on the more obvious separation of a particular space 

inside the developing city structure (Hansen, 2010; Harmaakorpi, Kari, & Parjanen 

2008). The growing of extra cash and simplicity of the development happen inside and 

between the urban spaces. Hankinson (2007), Kavaratzis and Ashworth (2008), 

Papadopulos (2004), and Pike (2002) suggested that the most significant place 

development happened in two regions. 

 

In the first place, the improvement of the social orders prompted the far-reaching 

offering of tourist resorts, through the goal of branding. The ocean side, mountains, 

and tourism spots are needed to make themselves as colourful characters and 

differentiate themselves from the standards of the public position (Allen, 2007; 

Hankinson, 2004). In the 20th century, these places at the point of need to maintain 
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business through rivalry with other regions is guaranteed a regular supply of customers 

(Gnoth, 2002; Hankinson, 2004).  

 

The second-place branding is met during the time spent in the suburbanisation 

(Kavaratzis & Ashworth, 2008). It controls the same economic and social patterns 

from the acclivity goal of the branding (salary and portability). The private suburb 

must be built before it can be managed by promoting. The attractions and advantages 

are connected with the place and could differ the uniqueness of each rural areas 

(Holcomb, 1994; Trueman & Cornelius, 2007; Wu, 2010). In the two cases, the way 

to build up a place brand was like the process of ordinary business and product 

branding (Kavaratzis & Ashworth, 2008). 

 

2.3.2 Modern Place Branding 

The last position of place branding improvement within the twentieth century is the 

branding with the end goal to create an industry, as pushed by financial disputes in the 

1980s. Ward (1998) said, “the less accentuation on the place offering or showcasing 

as development, with the numerous of motivating forces into industrialists” (Ward, 

1998). This approach provided a different message from the destination branding. 

“In place branding, the concerning is generating the manufacturing 
jobs by attracting the companies with the subsidies, the promise of 
low-operating costs, facility, and comprehensive range of housing, 
educational, leisure, and cultural advantages over other potential 
rivals.”  

Source: Kavaratzis & Ashworth, 2008 
 

The poaching of production lines from different urban groups was a unique component 

of nearby employment promotion. Burgess (1982) said this approach follows the bases 

back to the 1930s. In the recent decade, branding has involved and engaged various 
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parties. The progression included upgrades in the physical foundation, education, and 

focusing on private participation. The engaging with the various parties as a current 

pattern of the cities is to concentrate their efforts on promoting their place to the 

investor. 

 

2.4 Place Branding in City Planning  

Van Assche and Lo (2011) stated that place branding combines a variety of issues and 

similar to the study in city management and public participation in planning. The 

management is a group of guiding the direction, and it is not only limited to expert. It 

was the social and spatial procedures purposely regulated in points of dependence 

(Jessop, 1997). It needs to be understood that city planning is a policy-making process, 

working with multi-partner of administration, and make plans based on skill and 

logical (Allmendinger, Haughton, Counsell, & Vigar, 2009; Van Assche & 

Djanibekov, 2012). The process can be procedural, substantive, plan making, 

administer-driven, directed by political group, and the spatial type of financial and 

legal (Van Assche & Djanibekov, 2012).  

 

Spatial planning and vital city planning are frequently seen as redundant ideas; in any 

case, the development of vital spatial planning elucidates that not all planning is 

essential. Also, city planning is much about process as it is about institutional 

guidelines (Albrechts, 2004). What supports the occurring of place branding in the city 

planning? According to Albrechts (2013), spatial planning is ready to take a significant 

change in its way culturally and financially to improve the places by using mixed tools. 

Some European nations use planning tools, for example, zoning and building control 

in branding their place. Place branding is an idea where the method of thought must 
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meet to the idea of the brand needs of place, along with the parties involved, and the 

reason of branding methods use at the place. It is also necessary to recognise how a 

brand of place can create mental and passionate relationships with the place.  

 

The use of physical characteristics needs to be assessed. This is to recognise whether 

the place requires to produce, improve, pressure, or stay away from place branding 

method (Ashworth & Kavaratzis, 2010). Drawing on this, Pasqui (2011) and Balducci, 

Fedeli, and Pasqui (2011) in designed the concept of place branding as an instrument 

in city planning and considered place branding as the procedure in city planning. Place 

branding through city planning may help to produce a more blended place brand with 

elements of the city. Moreover, the analysis of city planning for branding activities can 

prevent besmirching factors. The practice of place branding as a method of city 

planning are intriguing to corporate interests and profit proceeding. The strategy of 

place branding is to nearly meet the community need, and this is not a sophisticated 

procedure. 

 

Recently, city planning was discovered as a critical procedure (Wiechmann, 2007). 

The public argument on the system of city planning has stressed on the difficulties and 

the quality of spatial transitions by applying a global standard of objectivity, which 

starts in positivism. The importance of spatial planning act picked up influence in early 

1990s. It seemed to offer an exit way for the area which was fallen by conventional 

planning (Balducci, Fedeli, & Pasqui, 2011). The ‘swing methodology’ in regional 

planning is a response to the failings of an incremental planning technique by 

experiments (Healey, 2007). According to Wiechmann (2007) today the focus is the 

most challenging missions of spatial (city and regional) administration.  
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The end goal of city planning is to recognise the volatility of in-city improvements. 

The important of city planning was situated at the focus crossing between the demand 

for significant image and predicting the inconceivability of crush elements. This study 

is not to depict the written methodology foundations nor diagram the historical 

background of spatial planning principles. Anyway, significant planning that began in 

the 1950s was attributed to the demand of instantly growing and developing 

partnerships to deal with their portions when the future itself appeared indefinite 

(Kaufman & Jacobs, 1987).  

 

Besides, Albrechts (2004) said that the faces of the importance of planning refer to the 

reforms in the United States and Europe. In the mid-1970s, the colonist government in 

the United States progressively inspired the effective planning since the curving 

changes known as “life crises, statistic changes, evolving values, the unpredictable 

economy” (Albrechts, 2004). 

 

Strategic city planning has a potential to change the economic and social imbalances. 

Critical activities are concentrated around and do not go beyond the border of place. 

Realistic objectives introduce accessible qualities and the consistency of activities until 

the significant points have been accomplished (Albrechts, 2004).  

“City planning is providing the right site, at the right time, in the 
right place, for the right people.” 

Source: Ratcliffe, 1974 
 

City planning is essential to give a necessary interpretation of the significant 

challenges and issues and allows the place’s stakeholders to reflect on appropriate 

reactions. The basic of city planning is explained as “a transformative and integrative 

of exposed part, co-beneficial, the socio-spatial process through goals or cover of 
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endorsement, the explanation for clear activities and the methods of execution are 

created. These forms, outline, and reframe of what a place is, and what it may become 

(Albrechts, 2013).  

 

City planning is essential not because of critical corporate planning but because of a 

political movement (Friedmann, 2004). Spatial planning is the most political part as 

they break the entire political issue, recharging, and spatial motivation change (Pasqui, 

2011). Consequently, critical city planning gives the reaction to challenges of the 

financial and social level and it works as a dynamic compelled for empowering the 

change of the places. Also, city planning may pressure for making, guiding, and 

imagining a scope of a place. With this, it requires the planning process that examines 

the ethical variety, value, and auxiliary change (Albrechts, 2013; Ogilvy, 2002). 

 

Based on the literature, it is suggested that city planning is a combination of arts and 

science. The science part of planning makes it 'tangible' for use. While the art part is 

to integrate the elements of city planning for a city context conclusively and in the 

long-term for the human civilisation. If the issues of the city raised, the problem can 

be discussed through science perspective. The art, on the other hand, make talent and 

their fields of skills united to produce a definite plan for prosperous project 

performance. 

“The art and science of ordering the use of land and siting of 
buildings and communication to secure the maximum practicable 
degree of economy, convenience and beauty.”  

Source: Keeble, 1969 
 

The use of city planning indicators and criteria has defined the field as just 'research 

for industry' rather than 'research of the industry'. It makes city planning a field which 
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foresees a risk of 'seeing a tree and losing the sight of seeing the forest.’ So, city 

planning needs more integrative approach to urban planning. 

 

Place branding tries to tackle on the more practical perspective of the physical element 

where personalities, assets, condition, and image are significant to place progression. 

Notwithstanding, it is imperative to allow the stakeholders to be attached with a place 

and become instruments of the combination. Also, this represents planning authority 

as the central management in the process of place branding. Besides, adaptability and 

versatility of place encourages that the unique styles of city planning need to be 

considered by city authority when outlining place branding strategy. 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. 4 : The links between place branding and city planning 
Source: Adapted from Pasqui (2011) & Balducci, Fedeli, & Pasqui. (2011) 

 

  

 

 

  

 

 

Highlighting 
spatial qualities, 

strategic domains, 
assets and attributes 

Addressing regional 
economic, social and 
political constraints 

Reinforcing sense 
of belonging 

regional feelings 
spirit of place 

Strategic links between 
place branding and city 

planning 

Enabling and 
communicating 

structural change 
strategic thinking 

Envisioning better, 
and realistic futures 

for places 

Involving/ engaging 
key place actors and 

civic society 



 

47 

“The ventures of the real framework are diminishing the wrong 
planning acts; open the doors for advancing financial; restraining 
exposures of a threat to the natural and working out on historic 
preservation.” 

Source: Healey, 2009 
 

It is important to remember here that city planning may have some planning 

instruments as city development strategies, development plans, and urban designs 

strategy. However, the multifaceted of place nature and the challenges face nowadays 

require alternative techniques and innovative instruments. Place branding is a specific 

technique to look for a global position, dynamic shape, and financial growth activities 

of the place (Ashworth & Kavaratzis, 2010) 

 

Additionally, it connects to the activity of economic improvement (Pasquinelli & 

Teräs, Branding knowledge-intensive regions: A comparative study of Pisa and Oulu 

high-tech brands, 2013). So, place branding could be an alternative tool that city 

authority is searching for. In both city planning and place branding fields, 

characterising a clear image of a place is quintessential. This is the dream of a place 

which are to show what the place is, and what is long-term plans for the place.  

 

The dream come together with a comprehensive procedure, budgetary, human 

resources, and projects. To fulfil the 'dream', the creative ideas of place branding 

activity serves as the ‘formula’ (Ashworth & Kavaratzis, 2010). The questions of 

‘why’ and ‘how’ to do is yet unexplored. Places need a key change to react and 

challenges the bearing of social, financial and identical improvement (the ‘why’). 

Viewing place branding in the principle of city planning could effectively pull in the 

talents, improve the place quality, grow resources and personality, and cast some of 
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light on the expert (that is, the soul of place). These can be achieved through reaching 

out to potential investors specialists, visitors, labourers, tenants, and other place 

characters (the ‘how’).  

 

The charge of place branding as city planning instrument could improve the 

engagement of place actors by setting up their view on the economic and political by 

"zooming in" on places demands, assets, and quality. Albrechts (2010a) contended that 

a key planning system ought to kill from the political and social judgement of the place 

to “which a precise place or society is committed” (Albrechts, 2010b).  

 

Combining place branding in the city planning activities could support a significant 

change. For example, reorientation, repositioning, and driving the image of place 

ahead with the elevated amount of social and financial advancement. It is just like a 

famous phrase, ‘small steps big changes.’ City planning additionally means to plan 

together with residents and create efforts for their prosperity. As Ashworth and 

Kavaratzis (2010) stated, the public affects a noteworthy part in assuring the success 

of place branding activities.  

 

Moreover, Therkelsen, Halkier and Jensen (2010) noticed the opportunity to utilise 

place branding as a public participation instrument, yet that demands more effort and 

commitment than ever by experts to put into. Thus, if individuals feel like a part of the 

place branding process, they probably understand the place in general. As specified by 

Ashworth and Kavaratzis (2010), the hunger of professionals is continuous to use 

branding as a clever, modest, powerful, and “dreamlike composition” in connection to 

put the brand to the weak and grapples place.  
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This section accentuates that the free ‘ideal approach’ of spatial planning that ever 

exists is place branding helps in spatial activities. Anyway, when determining the 

standard utilisation, it depends on the place. Among things that need to be looked at is 

whether the ‘place’ has already had a brand, and how solid it is. Place branding as a 

tool of city planning could operate and build cooperation by forming the place 

personality and by highlighting the place assets and convening in city planning 

activity. Those benefits are accessible to improving the place image and place 

reputation. What's more, a place branding practice should be symbolised through the 

features, communication, qualities, guidelines, and the culture of the community and 

stakeholders (Zenker & Braun, 2010).  

 

Place branding focuses on people perception and thoughts. Putting people at the core 

of planning activities is expected to shape the place and its future. Dealing with the 

place branding is an effort to change and heal the mental image better than its current 

conditions and for the future needs of the place (Kavaratzis & Ashworth, 2005). At the 

point that places obviously rolled, having difficulty, losing focus, and having 

suspicious shape, the planning and formation of productive spatial technique are 

necessary. By that, it is essential to set up a proper strategy for the generation of the 

efficient system of place branding. 

 

2.4.1 The Place Image 

The city image was depended on an incomplete experiment and continually “under 

construction.” Calvino (1997) depicted city areas as imaginative places and structures 

of play area for intellectual imaging of the city in the “Undetectable Cities”. Pike 

(1981) claimed city exists not in place but rather in story time. So, the image of a city 
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is highlighted with illusions, myths, desires, and dreams. It turns out to be true, as 

accurate as the city located on the maps, in insight, and inform (Raban, 1974). Without 

the story, the creative energy of urban societies is hidden. Abbas (2003) made a remark 

on the game between the city and the image.  

“We take in more about the image through the city than about the 
city through the image. That is the reason such many images of the 
city let us know so minimal about the city itself.” 

Source: Abbas, 2003 
 

This brings to the question, is place image essential to this study? The answer lies on 

the fact that the place is not an object but image. Is it convincing to describe the city 

by any method? Yes, the city is the result of human behaviour and lived practice. Then, 

branding is one of the ways to make a city through imagining space and influencing 

the people about the city. Branding is seen as a communication to influence people to 

acquire circulating images. Lefebvre (2003) perceived the image of city as the social 

entity rather than the city itself. His thoughts on the idea are not connected to a standard 

product of city image. In "The Image of the City" book, Lynch (1960) suggested that 

the city image is formed from the eyes of a city resident. The resident imagines the 

city as content to be studied and the image as a guide. Carpenter (1972) said older 

people still feel the need to make an idea of the image into reality.  

“When they head out, they want to see the Eiffel Tower or the Grand 
Canyon correctly as they saw them first on the advertisement. An 
American visitor performs more than witness the Eiffel Tower. They 
take the photo of it specifically as they are cognizant it from 
advertisement. Back home, that photo reaffirms their appearance on 
the place.” 

 Source: Carpenter, 1972 
 

There are three segments of city image proposed by Lynch (1960) which are 

personality, structure, and significance. 'Personality' and 'structure' describe the image 
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of physical elements arrangement, while 'significance' is identified in the interpretation 

of the physical structures. These components identify the imaging ability, which is the 

quality of a physical object that gives the possibility of making a solid picture by the 

eyewitness (Lynch, 1960). Those standards are run by the compositional of elements 

such as shading and spatial connection in the image. However, the influence of 

physical situation as a “free variable” also have influences on the social value of a 

place (Lynch, 1960). Andreoli (1996) described the image of the city shapes by the 

structure as follows:  

“First, we consider looking at its buildings, roads, and landmarks.” 
Source: Andreoli, 1996  

 

Consequently, the image of the city is moulded by the structure (solid angles, 

buildings, roads, and landmarks), and giving implications into ascribing and 

recollections of the feeling on the specific place. 

“The landscape of the city may have a value to delight people. Thus, 
the shaping & reshaping the city ‘should be guided by a visual plan.’ 
Hence, we need to know how the public judges the cityscape and 
what a connotation that they see in it.”  

Source: Nasar, 1998 
 

The image of the city is delivered in the framework in which it was a big group of 

interests which is denotative and demonstrative levels of implication trapped and new 

types of city mythologies, mythography and place- image develop (Lefebvre 1991; 

Lindner 2007; Shields 1991, as cited in Stahl, 2009). Gunn (1997) explained that the 

process of image development is divided into two methods which are, by natural and 

by image development. Image made by showcasing and progression make an image, 

however, action moves it.  
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Natural production of the image created by culture, the media, literature, and practice 

are met to be a part of any purposeful promotion to specific target markets. The image 

speaks to the mainstream culture including the movies, magazines, and daily papers 

and literature, art, and maps. It shapes “the route that we know and visualises the city” 

(Stevenson, 2003). Accordingly, the development of place image might be 

acknowledged as internal procedures; “performers nearby of the city those placing 

their area characters with a specific place,” or outside procedures; “community and 

authority concern to the area life and images” (Vanolo, 2008).  

 

The last influences of the decisions are made by visitors and the economy expert 

(Kavaratzis & Ashworth, 2005). Therefore, it is requisite for city place to pull in global 

streams of tourism and considerations to nearby development (Gold & Ward, 1994). 

Figure 2.5 illustrates the image segments of the place symbolism through cultivation 

between the designative and evaluates the procedures of place imaging. 

 

Smith (2005) believed that the need of improving the illustration of the image to 

diminishing the multifaceted urban nature was yet ready to exemplify the entire city. 

Smith proposed the use of metaphor component and referred to the case of historical 

points, Eiffel Tower or city outlines, NY horizon: 

"... Where a portion of something is employed to emphasise the 
entire city or where the entire city is used to remind to a part."  

Source: Smith, 2005 
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Figure 2. 5 : Components of Place Image 
Source: Richards & Wilson, 2004 
 

MacCannell (1999) contended the metaphor elements as “travellers may see that just 

as images of a destination and along these lines is unworthy of a genuine idea”. Smith 

(2005) depicted another component, "implication". The place characters are "more 

extensive implications that are subject to particular social connections" (Stevenson, 

1995). The suggestion is to use both dynamic and subjective implications and thinks 

about the social impacts. In any case, it is hard to describe a line between the metaphor 

and the implication based on the famous structures is suggest the entire of the city 

(Smith, 2005). 

 

2.4.2 The Place Culture 

A city is a mixture of the government, history, culture, and the natural scenes. In the 

understanding of the way of life of that place, is a need to the definite the goal to fully 

understand. In this manner, the fundamental aspects of its culture perceive a city.  
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“Culture, for the most part, refers to examples of human evolution 
and the typical compositions that give criticalness and significance 
practices.” 

Source: Oxford English Dictionary, 2009 
 

Raymond Williams (1921~1988) cited in Storey (2006) said a society is clarified in 

three ways. First, society is a general procedure for creating the knowledge, myth, and 

facilities. Second, it refers to an appropriate way of life, a period, or a specific group; 

and lastly, it alludes to sensitive things, cultured practices, dominating the particular 

of acts (Storey, 2006). Tylor, an English anthropologist gave a general definition. 

Culture, or civilisation, is understood in broad, ethnographic sense. It is unpredictable 

and combines education, belief, skill, ethics, rule, practice, and some other abilities 

and talents earned by an individual in the society (Tylor, 1924).  

 

Accordingly, it can be described that culture begins when custom that rarities use is 

naturally replaced. To sum up, a society can be considered as the combination of the 

qualities, religions, lifestyle, cultures, and history. In that sense, the lifestyle can be 

framed as "man-made groups". As an example, working in a city will bring the 

progression of ideas. It was like learning of the historical background of the building 

and evaluations on its condition. These ideas add to the evolution of a city lifestyle.  

 
The history of city areas has brought up the crucial issues of the character. When 

personal satisfaction increases, the city development asks for the interest of nations 

and financial gain to be connected as an essential technique considering the national 

strategies (Mommaas, 2004). Jeong (2005) and Gyeonggi Research Institute (2007) 

mentioned that connection happens by arrangements of social advertisement and city 

community systems which mean to promote their distinctive personalities.  
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Figure 2. 6: The Example of Human-Made Object 
Source: Adapted from Tyler, 1920 
 

A proper understanding of what city culture means is needed while studying the 

different classes of city culture and its position in development. The late twentieth 

century shows the most of Europe nations have earned wealth. The enhanced personal 

satisfaction, financial changes, political improvement, globalisation, and innovation 

cause this. The evolution of standards from political concerns and economy to societies 

is a development to build the lifestyle of urban communities.  

 

Additionally, it was renewing recognition of societies, and it has come to function as 

a drive to recuperate the social components from the less known nation to the 

developed nations (Miles, Hall, & Borden, 2004). This idea of place culture builds the 

first image for place branding. It is the natural situation that crosses the mind of the 

citizens and visitors. The features of the culture are formed on the different necessary 

components of a city. In this way, culture and city create and connect an intuitive 

relationship. So, the city life and this communication system are connected to a multi-

sided study of city culture. 
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2.4.3 Public Participation in City Planning 

As stated by the Town and Country Planning Department of Peninsular Malaysia 

(PLANMalaysia), public participation exercise is outlined to meets the provisions of 

Section 13, Town and Country Planning Act 1976 (Act 172) that before the draft of 

development plan is approved for adoption by the Local Planning Authority (LPA), 

the citizens are given the chance to submit objections and to contribute ideas. This 

suggests that the local community gets included in planning their future.  

 

Bishop and Davis (2002) have described participation as a technique to identify and 

incorporate stakeholders to influence the outcome and the process of the project. 

United States Environmental Protection Agency in Omar and Leh (2009), refers to the 

‘public relations’ to consumer representatives; environment and minority associations; 

trade, industry, agriculture, and labour organizations; public health, professional; civil 

society; public officials; and the Association of Government and education. Therefore, 

public participation is not limited to the individual, but also associations and 

organizations, who have an interest in the fields of development planning. Public 

participation is a key factor in generating a sustainable society as participation allows 

them to have influence and share in managing the development initiatives. 

 

In general, the term 'public participation' is intended as a public participation or 

involvement in the decision-making process in government or bureaucracy involving 

collaboration between government and the public. In the year 2020, public 

participation is increasingly becoming the focus of implementers and policy makers 

and development policies in line with the development of human civilization. The 
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public is also involved in the planning process and development in developing 

countries either directly or indirectly.  

 

According to Goh (1991), public involvement is a program which helps the public to 

better understand and know the planning process in their area. In the development 

process, public involvement is the participation of the public in forming policy and 

strategy development that change the development of affected areas. It can ensure that 

the needs and requirements of the public is not left out because of the planned 

development and progress. According to Abelson and Lomas (1996) public 

participation is expressed the feeling on a voluntary basis. 

 

The term of 'public participation' is construed as involvement or participation of the 

people in general that is determination of the process results in a government or 

bureaucratic to involve the community. In the sense, the people or public are given the 

opportunity to give ideas or views on what is liked or not proceeding decision or the 

proposal on an issue or matter before a decision can be made. Public participation in 

terms of determination results in the government bureaucracy is not a new thing, 

especially in countries that adopt the concept of democracy in his reign, such as the 

United States, United Kingdom and many more including Malaysia. A variety of 

research and methods have been suggested so that the public will be given the right to 

determine the pattern of their lives both spiritually as well as physically. 

 

Public participation is also related to the free market. Fiskaa (2005) considers that 

public participation should be a way to fulfil the fundamental purpose of public 

planning and intervention, that is to improve the free market to provide goods and 
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services of equivalent, prevent exploitation of overuse of limited resources, the control 

of external effects and contribute to a fair and equitable distribution. This shows that 

public engagement as the public participation in the planning process is based on the 

purpose of public knowledge, the dissemination of information to the public, avoiding 

the spread of information communicated to, understood what desirable residents, 

obtaining feedback from the population and build support for development planning. 

created. It can be concluded that public engagement is the participation of communities 

in the area by the LPA or policy makers who handle development planning. Views or 

comments from the public will be considered to give a development that meets the 

needs of the population. 

 

Public involvement is an important process in development planning. However, there 

are some challenges or barriers faced by planners in involving the public in planning 

process. Some of the challenges identified to exist is the legal and social status as well 

as in the political structure of the society, difficulty running a program that involves 

private ownership, as well as imbalances in the allocation of resources.  

 

According to Creighton (2005), geographical factors being one of public participation 

challenges. This means the geographic inequality between every area in the country 

affect environmental standards set at the national level. It also gives rise to disputes 

between stakeholders. In addition, the inequality of policies, strategies and ideas 

development between State Governments and the Federal Government will also cause 

conflict in the planning. Because of this conflict, consensus each party is hard, and will 

arise problems in decision making. In addition, one of the challenges that exist is public 

participation in the planning of metropolitan where attitude and factors arising from 
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the authorities. As example, LPA does not have a complete and clear information 

relating to their area of supervision, lack of skilled staff, as well as the lack of 

participation of authorities in the rural areas. 

 

Yankelovic (1991) said that there was prejudice to the ability of the public to share 

ideas and views in terms of city planning. This gives rise to disrespectful among the 

LPA officers against the public and make the public involvement in the planning just 

to meet the requirements of the Act itself and not taken seriously. In addition, 

challenges in public participation happens when most of the people do not understand 

in detail about the proposed development plan. Most of the population or community 

will be aware of their right to protest or give their opinions if there are developments 

in neighbouring areas with their placement or areas of interest to the population. 

 

2.5 Benefits and Difficulties of Place Branding 

There are various ways to build the brand. The process is facing traps and difficulties 

on determining which place needs to be focused on. Some of the traps include the lack 

of knowledge and dedication stakeholder, the lack of honesty, difficulty in creating a 

global image, and to change the perception that branding is not advertising. 

 

2.5.1 Benefits of Place Branding 

Based on the discussion before, brands can be determined as a product or service. It is 

associated with its name, identity, image, and respect. It is open to definition by the 

users itself which are making segmentation. The segments are composed of its identity, 

image, desire, and equity. Anhold (2007) said that there is a plenitude of goods from 
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branding. The advantages are that branding should be as according to Anholt (2007) 

are: 

i. Clearer domestic deal on national identity and community purposes 

ii. An environment where variation is valued and experienced 

iii. Higher valuable in international exhibitions bidding 

iv. More efficiency in investment promotion 

v. More useful in tourism and business travel advertising 

vi. A stronger “country of origin effect” for exporters of goods and services 

vii. Excellent perception in the global media 

viii. More straightforward acceptance into regional and international groups 

and associations 

ix. More prolific cultural connections with other regions and countries 

 

Those advantages can be achieved if the three crucial ingredients of what place 

branding are understood. First, the brand can bring users, tourists, talent, investors, 

admiration, and recognition. Second ingredients are certain and powerful brand can be 

assigned to the place. The last one is the brand has potential in order, as it can help 

associations between various groups, which might frequently fight, in progression to 

obtain a goal. Sequentially the understanding to make those profits is a difficult task 

for the place. However, Anholt (2007) gives four manageable steps of producing that, 

which are: 

i. Selecting strategy. After that, getting a stable number of stakeholders to make 

the program influential; 

ii. Helping build a new spirit of innovation between these stakeholders; 

iii. Convincing the stakeholders, the way of those innovations benefits their 

industry and be aligned with the place brand strategy at the equal time; 

iv. Encouraging the stakeholder to mirror and strengthen the character in every 

single thing that they do and state. 
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The more visitors, the more significant earnings will be reached, and the economy will 

prosper. However, those profits obligations must be used towards further development. 

It is in line to meet the supposition of the vacationists (Kyriacou & Cromwell, 2005). 

Other benefits, which can be derived from place branding, include higher profits, 

investment, and export benefits. 

“The tourism industry generates jobs like no other, and its 
development typically leads economy-wide advancement, in 
everything from infrastructure to education and related construction 
and service industries.” 

Source: Kyriacou & Cromwell, 2005 
 

The investment to the place shows the benefits of exporting. The profit from the 

benevolence of place can be achieved through branding by holding strong brand and 

excellent reputation in industries. Users are more open to the goods or businesses if 

they relate to a positive place reputation or image. So, it supports the businesses to 

export their products and join different markets, if they are willing to engage and 

follow their interaction with the values and intentions of place. Also, the benefits of 

export can be perceived as a shared positive partnership.  

 

The business “adopts” positive benevolence from the place reputation, and the 

businesses might bolster the nation or place image, if they succeed in marketing their 

products in new countries and towards new users. As an example, gastronomy 

branding is close to place image. Also, food culture displays as a device to unite 

people, share preferences, and build a way of self-motion. This will produce positive 

cooperation, and it is crucial for both parties to be conscious of this vital connection, 

if it is to work, as they commonly depend on each other. However, branding needs to 

go through the creative process of interacting with the users. The creative method 
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includes the elements of designing, planning, and communicating, and preferably joins 

the users with the product and group. 

 

2.5.2 Difficulties of Place Branding 

In every benefit, there are difficulties. Lack of dedication by the place is the highest 

difficulty and dilemma. It can lead to more adversaries. It is essential that the method 

to be used on a place is assessed carefully. It is also essential that the method is started 

with the aim to secure the parties involved will cohere to the purpose and vision of the 

program. If the person who in charge of the project is not entirely committed to the 

project, many additional difficulties will appear (Yan, 2003). For example, the 

campaigns may not be aligned with the core values or vision or may have a different 

outcome than expected, and furthermore could exceed a predetermined budget and 

stipulated date line. 

 

 So, there is no room for mistake in the plan. Lack of dedication can contribute to the 

lack of opportunities in upgrading place image and causes industrial profits and 

prospect visitors to diminish. It should be noted that the brand image is a huge stake 

for a place or nation reputation.  

“More often than not, nation branding is half-hearted because there 
is no clear authority or budget.”  

Source: Yan, 2003 
 

The lack of knowledge of how to build place brand and bring in investors to spend in 

the place’s industries create further difficulties in maximizing place benefits and 

profits as well as optimizing success result. It must be assured that all stakeholders are 

held responsible for their reactions or lack thereof. The shortage of honesty element 

surrounds the concept of communicating valid and authentic connections to the 
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segments that are to be achieved. Even though reputation is based entirely on the 

perceptions held by general public and travellers, it is extremely necessary to make 

sure that the records and communiqué are correct and depict the place as genuinely as 

possible. 

“It is, therefore, the responsibility of all good governments to do 
whatever they can to endure that this brand is true, fair, complete 
and useful as it can be to the aims of the country”.  

Source: Anholt, 2007 
 

Moreover, with such recognition, it is implied that campaigns are right and can provide 

guarantees, instead of exaggerating, which could result in a horrifying recognition and 

branding effort and recognition to be destroyed. A way to address this is by clarifying 

the aim as used by various segments specially to target separate segments individually. 

This could be visible as a reaction to the program can be costly, and place may not 

assign grand investments to the campaign.  

 

Scholars suggested that performing branding program will not have a more significant 

effect than continuing existing segments and could in the end even show to be harmful. 

A sub-difficulty awakes if the idea of a brand creating is constructed with lack of 

knowledge on place branding. Yan (2003) addressed the dilemma of nations not 

signifying to differentiate between nation branding and advertisement, which are two 

separated communicative methods. It is important to realise this variation and know 

the methods the approaches recommend. 
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“Advertising, often confused with branding, presented slick images 
that had little to do with branding. Branding is about understanding 
the consumers’ wishes, creating a long-term organisational vision 
and generating an image based on fact.” 

Source: Yan, 2003 
 

2.6 Strategic Techniques of Place Branding  

This section discusses the process of place brand techniques. This study views the 

procedure suggested by; Govers, Klooster, and Keken (2015); Olins (1999); and 

Morgan, Pritchard, and Pride (2007). They were selected to present various ideas on 

how to create a brand and to build an agreement. Moilanen and Rainisto (2009) stated 

that there are many steps that have been conducted according to theoretical models. 

However, they were not organised and were not purposeful practice. The main problem 

of the model was the lack of coordination and cooperation between involved agencies. 

In addition to that, the other problems include shortage of financial resources, lack of 

political directions, and a small number of expert engagement (Moilanen & Rainisto, 

2009).  

 

Govers, Klooster, and Keken (2015) proposed five steps approach to place branding 

which are formulating project goals, analysing current place brand, designing new 

place brand essence, implementing new place brand, and monitoring the place brand. 

By formulating the project goals, a vision, mission, and the objectives of the place 

branding initiative need to be crisp clear in order for the project to start. Govers, 

Klooster, and Keken (2015) emphasised that the goal of the project must be clear, 

realistic, timely, and inspiring the place. 
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Figure 2. 7 : Five Steps Place Branding Approach  
Source: Govers, Klooster, & Keken, 2015 
 

Step two dictates the analysis of current place brand by examining the place identity, 

perception, and projected place image. After examining and aligning all three 

perspectives (consistency, health, and authenticity), brand positioning can be 

developed. Step three is about designing the new place brand essence. After the 

resulting place brand analysis, the new character of a brand is designed. It must have 

a name, values, visual identity, narrative, and scope. While creating the new brand, the 

characteristics of the place and the services offered must be fitted with what the 

audience we are aiming for. In other words, this step is about brand positioning. Step 

four involves the implementation of the new brand.  

 

Govers, Klooster, and Keken (2015) suggested the implementation by using three 

approaches which are construction communication, and cooperation. They firmly 

stated that place branding would fail if it is solely based on communication as it needs 

actual place development. Place marketers must manage to focus on ‘only’ selling 

places to target markets. 

 

1. Formulate project goals 2. Analyze current place 
brand

3. Design the new place 
brand essence

4. Implement the new place 
brand 5. Monitor the place brand
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Construction: The experience, concept needs actual place development, e.g. 
through infrastructure, investments in substance, policies. Cultural projects 
are very valuable: events, museum collections; films, travelling exhibition. 
Communication: Manage your place brand narratives. Present consistent, 
customised messages and images through the right channels. Requires an 
understanding of SEO, online marketing, mobile communications, online 
social networks and community building.  
Cooperation: Creating a consistent experience and presentation of the brand 
essence requires cooperation with different stakeholders. Create and nurture 
a community of practice which ‘lives the brand’. 

Source: Govers, Klooster, & Keken, 2015 
 

The last step suggested by Govers, Klooster, and Keken (2015) is monitoring the place 

brand. The place brand is measured to evaluate the effectiveness of the branding effort. 

Place branding can measure awareness, perceived image and loyalty, and projected 

image.  

“Place branding is not just about logos, slogans, and advertising 
campaigns and it is a process which involves different steps.” 

Source: Govers, Klooster, & Keken, 2015 
 

Olins (1999) suggested seven steps for nation branding. In an ever-growing economic 

world, countries must be cognizant of whence to strive for recognition from investors 

and tourists. However, Olins (1999) claimed that those 7-steps are also suitable for a 

region, city, or place to employ. In a 7-step procedure, Olins (1999) recommended that 

every nation have the potential to produce successful nation branding.  

 

However, there is a need to follow and fulfil the 7-steps accurately. Each move 

precisely distinguishes what steps need to be completed to brand triumphantly. The 

first step to start the program is to set-up a team with agents of government agencies, 

private sectors, industries, and arts, education, and media delegates. Then, after 

successfully setting up the team, find out the perception of local and outsider about the 
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place and how they imagine the place to be and this step must be done through 

quantitative and qualitative study.  

 

Step three, the results of internal and external studies must be compared with the 

opinion of the leader. To get the leader opinion, the process of consultancy is needed. 

This step is to look at strengths and weaknesses of the place. The beginning starts in 

Olins’ (1999) principally involves the study and investigation of the current brand 

identity and image, and whatever the benefits and lacks that require addressing.  

 

The central idea of the place branding strategy is thus created. This step is required to 

seek a reliable and straightforward idea that carries the unique characteristics of the 

place or nation. So, the idea can be applied as a base from which the whole plan can 

be formed. This action focuses on defining the projected identity, image, vision, and 

values of the place should imply. In step five, connecting the principal concept visually 

is involved. This step is not only done in logo and tourism advertisement images, but 

also includes the design of facilities and building. 

“You do not change people’s perceptions of a country with 
advertising. You change people’s perceptions by finding the truth, 
finding an idea that embraces that truth and putting it through 
everything.” 

Source: Olins, 1999 
 

Olins (1999) suggested that looking at the way tourism convey their messages, the 

influx of investment, and export can be harmonised and accentuated in step six of the 

approach. So, they are adjusted for every spectator but still reflect the same brand 

identity. The fifth and sixth steps are hunting the artistic aspect of branding and look 

whether the message can be coordinated and modulated by audience or not. Building 
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a design plan includes more than advertising. It is apportioning all perspectives which 

are connected a place that comprised buildings and public transport infrastructures.  

 

The last action is to build a relationship system with authority. By engaging closely 

with the body in power, it creates and maintains the agenda and encourage supportive 

response from business, industry, media, the arts, and others. The last move focuses 

on branding as the mechanism for a long-term commitment from the agencies, in 

progression for the scheme to attain its full potential and earn the most 

acknowledgements from the branding. It is a fact that branding project demands full 

assistance from all stakeholders, to provide the unity and harmonious exercise. 

As suggested by Morgan, Pritchard, and Pride (2007), the method of brand building is 

made up of five phases. These phases are essential to successful access of the market. 

The listed phases are: 

i. Market study, analysis, and imperative recommendations; 

ii. Brand personality development; 

iii. Brand launch and enlightenment – communicating the vision; 

iv. Brand implementation; 

v. Monitoring, evaluation, and review. 

 

The first phase is discovering based on the market study, and the primary values the 

market should carry out. It is critical for the focus preferences to be strong, consistent, 

communicable, and keep reciprocity for the prospect audience. Besides, it is relevant 

to view how the opponents have arranged the brands and practiced users’ request and 

responses to determine precise and suitable centre values and vision to apply.  

 

The study of the way to create brand identity is in the second phase. This is imperative 

for the preferred values that all ideas, imagery, and text, are contoured and steady, in 
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line to assure cohesive communication and for the central values to be strengthened. 

Moreover, the communication should also attempt for an enthusiastic appendage to the 

place to reach the target viewers and at the same time preserves the enthusiasm. The 

rules for performing an enthusiastic appendage are they should be credible, 

deliverable, conveying powerful ideas, enthusing for trade partners, and resonating 

with the user. 

 

Step three focuses on the brand launch of the communicative details. It needs to be 

carried out to gain the attention of the chosen segments. A global marketing campaign 

can be the preferred method. The media can be websites or social media, television or 

radio advertisements, and magazine ads amongst others. Phase four is assuring that the 

selected core values and vision for the market is displayed. It is critical to get partners, 

who can support and secure the vision as examples hotels contributed by offering 

accommodation, tourist places giving special biennial moments.  

 

The final stage comprises of observing the responses. The monitoring to observe 

whether the market encouraged more or otherwise. This could be done through 

practising a multitude of partnerships. The hotels’ guests can fill out a questionnaire 

or use online technology such as social media where visitants could state their 

opinions, experience, that could be heard and responded to if their experience are not 

up to their expectations. 

 

The different approach suggests different methods of dealing with place branding. 

There are some that overlays but lacks in the other approach, but eventually, they give 

the same significant approach which is the consequence of a harmonious and cohesive 
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communication work based on a thoughtfully selected and set of core values and 

vision. When connecting all of three approaches, there are overlays, which need to be 

investigated. What the earliest steps of Morgan and Pritchard directed on research is 

similar to Olin’s (1999) first three moves and Govers, Klooster, and Keken (2015) 

approach that suggested to formulate project goals. Morgan, Pritchard and Pride’s 

(2007) second stage concentrates on growing the brand personality, which is located 

in Olins’ (1999) fourth and fifth movements, and in step two and three on Govers, 

Klooster, and Keken (2015). The third and fourth steps of Morgan, Pritchard, and Pride 

suggests the exact launch of the brand, which is harmonious with Olins’ sixth act and 

in the fourth phase of Govers, Klooster, and Keken approach.  

 

The contrast is in the particular stage five of Morgan and Pritchard, and the seventh 

step of Olins. While Morgan, Pritchard, and Pride (2007), and Govers, Klooster, and 

Keken (2015) focus on monitoring and evaluating procedure, Olins (1999) 

concentrates on visual design, communication and sustainability over time. One could 

claim that Morgan and Pritchard and Govers, Klooster, and Keken (2015) do consider 

sustainability with evaluation and review, as they realise that circumstances may need 

to be fixed over time to be fit and compatible with users’ preference. More importantly, 

the evaluation stage is of high moment, as it is crucial to consistently examine if the 

taken efforts are correctly performed and appropriate to use. 

 

2.7 Previous Studies 

This section collected the study of place branding by showing the significant problems. 

For example, the increasing expense of vitality, budgetary crisis, financial emergency, 

change of culture, and identification of few changes in economy (see Albrechts, 2013; 
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Albrecths, 2010a for more complexities faced by places). There are several studies that 

linked place branding to spatial planning. The writing in spatial planning specifies the 

activation of a dream or image for places, where such images are essentially more than 

just an arrival to the dialect of city outline or a type of city promoting (Healey, Claudio, 

Ali, & John, 2003). Also, spatial planning is described as the combination of 

endeavours to rethink a city, urban area, or vast region into delivering an explanation 

of the result into the needs of area investment, preservation projects, speculations, and 

standards of land use control (Healey, 2004).  

“Place images and dreams are utilised politically and socially to 
build a regional rationale, to share responsibility for improvement 
thoughts, advance regional union among place partners, and the 
advertising motivation behind situating the region remotely.” 

Source: Healey et al., 2003 
 

Van Assche and Ming (2011) specified that place branding practised great planning 

when they were investigating three areas; Tuscany, Italy, Missouri and Northern 

Minnesota, USA. In these situations, the strand of thinking could have been better. 

Place branding ‘managed’ the principles in the spatial planning and the guidelines of 

remedies in this situation. As the place brand gained admiration and offered strength 

to the places’ image, remedial maneuvers for city planning was no longer a priority, 

and place branding eventually played the role as administrator.  

 

In the case of Northern Minnesota, it shows the confusion of nature and tourism, and 

indicates the ineffectively of the Northern Minnesota brand that was rebranded through 

the process of spatial planning. This case indicates how essential strand determines 

success. Likewise, in this circumstance, another element of place was in support of 

city planning, city design, and place branding. Rethinking procedure through planning 



 

72 

strengthens the character of the place. The association with other party is a more 

creative tool of respect rather than a method of pretended respect. Missouri has small 

number of resources and making a brand to support into planning condition is harder 

(Van Assche & Ming, 2011).  

 

Pareja-Eastway, Chapain, and Mugnano (2013) judged branding style crosswise over 

13 European city areas. Barcelona began in 1988 with a necessary composition, 

included a scheme of spatial change and rearrangement. City planning, and city design 

were joined with the agreement of stakeholders. The long-term planning immensely 

changed the result of the whole branding activity. The Barcelona City Council was 

capable either before the 1992 Olympic Games or after to perform the particular 

policy-making in the urban area, which strengthened the city image as a place for 

business, tourism, social, and sportive activities. Furthermore, the Barcelona is dubbed 

as an exciting place to live. The city brand intelligently tied down to city planning and 

community participation (Pareja-Eastway, Chapain, &Mugnano, 2013). Reflecting 

upon the place branding process development of Barcelona, it shows the essence of 

thinking in improving the quality of the place. In addition, it can present support of 

diversity including physical planning, guidelines, and artistic development, and 

conservation of urban resources and texture.  

 

Balducci, Fedeli, and Pasqui (2011) dedicated the Milan City Strategic Project 

(Provincia di Milano) that proposed to invent another place by moving far from the 

crowded through using images related to Milan. The craving to describe the reality of 

Milan, telling the insight on essential elements and issues, as well as on the city's 
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chances, qualities, threats and ability, to recognise a change of the city planning 

(Balducci, Fedeli, & Pasqui, 2011). 

 

In place branding, the strand of thinking is essential as a critical spatial planning 

instrument. It may replace conventional planning tools and could be used places that 

has no brand or still in the stage of starting a place branding process (or re-branding 

repercussions of the place image or brand deficiency). It is important to cooperate the 

procedure of city planning and place branding with a customised approach. A 

captivating approach in a suitable way of dealing with recognising the aspect of 

product probably going to create more exciting branding storyline. This is not a “one-

measure fits all” approach. The procedure needs more intelligent exercise of the area 

while driving into comprehensive planning, instead of global positioning or activities 

that are driven by pseudo-logical models. A collaboration of various parties, 

coordination, and long-term methodologies support a prosperous place branding 

instead of simply undertaking the focused procedures (Van Assche & Ming, 2011).  

 

Place branding is playing a significant role in carrying out a place's necessary changes, 

empowering dreams, mixing multiple scopes, sectoral, and multi-spatial level designs 

(nation, region, and neighbourhood). Place branding activity supports the building of 

positive image, vision, considering the necessary things, and apparent purpose of the 

objectives.  

 

These places will enable the stakeholders to create more unique characters. 

Furthermore, by building up bright and aggressive position forms, emphasising place 

resources, and combining different decisions into a comparable branding storyline, 
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stakeholders can create and share the dreams for future spatial enhancement. Place 

branding is one of the latest disciplines of branding and has the intention of bringing 

visitors, new tenants, and shareholders to the places. Also, place branding has the goal 

of increasing the place’s personality and can be used to build the brand of the place. 

Despite of having different definitions, there is proof of the theory and exercises that 

are moderately suitable for most cases with small modifications. 

 

2.8 Summary of Chapter 

The tools of place branding would join as one kind of communication and ready to 

make contacts with the place characters, public or private agencies, and citizens 

(Ashworth & Page, 2011). Place branding and city planning both are expected to form 

individuals place and improve the image and character of the place. The purpose and 

impulse of both situations have difficulties that are of authentic concern. In branding, 

the perspective is everything. The engagement with the groups put the characters 

accordingly, and having the help in producing the brand is the path forward of the 

successful strategy. The place branding may look as small pieces of technique but 

going for a line of small wins is a more relevant strategy than putting it all in one 

basket. In such manner, place branding has the capacity of giving something to 

everyone. However, it only happens when everyone plays their role. Place branding 

through city planning improves the fundamental relationship among the stakeholders 

of the place. 

“The new instruments of city planning incorporate the thoughts of 
politicisation and planning as a type of two-path agreement between 
the individuals who invent and the persons who planned.”  

Source: Ashworth, 2005 
 



 

75 

This chapter has made an essential walk towards more predictable of learning and 

talked on the potential linkage between place branding and city planning. The chapter 

covered the most fit writing on place branding and city planning with references to the 

management and framework. In any case, this chapter has several impediments. The 

chapter needed exact information and added a point of contextual investigation. 

Subsequently, the necessary study in the topic helped this research in suggesting for 

future approaches.  

 

The research will ideally illuminate thinking in applying place branding and city 

planning together. Besides, a further investigation should strive to develop the 

associations among city planning with the creative energy of place branding. Lastly, 

this area of study is profitable by having more serious understanding of the progression 

of place strategy. Besides, the combination of city planning and place branding as 

alternative is giving an impact to the place. The crucial thing is to keep the discussion 

going through the plan in producing the model of place branding. Next chapter 

discusses the method of the study such as study area, data collection method, and data 

analysis procedure. 
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CHAPTER THREE 
 

RESEARCH METHODOLOGY 

3.1 Introduction 

Research is an important method to gain new knowledge and experience in city 

planning. Besides, research can contribute to benefits and impacts to improve and 

change the economy positively. In an exploration of the potential place branding, the 

best method is doing case studies. According to Yin (1994), general case studies is the 

primary strategy when questioning as ‘how’ and ‘why’ are used, where researchers do 

not have major control over the issue and when the focus is on the phenomenon of the 

time factor in human life. Research method is one of the essential processes to produce 

brilliant research. In respect of that, several past researches were carried out to see the 

potential that exists in place and city in and made them the strategies in the field of 

city planning. This section contains the detailed descriptions of related research area, 

research design, data collection methods, and techniques of data analysing. The 

particulars of this were recommended by Malhotra and Birks (2007) and according to 

them, in order to achieve the study objectives, the research process needs to be 

considered correctly because it is closely related to the study results. 
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3.2 Research Design 

There are several essential elements in the process of research used in this study. 

According to Ayob (2007), there are five steps research. It starts with identifying the 

problems, proposing the research objectives, collecting data, processing, and analysing 

the data, and finally reporting the results of the study (Ayob, 2007). Research method 

is significant to ensure the effectiveness of the research. The researchers choose a 

suitable design to carry out the methods of research. This research used perception 

study which are most regularly used when one is trying to find out how people 

understand or feel about the situations or surroundings. Perception study are used to 

measure requirements, answer problems, solve problems, establish standards, analyse 

trends, and select goals. Studies reveal what exists, in what amount, and in what 

context. The two main reasons why this research conduct perception study are (i) to 

get feedback on past/current performance and; (ii) to obtain information for future 

direction. 

 

Research in the form of case studies, according to Creswell and Miller (2000), is when 

someone intends to collect some information representing a population to answer the 

research question and achieve the objectives of the study. Also, according to Kerlinger 

(1973), case study is an approach to share the research findings. Case studies offer an 

extensive study concerning a corporation, community, or the subject matter of interest. 

Case studies provide a systematic evaluation of a topic, data collection, information 

analysis and report of the results of the study. For this research, there are several 

elements used in the process of research. Some crucial processes in the research are 

identifying the problems and the objectives, collecting data, processing, and analysing 

the data, and finally, reporting the research results. These methods are used to achieve 
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the goal and objectives of the research as well as to answer the research questions. 

Figure 3.1 illustrates the framework for the research. It begins with determining the 

technique and scope of research. A preliminary study is conducted to identify the 

research problems and to determine the objectives. 

 
 

 

 

 

 

 

 

 

 

 

 

Figure 3.  1: Research Process 
 

This study is focused on exploring the potential of branding in city planning. The focus 

of this research will be directed to the brand of the place. Also, the challenges faced 

by local planning authority in playing its role in city planning will also be seen in this 

study. The purpose of this study is to explain, both qualitatively and quantitatively the 

government agencies and community perceptions of place branding and the connection 

of it to practice. To answer the research questions and achieve the objectives, this study 

used mixed method approach. Mixed method approach is where a study uses 

qualitative and quantitative approaches to capture multiple perspectives to develop 

Theoretical  
Place Branding Perception 

Data Collection 
• Interview 

• Questionnaires 

Identified Issues 

Observation Identify Primary Research 

Overall Target to Study 

Inductive Method 
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new knowledge (Holloway & Wheeler, 2010). The mixed methods allow the blend of 

qualitative and quantitative methods, contributing to advances in research. The 

rationale for synthesising two types of data is that these data-types are neither 

incompatible, nor mutually exclusive, but can rather work synergistically to improve 

current theory and practice. Mixed method approach has been chosen because single 

method research strategies run the risk of missing significant data sets that can cripple 

a research. This research uses a mixed methods approach to offer a better 

understanding of the research problem than either method on its own (Creswell, 

Hanson, Plano, & Morales, 2007). 

 

The mixed methods consist of a research design about both theoretical assumptions 

and the methods of study. The methodology involves theoretical questions that guide 

the direction of collecting and analysing data and the mix of qualitative and 

quantitative perspectives in different stages of the study. It focuses on collecting, 

analysing, and blending both qualitative and quantitative data in a study or set of 

studies. According to Clark and Creswell (2010), the main idea is that the use of 

qualitative and quantitative perspectives in blend allows for a better understanding of 

the research problems than using a single perspective. The design of mixed methods 

can combine a variable structure, that is, the choice of qualitative methods, followed 

by quantitative methods or vice-versa (Creswell, 2009). The following figure presents 

three phases of mixed methods: (i) qualitative methods to quantitative methods, (ii) 

quantitative methods to qualitative methods, and (iii) a mixture of both. 
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Figure 3.  2: Mixed Methods 
Source: Creswell, 2009 
 

The study used two ways to obtain the primary data, which are the questionnaires and 

interviews. Measurement of the instrument in the form of questionnaire was carried 

out quantitatively while the interviews were analysed with qualitative method. 

According to Morgan and Smircich (1980), a rational function model or using 

quantitative methods assume that social reality has physical ontological structure and 

that individuals react with agents against the purpose of the environment. Black (1999) 

said that quantitative research involves calculation and measurement of the scene and 

perform statistical analysis on numerical data. In addition to the quantitative methods, 

the research is also conducted by running the qualitative method. Yin (2002) stated 

that qualitative data can provide an explanation which is more open, and his 

descriptions also showed that the chronological flow of events can provide better 

understanding. According to Miles, Matthew, Huberman, Huberman, and Huberman 

(1994), qualitative methods have the quality of being ‘uncontested’ because it has a 

solid foundation of more than one word and convince the reader of their findings more 

than the ones that are numbered. 

 

Qualitative Quantitative

Quantitative Qualitative

Quantitative Qualitative
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3.3 Data Collection Technique 

As discussed in previous section, this research uses mixed methods. There are two 

types of data was obtained which are primary and secondary data. Primary data was 

obtained by using mixed methods while secondary data was obtained from documents 

and other related materials. The data was obtained from two primary sources which 

are primary and secondary sources.  

 

3.3.1 Primary Data 

Mixed methods approach uses in this research involved qualitative and quantitative 

method. Qualitative method uses interviews for the collection of data whereas 

quantitative uses questionnaires to get the data. 

 

3.3.1.1  The Interview 

In general, qualitative methods are appropriate to understand the specific 

circumstances in the environment where participants act and have influence (Maxwell, 

1998). Moreover, using a qualitative method should contribute to the knowledge and 

perspective of government agencies with regard to place branding and explain the 

motivational patterns of their actions towards place branding. The explanation derives 

as a direct result of using a qualitative methodology (Strauss & Corbin, 1990). 

According to Winchester (2005), qualitative methods are additionally concerned with 

clarifying human environments and experiences of these, within a broader conceptual 

framework. Hesse-Biber, Nagy, Leavy, and Yaiser (2004) and Winchester (2005) says 

that qualitative analysis draws more potential to explore and access the social structure 

and experience of people when compared to quantitative analysis. They further add 

that a qualitative study is suited to investigations into small or significant situations, 
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besides comparative, historical, interactive, and observational modes of obtaining 

knowledge (Hesse-Biber & Leavy, 2004; Winchester, 2005).  

 

According to Winchester (2005), a qualitative approach has many strengths, and the 

practical examination of a limited case or in-depth perspective is essential. Also, Hastie 

and Hay (2012) claims that qualitative research can define phenomena in detail 

because the respondents are situated and surrounded in their locality, thus giving it a 

context. In place branding, Hansen (2010) says, the motivation, rationale, process, and 

local identity that coalesces the brand shape is a specific context for the place of study. 

Given the research area has unique characteristics, the branding process 

consequentially takes place in a particular framework. Issues concerning branding in 

a particular area require in-depth analysis and the ability to focus on a small number 

of cases (Hankinson, 2010).  

 

Interview is one of the standard techniques used to obtain data and information needed 

in qualitative method. Interviews were used to collect descriptive data in the subjects’ 

own words so that researchers can form a picture of how the subject interprets the 

aspects of a phenomena (Bogdan & Biklen, 1982). The interview conducted in the 

research involved structured interview. The purpose of the interview is to get related 

data to decipher the objective of the study. The interview is based on questions 

provided by the researches adapted in this study. This study uses structured interview 

to obtain the data in order to elaborate the research objectives. Interviews conducted 

according to the questions that have been prepared (Appendix 1). 

 

Interview questions are based on previous studies and and it was adapted to suit the 



 

83 

study. This research uses research by Govers, Klooster, and Keken (2015); Morgan, 

Pritchard, and Pride (2007); and Olins (1999). This research explained to the 

respondents the procedure suggested by those three scholars and asked them on the 

strategic technique of place branding which is considered right to implement in Alor 

Setar based on the procedure suggested by these scholars. 

 

The interviews involved the officials who are responsible for city planning 

development in Alor Setar City Centre. There are 15 officials involved which five are 

staff members of MBAS, five from PLANMalaysia Kedah and the remainder are 

officials from Tourism Malaysia Kedah. When the interview process conducted, 

researchers as an uninterested party give serious attention to ethics and adhere to the 

ethical ethics. To ease respondents, researchers use the Malay language and local 

dialect that used and understood by respondents and provide explanations to the 

respondents about the questions so that respondents would understand the needs of the 

researchers. In addition, researchers provide ample time for respondents to answer 

questions and researchers do not ask sensitive questions that offend respondents. All 

the respondents involved in this study were voluntarily and the respondents had been 

described the intent and purpose of this research. 

 

The study has presented 10 questions to respondents (Appendix 1). This interview is 

intended to obtain information regarding agencies perception of place branding. The 

interview questions are based on frame theory designed to scientifically measure and 

answer all the issues of the study. Among the questions asked are “what is place 

branding?”, “what is the function of place branding”, “branding in Alor Setar: what do 

you do?”, “the role of place branding in city planning; respondent ideas on the process 
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of developing a place branding; issues of place branding”, and the level of public 

participation in their agencies. In addition, the interview consists discussion with 

respondents on place branding in Alor Setar. When the interview is held, the researcher 

uses a voice recorder to facilitate the data collection process. The use of voice recorder 

allows all the required data to be recorded and no data is left behind. The data in audio 

form then undergo the transcription process where it was played again and transferred 

into text form. 

 

3.3.1.2 Questionnaire 

Questionnaires are used as one of the instruments in data collecting on this research. 

The questionnaire was designed based on the framework that aims to know the 

perception of city users on place branding. The questions in the questionnaire were 

developed to get the answers wanted. According to Taylor-Powell (1998), before 

questions are developed, it is necessary to know what the required evidence is to fulfil 

the objective of the study and how the data is used. Questions also allow researchers 

to obtain information relating to what people think, know, taste and desire. Martin 

(2002) suggested three to five questions submitted for a specific objective to be 

reviewed. Also, she suggested that a few things should be noted before questions are 

formulated and set. The creation of questions must be clear and logical because the 

content of the question must be relevant to the objective. For that, any content that is 

not important should be discarded from the questionnaire. Also, researchers need to 

identify the questions to the respondents, the type of information required, and make 

judgments on the method of data analysed. The questionnaire (see Appendix 2) used 

in this research was designed in line with the objectives and problem of the research 
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to understand a number of factors; user perception, knowledge, their point of view with 

regards to culture, image, place branding, and public participation.  

 

The questionnaire question is divided into seven (7) sections. Section A contains 

questions about the demographic information of respondents. Section B contains the 

related questions of perception to the culture, city image, and branding. For Sections 

C and D, the perception of the city image and branding of the city were asked to the 

respondents. Perceptions of public participation in development planning, brands, and 

the image of Alor Setar City are set out in Sections E, and F. Meanwhile, the last part 

of the questionnaire contains open-ended questions where respondents can interpret 

their related opinions. For quantitative data, a questionnaire was distributed to all 

respondents in some locations around Alor Setar City Centre. The average time spent 

by the respondents in completing the questionnaire is 15 minutes to 30 minutes. 

 

3.3.2 Secondary Data 

The method chosen for the collection of secondary data is through documents. 

Secondary data collection involved research, exploration, content data in writing or 

the form of real documents materials, observation, and interaction in alternative 

media. 

 

3.3.2.1 Documentary Materials 

The data obtained from the sources are such as articles, books, journals, annual reports, 

research papers, magazines, and the internet. Secondary data is essential in 

understanding the concepts and theory of the study. In this study, the researcher think 

that these two methods are needed to get enough data. Also, documentary materials 
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such as newspaper clippings, official reports, legal papers, and meeting minutes were 

analysed to provide proof of reference in exploring the potential of place branding. 

Besides, by using documentary materials, it can shed better understanding of the 

problem and issues that are faced by agencies and residents.  

 

The researcher then analysed the documents’ material from the self-involved officers 

during the interview sessions. Documentary materials such as official records, paper 

reports, and official files are essential sources of data. In a qualitative study, these 

materials are as vital as other data sources because they contain valuable information 

about the subject of study within a times and situations (Silverman, 2006). 

 

3.3.2.2 Observation 

In this study, observation is one of the methods in data collection and analysis. 

Observation requires the senses in which all the senses can provide answers to the 

studies conducted. Observation results are based on events, experience, stories, and 

situations in certain circumstances. According to Guba & Linchon (1981), the 

techniques of observation were used to get a picture of situations for the study 

correctness. 

 

3.3.2.3 Interaction in Alternative Media 

Nowadays, alternative media grow as a powerful tool in any field whether in research 

or other purposes. It can be said that if there is no media, people will be left from the 

outside world. Today, there are many types of media exist. In completing this study, 

the media is used as a secondary source in the research. What it proposes is to 

strengthen the data and information of this study. 
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The most popular alternative media in Malaysia is the internet. Data from Malaysian 

Communications and Multimedia Commission (MCMC) (2017) shows 89.4% out of 

Malaysia total population are internet users thus implicating that internet being the 

most preferred and popular alternative medium. This research used alternative media 

like online books, YouTube, social media applications (Facebook, Instagram, Twitter, 

etc.), and newspapers as an alternative source. 

 

3.4 Sample and Sampling Method 

For collection of the qualitative data, a sample selection was made by considering the 

variance of each respondent consisting of a difference of background. It included 

differences in judgment in the aspect of the study. Before the analysis, data collection 

was conducted where it involved structured interview session with the selected 

respondents as discussed before. This is to ensure that the study aims to identify the 

perception of the government agency on the accomplishment of place branding. The 

structured interview sessions involved 15 respondents, and their views on the place 

branding were recorded. The chosen respondents are characterized as below: 

i. The selected group of respondents consisted of those with high knowledge 

and information regarding city planning; 

ii. The chosen respondents included those who are aware of the image and 

identity of the city and place as well as place branding. 

 

Through the collection of data by using the technique of structured interviews, 

questionnaires, and documentation, the data collected showed that it is possible for the 

data analysis process to be performed. The interview sessions were started with general 

questions regarding respondents' opinions of place branding. With this arrangement, 

the respondents were aimed to become more adjusted and focused on the questions as 
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they are more prepared and not distracted. Furthermore, by using structured interviews, 

it is seen that there will be no issues that can oppose the data collection process.  

 

For this study, sample sampling conducted within four months at the study area. The 

interview process of these respondents is classified according to regular sampling. 

Sampling is categorised according to the role and function of respondents in city 

planning in Alor Setar. Table 3.1 shows the categories of respondents for this research. 

Table 3. 1 
Respondents for the Interview 

Sample Variable Respondents Category Location Total 

MBAS 
Town Planning 
Department 

1. Director 

Alor Setar 

1 
2. Deputy Director 1 
2. Planning Officer 2 
3. Assistance Town 

Planner 
1 

PLANMalaysia 
Kedah 

Development 
Plan Division 

1. Planning Officer 
Alor Setar 

4 
2. Assistance Town 

Planner 
1 

Tourism 
Malaysia Kedah 

Tourism 
Malaysia 
Kedah 

1. Officer 
Alor Setar 5 

Total 15 
 

PLANMalaysia Kedah was selected as one of the sources of the data retrieved because 

they participated in running the spatial development planning. In that case, the views 

and ideas from PLANMalaysia Kedah are needed in this study. Tourism Malaysia is 

an organisation that is actively promoting Kedah State as a whole. The length of time 

for an interview on the respondents involved in the survey carried out in accordance 

with the requirements of the study. Each interview was conducted, analysed, and 

written using the technique of comparison and equation introduced by Boeijie (2002).  

 

For quantitative data collecting, questionnaire was used. According to Ayob (2007), 

the leading principle in sampling is to ensure the ability of the sample to represent the 
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population. Ayob also said that cluster samples are a simple random sample when the 

primary sampling unit is not populated, but a group from the population is used instead. 

In sampling, the population can be described as the set of people or observation in the 

study area. This study mainly deals with research concerning the location, so a spatial 

sampling frame is a map of the study area in the identification of the sample units. This 

study used the population as a method to describe the sample. According to Sekaran 

(2003), sample is a subset of the population, while the sampling is the process of 

selecting enough sample to describe that population.  

 

The sample size used in the quantitative data collection was decided based on the 

sample size determination table provided by Krejcie and Morgan (1970). The table 

simplifies the process of deciding sample size for a measurable population. Based on 

the population in Kota Setar in 2015 (n=436,508), the number of samples involved 

should be 384 people. 

 

The study uses convenience sampling technique where respondents are selected 

because of their convenient accessibility and proximity to the researcher. The subjects 

are selected just because they are easiest to recruit for the study and the researcher did 

not consider selecting subjects that are representative of the entire population. In all 

forms of this research, it would be ideal to test the entire population where the 

population of Alor Setar is too large and that it is impossible to include every 

individual. 
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Table 3. 2:  
Sample Size Determination of Krejcie and Morgan 

N S N S N S N S N S 

10 10 100 80 280 16 2 800 260 2800 330 

15 14 110 86 290 165 850 265 3000 341 

20 19 120 92 300 169 900 269 3500 346 

25 24 130 97 320 175 950 274 4000 351 

30 28 140 103 340 181 1000 278 4500 354 

35 32 150 108 360 186 1100 285 5000 351 

40 36 160 113 380 191 1200 291 6000 361 

45 40 170 118 400 196 1300 297 7000 364 

50 44 180 123 420 201 1400 302 S000 367 

55 48 190 127 440 205 1500 306 9000 36S 

60 52 200 132 460 210 1600 310 10000 370 

65 56 210 136 480 214 1700 313 15000 375 

70 59 220 140 500 217 1800 317 20000 311 

75 63 230 144 550 226 1900 320 30000 379 

80 66 240 148 600 234 2000 322 40000 380 

85 70 250 152 650 242 2200 327 50000 381 

90 73 260 155 700 248 2400 331 75000 382 

95 76 270 159 750 254 2600 335 1000000 384 

Note: N is Population Size; S is Sample Size                        

Source: Krejcie & Morgan (1970) 
 

In addition, study rely on convenience sampling because it is fast, inexpensive, easy 

and the subjects are readily available. Data collection was conducted in four months 

where it's done around Alor Setar. Data collected in Aman Central, Ukir Mall, and 

Hospital Sultanah Bahiyah. Besides, the data collection also been held at morning 

markets, night markets, and mosques around Alor Setar. 

 

A total of 384 forms or 100 percent of filled forms were returned and analysed. 

According to Sekaran (2010), if more than 25 percent of the details in the questionnaire 
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were not responded, the questionnaire should be removed from the analysis. For this 

study, the feedback received is satisfactory and questionnaires were filled. Whereas 

Oppenheim (2000) said, if 40 percent respondents answered to the questionnaire, it is 

satisfactory.  

 

3.5 Data Analysis 

The data for the study was obtained from two primary sources which are primary and 

secondary sources. The method chosen for the collection of primary data is through 

interviews and questionnaires. For the primary data from the interview, the data will 

be filtered first before being transcribed from the audio form into the text based on 

required class. For this qualitative data, data analysis was done by using the Nvivo 

version 10 software. The used of Nvivo 10 uses a ‘source’ technique to gather all 

collected data. After that, the ‘encoding’ is made for analysing the data. The use of 

‘codes’ is to provide identification or classification of text quotes by categories of 

research based on the objective that called ‘nodes.’  

 

Furthermore, this study uses the ‘tree node’ technique to see if there is any overlap on 

the data that has been done for coding and the data is in a solid state. Next, the 

frequency of the study was done using the ‘quires’ technique to obtain the frequency 

based on research objectives. Then, the model has been created to create ‘themes’ and 

‘sub themes’ that related to the research problem by using the results of ‘tree nodes’ 

as a reference. The analysis of this data is to describe the qualitative data obtained and 

gaining a paradigm for the entire study and to answer research questions and 

objectives. 
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The data from the questionnaire was analysed to show descriptive data so that the 

information gathered can be explicitly explained. The Statistical Package for Social 

Science (SPSS) V16.0 software was used to process the data involved with the 

techniques of frequency, cross tabulation, and descriptive analysis of min. Chuan 

(2006) said that an analysis of inference is used for outlining the relationship between 

one variable with another. The purpose of its use is to make generalisations about the 

relationship between variables in a sample of research population. It means that the 

analysis used to make conclusions about the characteristics of a population is based on 

the sample characteristics. This analysis also uses ‘Pearson Correlation’ to answer the 

questions and research purposes. 

 

The analysis of data is aimed at addressing the objectives and answering the research 

questions. Analysis data is essential to stage in the research which is describing all data 

obtained is necessary. As suggested by Miles, et. al., (1994), the formation of a 

significant category in qualitative approaches is to refine the data, so that classes can 

reflect the actual situation in the case studied and further elaborated by quantitative 

study findings. 

 

3.6 Pilot Test 

The pilot test was done before data collection performed. Cooper, Schindler, and Sun 

(2006) said that pilot tests use the same method as the actual study, so the potential 

problems in the real study can be identified. Respondents in pilot tests should complete 

the questionnaire in the same situation as the actual survey (Hair, Wolfinbarger, 

Money, Samouel, & Page, 2003). The aim of s pilot test is to verify the questionnaire 

questions whether they are appropriate and understood by the respondents or not. It is 
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for the purpose to determine the validity or reliability of the questions. Also, the test 

is to find out if there is any confusion in the measurement items, namely items are less 

visible, the option of answer, term, definition, language, and presentation of the 

questionnaire (Chuan, 2006).  

 

The pilot test can also determine related problems to the structure and design of the 

questions in the questionnaire. Weaknesses found are to be corrected before the real 

data collection is carried out.  

Table 3. 3 
Reliability of Statistics 

Variable Alpha Cronbach Pre-Research 
Culture 0.84 
Place Image  0.97 
Place Branding  0.94 
Public Participation 0.82 
N 40 

Source: Field Study, 2016 
 

The number of respondents who were involved in the pilot tests was 40 persons, 

comprising of people who are the visitors of Aman Mall Central and Ukir Mall, Alor 

Setar, Kedah. The reliability of the questionnaire was analysed by using Alpha 

Cronbach scale. Based on Alpha Cronbach scale, the reliability level is weak if the 

Alpha Cronbach value is less than 0.6 while the value of reaching 1.00 is considered 

as high.  

 

Table 3.3 shows the Alpha Cronbach value obtained from pilot tests for perceptual 

items on culture, urban image, place branding, and perception of participation in 

development planning. Instruments used to measure these three items are found to 

have high internal consistency through the Alpha Cronbach technique. 
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3.7  Choice of Cases 

The selected study area is appropriate to set the place for the necessity of the study and 

in the sense, that reveals the diversity of a place and city in the setting of Malaysia’s 

image. In this practice, it was not the expectation to choose very illustratively of 

Malaysian urban areas since the reason for the case was not to achieve factual but 

somewhat like generalizability.  

 

3.7.1 Area of Study 

This section presents the outline of Alor Setar City Centre and the justification for the 

choice of the place as the study area. The segment also has the current information on 

city planning and place branding within the area. Alor Setar City Centre was chosen 

as a case study. The history proves that Alor Setar City Centre is one of the oldest 

cities in the country. However, in recent years, it has shown the traditional cultural 

boundaries while the industries sectorial have begun to break down. The city is 

nurturing more than the industrial systems that cater for firms’ needs for innovation, 

labour, events, multi-activities, and others. The city is not only a business and 

industrial place but also as a place that helps the business and industry to situate and 

brand themselves in the image-intensive global marketplaces. The excellent brand is 

promotional efforts may benefit from positive connections with the excellent image 

and identity of the city and place.  

 

According to Breward and Gilbert (2006), local authorities has begun to consider 

putting their city in the global hierarchy by using place branding. A lot of the city's 

used boosterish slogan to promoting the place. Today, most cities aim to grow foreign 

direct investment, bring in the visitors, businesses, employees, talent, and residents. 
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The “City Never Sleep”, “City of Love, and “IAmsterdam” are known worldwide. 

They are used to attract people to visit and invest in the cities. The comparison of Alor 

Setar to several older cities in Malaysia shows that it is does not have a precise image 

as compared to Banda Hilir in Malacca that is well-known as Historical City; 

Georgetown in Penang as Gastronomy City; and Kota Bharu in Kelantan as Islamic 

City. In fact, Eckstein and Throgmorton (2003) and Jensen (2005) stated that branding 

tend to give the focus of the public and the authorities to re-image a place by using 

branding. Aalthough it is based on the different motivations and target audiences, the 

adaptation of place branding is aimed at persuading the audiences ‘to see the place’ 

ways (Selby, 2004; Jensen, 2007). Place branding is always included the 

argumentations of incorporation, and the exclusion since perspectives of some group 

is marginalised. Thus, this study also has the public opinion about public participation. 

 

 

 

 

 

 

Plate 3. 1: The Example Image of City Brand 
Source: Faria, 2014 
 

Alor Setar is suitably selected as the case study since the place is full of “unique 

culture,” “multi-image,” and “filled with story”. Shields (2013) said that place 

branding is highly selective, and often deliberately exclusionary. It is the part of the 

process of constructing (or appropriating) the “place images” which is collectively 

become the “place myths” which have significant and lasting roles in the perceptions 
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of the places. The challenge of Alor Setar is to maintain its advantages competitively. 

The place is in hunt of recovering its city status in Malaysia urban ranking by taking 

advantage of the geographical location. Such advantage is the chance of the place to 

generate more income as the city is bordering next to Thailand and Penang. 

 

The other reason that made Alor Setar a fascinating case for this study is unequivocal 

- the city is not showing full utilisation of place promotion or conduct any specific 

festivals or mega event. Alor Setar is just like any other places and cities in Malaysia 

especially secondary towns, and it needs to react to the increasingly competitive 

environment. The city is experiencing radical changes mostly in the physical 

development and infrastructure that are resulting in the erosion of its image and 

identity. Alor Setar is under desirable conditions, and the research is taking full 

advantage of the potential. The study on the branding, promoting, and marketing Alor 

Setar City Centre is limited. In addition, Kedah state capital also has insufficient 

literature. In this sentiment, the choice of Alor Setar as the case study represents the 

study of place branding in Malaysia. This study covers the centre of Alor Setar City 

Centre which is under the administration of Alor Setar City Council. Kota Setar serves 

as a district in Kedah which is filled with sectors which are growing, especially with 

the availability of its trading centre which is Alor Setar. Thus, the history of the early 

opening of the Alor Setar which began in 1720’s. 
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Figure 3.  3 : The Location of Study Area 
Source: Adapted from Draft of Alor Setar an Pokok Local Plan 2020 
 

Alor Setar is a city that experiences rapid development even though it is a small town. 

Amazingly, it can still maintain the features of the cultural heritage in the development 

of prestigious modern buildings but with enough artistic carvings and original styles. 

History records Alor Setar as one of the oldest capital cities in Malaysia. According to 

historical records, the city has been a capital for about 250 years. Since the state was 

founded until the now, Alor Setar has remained as the capital state of Kedah Darul 

Aman. 
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3.7.2 Place Branding Rhetoric  

In the 1990s, Kedah State government introduced the tourism slogan “JOM PI Alor 

Setar” (Bernama, 1999). However, in the 2000s till now (2017), the slogan has not 

been heard anymore. Alor Setar was officially granted the city status on December 21, 

2003. The status then made Alor Setar as 9th in Malaysia city. The spelling of Alor 

Setar was changed to “Alor Star” in conjunction with the declaration of Alor Setar as 

city council. However, the spelling of “Alor Star” reverted to Alor Setar on January 

14, 2009 because the place’s name was derived from the name of the tree called 'Setar' 

(Utusan Malaysia, 2009). 

 

In 2014, the Kedah Menteri Besar launched new tourism slogan to promote the state's 

tourism, namely "Kedah serata-rata" (Utusan Online, 2014). There was however, no 

brand, logo, or slogans specific to the Alor Setar City Centre. As one of the main cities 

in northern Malaysia, Alor Setar should have a specific brand to highlight the place. 

Besides, to align its target of the “Metropolitan” status in 2018, Alor Setar needs to 

come across the ideal strategies used by the prosperous global city. 

 

3.7.3 Location  

Alor Setar City Centre is in State of Kedah Darul Aman located on the West Coast of 

the Northern Peninsular Malaysia. It is located 93 kilometres north of Penang and 45 

kilometres south of the Malaysia-Thailand international border. From the location that 

adjacent to the Southern Thai and Penang, Alor Setar City Centre has the advantage to 

generate development in this corridor, and thus indirectly effects on the entire area of 

the district. Alor Setar City Centre’s size is 353.76 hectares. It covers the borders of 

Anak Bukit River in the west, the Darulaman Stadium in the north, railway lines in the 
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east and Hijau Kuning Complex and the Kedah River in the south. The coverage area 

of 353.76 hectares covers entire Kota Setar area of 666 km² which is the boundary of 

the Alor Setar City Council area.  

 

Alor Setar is Kedah state administration centre and known as the heart of rice 

production (the rice bowl of Malaysia). It is the second largest city in the state after 

Sungai Petani which is located about 54 kilometres from Alor Setar. Alor Setar City 

Council governs the city and was officially declared as a City Council on 28 November 

2003. Based on the information from the Local Plan, the district of Alor Setar is 

bordering with Pendang, Yan, Padang Terap, and Kubang Pasu districts.  

 

Also, Alor Setar possesses a historic canal known as Wan Mat Saman Canal (Terusan 

Wan Mat Saman). The canal is 35 km and stretching to the foothills of Jerai Mount. A 

bird's eye view reveals that Alor Setar is covered with paddy field. At its western end 

is the district of Alor Setar that opens towards the Malacca Straits. The town of Anak 

Bukit, which is the Royal Town of Kedah, is also located in this city. 

 
 

 

 
 

 

 

 

Plate 3. 2: The Image of Paddy Field from an Aeroplane Window 
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Image also shows Federal Government Administration Complex at Anak Bukit. 

Concerning the city road network, it is connected to other regions of Peninsular 

Malaysia by the North-South Expressway (PLUS Highway), the Shahab Perdana Bus 

Station, and the railway station which is located in Alor Setar town centre and Anak 

Bukit. About 15 km north of the city centre, there is the Sultan Abdul Halim Airport 

located in Kepala Batas and provides domestic routes.  

 

The city additionally offers the jetty in Kuala Kedah, which is served by ferries 

connecting the city with the famous island of Langkawi, the Jewel of Kedah. 

According to regional accessibility, Alor Setar is observed of having a proper system 

of accessibility and is a crucial enabler of economic development.  

 

3.7.4 History  

Alor Star was founded in 1735 by Sultan Muhammad Jiwa Zainal Adilin Mu'azzam 

Shah. Alor Setar used the administrative centre of Kedah State which is the 8th since 

the Sultanate of Kedah was established in 1136. Other locations that used to be the 

centre of the first rule of Kedah is Kota Sena, Kota Bukit Meriam, Kota Indera 

Kayangan, Kota Sungai Emas, Kota Naga, Kota Siputeh, and Kota Bukit Pinang. Alor 

Star also witnessed attacks when Bugis in 1770 and the Siamese in 1821 attacked 

Kedah. 

 

In 1958, Alor Setar City that started from a ‘Town’ or ‘Sanitary Board’, turned into 

‘Alor Setar Municipal Board’, and that was then promoted into ‘Local Government 

Council’ on March 1, 1974. On February 1, 1978, it was again promoted as ‘Kota Setar 

Municipal Council’ and finally ‘Alor Setar City Council’ on 21 December 2003. By 
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the birth of Alor Setar as a city in December 2003, it has been 268 years old since its 

foundation in 1735. This proves that the city of Alor Setar is one of the oldest cities in 

the region. 

 

Alor Setar was officially declared as the 9th city in Malaysia on November 28, 2003. 

The ceremony was held at Dataran Tunku, Alor Setar. Alor Setar is also the birthplace 

of several prominent leaders in Malaysia including the first and the 4th Prime Ministers 

of Malaysia which are Tunku Abdul Rahman and Tun Dr Mahathir Mohamad 

respectively. 

 
 
 

 

 

 

 

 

 

 

 

 

 

Plate 3. 3: Alor Setar in the 1920s to 1950s 
Source: Arkib Negeri Kedah 
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3.7.5 Function  

Alor Setar City is seen as a focal point for the development of the state. It is the state 

capital and the main administrative centre of Kedah Darul Aman. Also, the study area 

serves as a central business centre for Kota Setar District as well as the surrounding 

areas and extensively for the entire Kedah state. It has several buildings of institutions 

like hotels, stadiums, hospitals and museums that are located close to each other. 

 
 

 

 

 

 

 

 

 

 

 

 

Figure 3.  4: The Photo of Study Area 
Source: Adapted from the Draft of Alor Setar and Pokok Sena Local Plan 2020 and 

Google Map, 2016 
 

As one of Malaysia's oldest cities that are rich in heritage and history along the span 

of 250 years since its foundation, there are historical landmarks like Zahir Mosque, 

Alor Setar Post Office, Balai Besar, and others. The study area also includes areas in 

the Northern Corridor Economic Region (NCER) proposal which is aimed to increase 

Kedah's economic development. 
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Figure 3.  5: The Bird View Photo of Study Area 
Source: Adapted from the Draft of Alor Setar and Pokok Sena Local Plan 2020 and 

Google Map, 2016 
 

3.7.6 Current Situation  

The current distribution of land use in Alor Setar City Centre is clearly divided 

activities and fractions as shown in Table 3.1. It can be identified that the most 

extensive land use is in the residential area with 24.67% of total area, while the smallest 

is for industrial activity that is only at 0.46%. 
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Table 3. 4 
The Distribution of Current Land Use 

Sector Area 
(Hectare) 

Percentage 
(%) 

Main Component/Location 

Business 47.31 13.37 • Business area along Jalan Pekan Cina , 
Pekan Melayu, Jalan Langgar, Jalan 
Putra, Jalan Tengku lbrahim.(Shop 
Houses 2-3 storey) 

• Pekan Rabu 
• MPKS Complex 
• Star Parade Building 
• Sentosa Hotel 
• Citv Hotel 

Amenities / 
Institution 

39.12 11.06 • Alor Setar City Council 
• Multipurpose Hall 
• The Kedah State Museum 
• Darulaman Stadium 
• MBAS Swimming Pool 
• Kedah State Police Contingent 
• Cultural Arena 
• Educational Complex 
• Zahir Mosque 
• Poh Aun Keong Temple 
• Wisma Negeri 
• Sultan Abdul Halim Buiding 
• Federal/State Government Administration 

Complex  
• Wan Mat Saman Building 

Housing 87.28 24.67 • Taman Tunku Habsah 
• Kg , Pisang 
• Kg. Titi Siam 
• Government Quarters 

Recreation 
and Tourism 

19.33 5.46 • Merdeka Park 
• Darulaman Stadium 
• Sungai Kedah Waterfront  

Infrastructure 1 .04 0.29 - 
Roads 92.28 26.09 • Bus Station 

• Taxi Station 
 
Main Road 
• Jalan Putra 
• Persiaran Sultan Abdul Hamid 
• Lebuhraya Sultan Abdul Halim 
• Lebuhraya Darulaman 
• Jalan Pekan Cina 
• Jalan Kolam Air 
• Jalan Tengku Muhammad Jiwa 
• Jalan Langgar 
• Jalan Ibrahim 
• Jalan Sultan Bad lishah 
• Jalan Telok Wan Jah 
• Jalan Stadium 

River 32.83 9.28 • Kedah River 
• Anak Bukit River 

Vacant Land 32.95 9.31 - 
Total 353.76 100.00    - 

Source: Draft of MBAS Local Plan 2035, 2016 
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Based on the Department of Statistics Malaysia (2010), the total of residents in Alor 

Setar City Council administration area is about 366,787. The population in Kota Setar 

district is projected to increase to 479,874 people in 2020 (Table 3.2).  

Table 3. 5 
Population Projected in Kota Setar District  

Year 
2010 2015 2020 

Kota Setar 
District 

397,217 436,508 479,874 

Kedah 1,971,300 2,16,933 2,363,909 
 

Source: Department of Statistics Malaysia, 2010 
 

The data above presents that 18.83 % of the population in Kedah is comprised of Alor 

Setar District residents alone. The total population in the District of Kota Setar based 

on census population in the year 2010 by Department of Statistics Malaysia recorded 

the number at 397,217 of the total 1,971,300 population of the State of Kedah. The 

increase was based on an average Annual Growth Rate of 6.7%. Through the projected 

population by 5-year intervals starting 2015 until 2020 based on the anticipated visible 

population of Kota Setar district, the number amounted to 436,508 in 2015 and is 

expected to increase even more to 479,874 in 2020. 

 
3.8 Summary of Chapter 

Overall, the chapter is about the methodology of the research. This chapter is crucial 

in research studies because it shows the whole journey of the study. The topic 

discussed in this chapter include the method used for data collection, study area, 

sampling, and technique of data analysis.  
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These elements complement the research process. Based on the explanation given in 

the chapter, it is shown that the study has to use specific and appropriate methods in 

perfecting the execution of the research. 
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CHAPTER FOUR 
 

ANALYSIS OF QUALITATIVE RESEARCH 

4.1 Introduction 

This chapter holds the findings and a discussion of the research. The results in this 

section constitute a significant idea for achieving the objectives of the study. The 

perceptions of government officials regarding aspects of place branding from the point 

of view of city planning are examined. Additionally, presented herein is an analysis of 

the qualitative data, which is based on the data collected from interviews that were 

conducted with fifteen respondents from three government agencies. The overall goal 

is to provide the analysis from the perspective of those who may be involved in the 

design, implementation, and management of place branding as well as those who may 

be influenced by it. Specifically, this phase of research aims to provide an extensive 

and in-depth exploration of place branding, and its process from conception and 

rationalisation, through to development and implementation, and ultimately to the 

consumers. 

 

4.2 Respondents 

This study involved the fifteen respondents from Alor Setar City Council (MBAS), 

Kedah State Department of Town and Country Planning Department (PLANMalaysia 

Kedah), and Tourism Malaysia Kedah. The interviews consisted respectively of five 

officers from each agency. 
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Table 4. 1 
Fractions of Respondents 

Sample Variable Respondents Category Location Total 

MBAS Town Planning 
Department 

1. Director 

Alor Setar 

1 
2. Deputy Director 1 
2. Planning Officer 2 
3. Assistance Town 

Planner 1 

PLANMalaysia 
Kedah 

Development 
Plan Division 

1. Planning Officer 
Alor Setar 

4 
2. Assistance Town 

Planner 1 

Tourism 
Malaysia Kedah 

Tourism 
Malaysia 
Kedah 

1. 
Officer Alor Setar 5 

Total 15 
Source: Research Findings, 2016 
 

Table 4.1 shows the fractions of respondents. As this study is mixed and qualitative is 

one of the methods used, it uses interview to obtain data from respondents. The study 

uses regular or systematic sampling method which is done based on the functions and 

role of respondents in the field of study. The study interviewed five respondents from 

MBAS, five respondents from PLANMalaysia Kedah. Further, this study also 

interviewed five respondents from Tourism Malaysia Kedah to further strengthen the 

fact of the study. 

 

The method of conducting interviews is where researcher conducts the interviews 

separately and in stages. Interview questions were given to the respondents before the 

interview session was conducted to give time to them to understand the questions they 

would be ask. Overall, the interview session with each respondent takes about two 

hours. To complete the entire interview, this study spends about four months to get all 

the respondents to be interviewed. These interviews were held during between July 

2016 and October 2016. 
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4.3 Analysis of Qualitative Research 

The objective of using a qualitative method is to discover and then to understand the 

knowledge and perception that government agencies have regarding place branding. 

The following sections hold the results of the analysis, which have been arranged 

according to the research objectives, and the topics that have arisen during the process. 

The outcomes are organised according to the similarities and differences of various 

perspectives that have been revealed during the analysis. The data analysis of this study 

uses Nvivo 10 to form the themes of the study. The used of Nvivo 10 uses a ‘source’ 

technique to gather all collected data. After that, the ‘encoding’ is made for analysing 

the data. The use of ‘codes’ is to provide identification or classification of text quotes 

by categories of research based on the objective that called ‘nodes.’ Furthermore, this 

study uses the ‘tree node’ technique to see if there is any overlap on the data that has 

been done for coding and the data is in a solid state. Next, the frequency of the study 

was done using the ‘quires’ technique to obtain the frequency based on research 

objectives. Then, the model has been created to create ‘themes’ and ‘sub themes’ that 

related to the research problem by using the results of ‘tree nodes’ as a reference. 

 

4.3.1 The Meaning of Place Branding 

The analyses in this section covers the respondent's point of view as to what they 

understand as place branding. Scholars such as Rehan (2013) and Kavaratzis (2005) 

have asserted the idea that branding is centralised where perception and images have 

been placed in the middle of activities. Activity would be created from planned 

branding and designing of a place. The professional perspective of the respondents is 

understood to be that place branding is one of the mechanisms using in development 

and is drawn from an image found from a locality. Indirectly the knowledge gained on 
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place branding becomes an aspect that gives an opportunity to understand how the city 

managers are perceived and elicit their own understanding of it (Respondents M1-M5, 

J1-J5, T1-T5). All respondents agreed that place branding is about a perception of the 

place. Particularly, half of the respondents feel that the place branding was related to 

a ‘sense of place.’ Besides perceptions and sense of place, most of the respondents 

expressed that place branding is about psychological influence of place on people.  

Figure 4.1 shows what respondents perceived as place branding. 

 

 

Figure 4. 1: Perception of Place Branding  
Source: Research Findings, 2016 
 

“Place branding is a pinnacle of thoughts that comes across of human 

mind when they think about something, whether it is a place, city, or 

industry. It is precise, horrific, indifference either its miles 

interesting or uninteresting. However, it is for immediate feedback 

that comes in the minds of the people.”  

Respondent M3 
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The above thought aligns with the views of a PLANMalaysia and Tourism Malaysia 

officer, who emphasised that place branding, is widely a notion about people. “It is all 

about perception” (Respondent J2), and “it is the way you want outside parties to 

perceive you” (Respondent T4). “Branding is a psychological aspect. It is an 

intangible” (Respondent T2). The sentiments explain the idea of popularity as a 

psychological influence on people. A further respondent infers that “the society is a 

user of the mental concept of marketing about the brand. Besides that, a brand gives a 

‘promise’ to the product” (Respondent T1).  

 

Several respondents defined the function of place branding as the idea that “endeavour 

to adduces attentiveness, sentiment, and memories” (Respondent J1); or “place 

branding is about being brought a place to have a ‘sense of place” (Respondent J3); or 

“it is a dissimilar feeling concerning of what the society has to provide” (Respondent 

T2); or “it is in what way we wish and want to be recognised by outsiders” (Respondent 

T5); and Respondent M3 described place branding as “generating the sense and vision 

which leads to feelings of dissimilarity.” It can be said that place branding is one of 

the ways to construct a robust image, which imparts specific aspects of a place. The 

interviews illustrate that there is a mutual understanding by the respondents about the 

phrase “sense of place”, and that this stems from the aspects of identity and image. 

“… the brand is about what others think about us. If we did not 
alternate with the picture, or the method of the place or the way the 
city operates, or if we do not have any reforms, we should forget that 
people will positively speak or assume about us.” 

Respondent M1 
 

The previous quote illustrates that the events that occur in a place can affect the 

perception of it. Respondent M5 expressed a similar thought, “for me, the brand is an 
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identity, and it was the image creation. From the image and identity, the outsider can 

start to recognise us. By using the medium of communication such as the internet tools 

like websites, social media, or conventional tools such as pamphlets, magazines, or 

other such things; the public will start to recognise us, and they will want to know 

more about us and what we offer.” The views of the respondents are reflected through 

the identity, the image, and the ultimate sense of place that has been created or will be 

created using logos and slogans. 

“… the brand is about presenting to the public what it is that you 
represent.”  

Respondent J5 
 
“… the brand is something about presenting the soul and spirit of the 
place. It gives the sensation of experiences the place provides.”  

Respondent M2 
 
“…the brand is the way of people looking at us. I believe it is not 
always present it as a visible illustration. I think we need to do the 
extra, but by the way, we understand ourselves and the way we want 
the external parties to perceive us. Whatsoever, in the end, it is all 
about other perception.”  

Respondent J4 
 

The analysis indicates there was a consensus among the respondents giving a common 

understanding of place branding. Based on this analysis, the narrative, sentiment, 

emotion, and the spirit of a place can be consolidated into the identity and image of 

that place these attributes above comprise the various ingredients, which produce the 

brand of a place. Branding might otherwise be accomplished by experimentation and 

end up being simply a presumption rather than what is required. Place branding is a 

mechanism to arrive at an understanding of what a place has to offer and the needs of 

that place regarding tourists, residents, or investors. The authority needs to adjust their 
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ideas to the requirements of the people and bear in mind the facilities they have 

available to try and realise the potential within these. 

 

“This is about the offer that you did”, Respondent J5 describe. Respondent J2 in 

demonstrating the quintessence of the use of a place brand said: “It was about creating 

an experience of the place.” Those views of the respondents reflected those of the 

experts regarding the identity, image, and ultimately the sense of place.  

 “… if you promise the experience, you must walk the talk...”  
Respondent T2 

 
“… the place should site itself with a genuine tale.”  

Respondent M1 
 
“… the place branding is about making a promise of the 
experience… so whatever is your pledge, you must visualise it with 
the actuality of vicinity…”  

Respondent M1 
 

What a place has promised to offer is an essential key to the construction of an 

authentic experience allied with a strong brand. Many respondents consider that local 

experience and ideas that are accrued from this can influence people’s decision-

making. 

“… you are endeavouring to brand your place and impress the 
people? Just give them the pleasant experience…” 

Respondent T3 
 
“… people recognize you more from experience they have rather 
than the message they receive from others.”  

Respondent T4 
 
“…branding is one of the techniques to gain the aspect from others 
with experience of who you are and what you have …” 

Respondent J3 
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For government agencies, the experience of the place can be considered as one of the 

vital elements of place branding. In other words, the experience be a medium of 

communication about a place. As Respondent 4 specified “… it is a depiction and an 

experience of people collected and memorised, and there has to be a plan to repeat it.”  

“…the brand must not only portray by the story it tells, but it has to 
deliver, and people should know the truth. If you have a tale to tell, 
tell it with skill, and tell it often. The brand necessitates a fair bit of 
myth.”  

Respondent T1 
 
“… the tale must true… we must deliver the reality of our story.”  

Respondent T3 
 
“… we have many stories. What kind of story do you want to tell? 
Pick it, but make sure it has enough elements to make it a good 
tale…” 

Respondent T4 
 

A parallel thought was expressed by Respondent J3 noting “…first, you run into an 

enjoyable experience of the place. Next, you spot the logo or slogan. So, the logo or 

slogan, or the graphic contains is only reminding you of the experience…” What is 

illustrated is that place branding is a combination of the authentic experience of a 

person and storytelling by other elements. Another respondent spotted that there must 

be compatibility between what has been promised and what is experienced 

(Respondent T1-T3). 
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Figure 4. 2: ‘Word Cloud’ of ‘What is Place Branding’ 
Source: Research Findings, 2016 
 

4.3.1.1 Function of Place Branding 

The previous section delineated the perception of respondents regarding the definition 

of place branding. In this section, the role of place branding is reviewed. This 

examination is divided into two specific roles that emerged from the responses of the 

three groups of interviewees. The first role of place branding is to distinguish a place 

from others. 

 

 

Figure 4. 3: Function of Place Branding 
Source: Research Findings, 2016 
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The second role is to make the place as a destination. In both roles, place branding is 

observed as an interpretative process that will help to develop the capability of the 

authority to attract people to their place and create economic opportunities. 

 

i. Distinguish a place from others 

The urban movement around the world is facing similar processes and impacts 

regarding attributes and contribution (Turok, 2009). The rigours of place branding 

could help avoid that similarity and attempt to make a place different and unique. 

“Previously, everywhere in the world was an industrial centre. After 
that, ‘sustainable’ and other ‘fancy’ words became commonplace. 
By being what the world wants you to be, it does not make you 
exclusive. It just shows that you are same, and it also traps you in the 
very same arena as another million your compatriots. Why not say 
‘our place gives respite’ or something else, something different? If 
you do not differentiate yourself, then why did you brand your place 
at all? What is your point?”  

 Respondent M1 
 

“There are a lot of places and cities that offer the similar facilities, 
similar things, also a similar environment. What makes it different? 
What is unique?” 

 Respondent J3 
 

Place branding needs more conciliatory techniques to become more inclusive. As 

Respondent T2 and Respondent T3 described, to become more inclusive and unique, 

the authorities need to make people notice the place and shows people why we believe 

that we are a good place, giving them the best experience. However, all the respondents 

agreed the process of brand choice must be carried out with great prudence. If this is 

not done, then it may the cause of much debate between the authority and the local 

community (Respondents M1, M2, M3, M4, M5, J1, J2, J3, & J4). Respondent M1, 

Respondent M2, Respondent M3, Respondent M4, Respondent M5, Respondent J1, & 
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Respondent J2 suggested to include the public and stakeholders in the process of brand 

choice. 

ii. Make the place as a destination 

Respondent T3 said, “the reason that you appear on the destination radar is that you 

have a good brand. If you have the impression that this is a place where things happen, 

it is all the part of the brand experience.” Respondent J4 believed the place needs to 

draw people attention to give it a chance to show and explain to others why they think 

they are a good place for others. 

“Make ourselves different. Next, they'll notice…” 
 Respondent T4 

 
“Branding can build awareness and how your brand appears and the 
breadth that your brand has.”  

 Respondent M3 
 

The analysis found, in being a destination radar, the place must that being able to attract 

the attention of a target audience is particularly important in place branding. Once that 

has been achieved, it is necessary to demonstrate that the relevant authority is 

beneficial to the denizens of its place. There is a second role for place branding that 

originates from the action of attracting the attention of outsiders. 

 

4.3.2 The Place Branding was Conceived, Built, and Used by The Government 
Agencies 

The analysis confirms the importance of place branding initiatives. The respondents 

unanimously acknowledged branding as one of the most critical steps in city planning. 

In the context of Alor Setar City Centre, respondents revealed that there is no specific 

branding strategy in Alor Setar. However, when the actual experiences of the 

respondents were elicited, it became clear that place branding was being considered 

on a much broader scale. As discussed in chapter two, place branding strategy attempts 
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to restore and strengthen the image of a place. Because there is no specific strategy 

used by the authorities, this research asks the officials related to what can be brand in 

Alor Setar. Findings generated plenty of divergence in the answers from the 

respondents. Respondents had various opinions about the elements that must be 

contained within the branding message. The responses are summarized in Figure 4.4, 

but they can be divided into three general groups; tangible, intangible, and natural 

environment assets. If the primary target is to build up the perception of people on 

what the place offers and its assets, then its strengths should be part of the brand. 

 

The analysis shows that all of the respondents stated it is easier to promote the physical 

and natural environment assets because they are perceptible qualities and physical 

elements can directly link with people. However, the intangible assets need more 

creativity and innovation by the authority to portray them as part of a lifestyle. To 

construct the place branding strategy, the authority has to find the way to make 

tangible, the intangible assets. As one of the respondents observed: 

“You have to find the physical element in the intangible elements. 
So, for creativity and innovation, you must look further into it, even 
if you just expand a little bit of the intangible element.” 

Respondents M3 
 

There were several roles listed by the respondents as being part of place branding. 

These elements aim to improve the feeling of a place from a non-physical perspective. 

It means focusing on the quality of life, lifestyle, recreation, and entertainment. 

Respondent 4 said, quality of life is something you must return to people. It is all about 

attracting the talent and the businesses which are needed. Hence, “the quality of life is 

a direct influence on the number of transferees” (Respondent M4).  
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The respondents were also asked about they thought to be when it was mentioned about 

Alor Setar city. Findings show that all respondents say it was local food. Clearly 

Respondents J2 said, “food in Alor Setar is very close to me, so to link it with city 

planning, planning must take into consideration a hawker on the street.” This thought 

is like 14 other respondents. 

"The food in Alor Setar city is very special where it feels like it will 
not be the same as any other place."  

Respondent M1 
 
"It is definitely a synonym for its food."  

Respondents M3 
 

 

 
Figure 4. 4: Elements in the Place Branding 
Source: Research Findings, 2016 
 

 
4.3.2.1 Way in Message Spreading  

To promote the municipality positively, the delivery method used should be relevant, 

accessible, and meaningful. On this subject, the respondents agreed on the idea of 

using digital promotion as it was the most appropriate avenue currently being used by 

various places for product promotion (Respondents M1-M4, J2-J5, T1-T5). “The new 
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social networking sites such as Instagram, Facebook, and Twitter are changing 

thousands of the perceptions of about many places in the world” (Respondents T3).  

 

 

Figure 4. 5: Way in Message Spreading 
Source: Research Findings, 2016 
 

Another respondent, when discussing the function of the internet, described it thus: 

“Nowadays, the internet is a very immensely powerful tool. We 
produce less print now. We can see that a lot of world-class places 
and cities use social media campaigns aggressively. They use all the 
outreach initiatives elements like Facebook, Instagram, and Twitter. 
They even have a YouTube account. They produce many videos 
about their place and city. They also have smartphone apps. So, there 
are many potential ways of making an impact using this new 
promotion mechanism...”  

Respondents T4 
 

Using current information technology to contact the prospective audience directly 

enables them to interact with the place and the brand. Respondent M2 noted, “with the 

latest digital technology, people are just walking in and phoning you. Besides this 

people can use self-service and obtain a lot of information on your place. It is what we 

call ‘technology at your fingertips” (Respondent M2). Other respondents supported 

the sentiment (Respondent M1-M4, Respondent J2-J5, Respondent T1-T5). 
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Discussing the use of the internet as a brand campaign, one respondent argued that it 

was ‘too powerful.’ 

“In terms of the potential audience, it was unlimited medium to 
access the audience. The audience can reach you in many ways. The 
internet is not only the ‘powerful’ medium.”  

Respondent J3 
 

However, in enabling more contact with a broader audience, the respondents agreed 

that the internet is an essential medium (Respondents M1-M4, J2-J5, T1-T5). The 

analysis found that the use of digital communication itself can become part of a brand 

for a place. It can be an influence on an outsider's perception of the authority if the 

communication is not only one way. 

 

However, some of the respondents disagreed with the way of that place branding 

should be disseminated (Respondents M1-M4, J2-J5, T1-T5). Some of them suggested 

that print media was still a practical method of promoting the brand. As one noted, “it 

is all about giving information to the people... there is a part of the audience who still 

pick the printed newspaper and read that printed newspaper! So that is an opportunity 

for us to magnify and reach out about what we are doing both ways.” (Respondent 

M2). However, the respondent added the print media must extend beyond simply using 

advertisements.  

“The internet medium is used. However, even now that there are a 
lot of platforms on social networking sites, the authority still seems 
to be more into websites. And as we notice, the websites lack 
information about the place. It is one-way communication. I do not 
really understand it. We spent a lot of money, and yet these websites 
continue to be inferior. I do not get it. It is very frustrating.”   

Respondent M5 
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“To earn media publication, the best publications need to be part of 
this whole branding campaign… You need to publish articles 
frequently during the campaign. It may not have cost us less than 
RM10k; we need to win, and the media adds credibility; it is more 
believable to the public, or people will simply skip past us.” 

Respondent T2 
 

Respondent M1, Respondent J2, and Respondent T2 said it is important that the 

authority recognise who is their target audience. By that, the authority can determine 

upon which channel to mount the campaign. They might potentially engender an 

adverse perception if they choose the wrong channel. The right channel used to 

disseminate information will ensure that the brand message is clear, appropriate and 

will reach the target audience (Respondent M1, Respondent J2, & Respondent T2). 

 

Respondent M5 noted, “some of the cities use their people as ambassadors, and these 

ambassadors are supported by the local authority.” The advantage of this approach was 

elaborated by Respondent T5 “when you say that your place is engaged with the idea 

of ‘sustainable community’, people will say ‘oh, and ooh.’ How else would you say 

it? How do you show them the ‘sustainable’ part? For me, this is the part where the 

involvement of local people is needed. The locals will demonstrate to others how they 

do it.” (Respondent M5) 

 

As discussed in previous section, the brand is about the promise and the experience. 

However, the brand must close the gap between the promise and the experience. The 

brand needs to be delivered using an accurate method and which also “comes from the 

reliable voice” (Respondent J3). By delivering the brand in this way, realistic 

expectations will be set about the place and the authority. 
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4.3.2.2 Logos and Slogans in Place Branding 

Research findings found that logos and slogans have a significant part to play in place 

branding, but there are also other factors involved in the process. All respondent agreed 

there was also something more widespread. For the branding of products and services, 

it should come as no surprise that the logo and slogan have a full chance and 

opportunity to engage with the consumer. It is a given that the use of logos and slogans 

are a necessary element in place branding. However, image marketing can additionally 

be worthy of attention and how a commercial product and services interact with people 

can be limited and thus more controllable. However, a place or even a city is 

considerably more complicated than a simple product. It would be a mistake to handle 

place branding or even city branding as a product, and it cannot be viewed that way.  

 

The respondents were also asked about logos and slogans in place branding. 

Respondent 1 said, “it was what people think about you when they look onto the logo 

and read a word of your slogan.” From the more practical perspective, one of the 

respondents said “… you sell your offers, and it makes branding is important... The 

better your brand, the more you have to offer. It was your strengths” (Respondent M3). 

A number of the respondent's stated: 

“… Place branding is not like the brand of product and service. It is 
not only about the logo or slogan, but it reaches out beyond it. It is a 
story and the history of a place, community, and it has to be 
authentic, it must be true. Moreover, it has to be anything that 
excites, enlivens and exhilarates not only outsiders, but people inside 
the place as well; the locals must play their roles behind it, stimulate 
it, and be that integrated ambassador. It one of the elements that 
make place branding different to product or services branding.” 

Respondents M1 
 

“… you are going to see the place or the city for the elements and 
assets, also the stories and emotions that they make up. You are not 
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going to the place just because of logo or slogan. So, it is not about 
the logo or slogan, is a much greater extent than that…” 

Respondents J2 
 
“…most important is the perceptions in peoples’ minds. First, it is of 
course from their own experiences. Then, the word of these 
experiences to their peers, friends, relatives or otherwise networked. 
Also, the information that is provided and aired by the mass media 
is also essential.”  

Respondents T1 
 
“… place branding is like the ubiquitous idea of the place. It is not 
the logo, not the slogan; it is the difference.”  

Respondents T3 
 

Anholt (2005, 2008, and 2009) and Kavaratzis (2009) suggest that place brand is not 

simply about the logo and slogan. Most of the respondents contended that the logo and 

slogan do play a significant role in place branding. Respondent M2 believed the logo 

is one of active way of presenting the message of the place or the city. 

 

“… it is like the concept of a picture giving a thousand words.” 
Respondents M2 

 
“we need to look the two sides of the same coin.” 

Respondents J2 
 

Another respondent argued “the logo has much of message and meaning. The easiest 

way to understand the visual thing is a logo. Slogan? It was important to the local 

authority and the media. By logo and slogan, the concentration on place branding 

manifestation can be done” (Respondent J4). The next topic discusses place branding 

in city planning. 
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4.3.3 Place Branding in City Planning  

This section discusses connecting place branding with city planning from the 

perspective of the respondents. All respondents agreed that place branding is not 

impossible to blend in together with city planning and it should run together. There 

was substantial agreement amongst the respondents on the place branding in city 

planning. A prevailing sentiment within the group was that branding helped places or 

cities to become radar for the destination (Respondent M2, M5, J1, J2, & T1). As 

Respondent T2 noted, “place branding allows a place get a foot in the door. It gets 

noticed by the target audience, and because it has their attention, it gives us an 

opportunity to present why our place is an excellent destination for them.” Respondent 

J5 also shared similar sentiments.  

 

 

Figure 4. 6: Place branding in City Planning 
Source: Research Findings, 2016 
 

The respondents noted that place branding helps the authority to make themselves 

recognizable to the potential audience (Respondent M1, M3, M4, J2, & T5). Similarly, 

other respondents agreed that place branding has a significant role, as it fulfils the 

necessity to remain relevant to a target audience (Respondent M2, M5, J1, J2, & T1). 

Additionally, several respondents noted: “It is necessary to market your place to put 

your name out of there” (Respondent J3); “If your brand and marketing catches the 
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eye, you can get your place very swiftly on their radar as a destination” (Respondent 

M4). 

 

The respondents agreed that the addition of facilities helped to outline the brand of the 

local authority, as well as giving the concept of a facilities-friendly municipality. 

Besides that, Respondent 1 said the authority can use the constructive image of how 

they provided facilities to attract and interest their target audience. Most of the 

respondents suggested that ‘good basic facilities’ should be the primary focus of place 

branding (Respondents M1-M5, J1-J5, & T3-T5). Facilities were, moreover, a crucial 

factor in development planning (Respondent J1). One of respondent explained that 

what facilities are provided is one of the factors that can change peoples’ view of 

people a place: 

“Currently, the phase of ‘place branding’ is frequently bandied 
around. The word sounds very fancy, but we must look at it in a very 
holistic way. The intention of place branding is to provide facilities 
provided that are useful to everyone. By doing that, there should be 
a decrease in 'white elephant' projects. The function of place 
branding is to make the place look good and useful. We can look at 
the 'smart city' and 'safe city.' It shows that the place is having an 
impact on crime control. The police have access to IT related stuff, 
which can be used to help track criminals and make them 
answerable. Branding brings facilities to the place.”  

Respondent J2 
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Figure 4. 7: The Role of Place Branding in City Planning 
Source: Research Findings, 2016 
 
 

“It may need to be the best factors because we have to get people to 
move. Also, people will not move from one place to another unless 
they think the new place is better.”  

Respondent T3 
 
“When you talk about the quality of life, you may identify 15 or 20 
of things that you want. Education is one of them. Educational access 
and quality certainly have an impact on place branding. Are you, for 
example, familiar with Oxford?”  

Respondent J4 
 
“Place branding is a way to make the place and the community look 
good and friendly.” 

Respondent M4 
 
 “Development… it presents our successfulness as a key aspect. It 
gives us revenue and creates employment. Place branding is about 
development.” 

Respondent M1 
 
 “If we do not create a powerful and differentiated brand, we will 
miss out on the opportunity for planning development. By branding 
in planning development, it will determine whether businesses, 
investment, or people choose your place over another place. Many 
places have good assets, facilities, opportunities, or even a good 
narrative. So, you must be better than them, create a powerful brand 
and make your place better.” 

Respondent M3 
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“We need to get the attention of all levels of people. Whether they 
be an investor or visitor, a businessman or simply talent. If our place 
is not big enough for the businessman, or not dynamic enough for 
talent, then it is our job to make sure our place is compelling and that 
we have cultural vitality.” 

Respondent J1 
 

The transition to becoming a creative and knowledge-intensive place or city is led by 

focusing on talent recruitment. A respondent explained “creative development is all 

about planning. Through creative and smart planning, we want to attract more visitors 

and investors and retain the existing ones. To get that result, why do we not do 

branding?” (Respondent J3). There are those among the respondents who consider that 

place branding becomes an integral part of development planning (Respondents M1-

M5, J1-J5, T4, T5). 

 

The analysis found that the respondents aroused the need of public to participate in 

developing of a place brand. Section 12A, The Town and Country Planning Act 1976 

(Act 172) states that the Local Planning Authority (LPA) need to carry out public 

consultations concerning the Draft of Local Plan. In the Subsection 13 (3) under 

Subsection (2), the LPA can extend the public consultation for a period not exceeding 

four weeks. However, the public can also officially request the LPA to extend the 

duration of public consultation. The gazetted act is there to ensure that the public is 

not neglected in the development plan.  

 

Respondents M1-M5 and Respondents J1-J4 commented, before any development 

plan can be gazetted, draft plans must be displayed to the public. They added that 

during the period of public consultation, the public is given the opportunity to review 

the Draft of the Local Plan. Section 13, Act 172 outlines the LPA must prepare a copy 
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of the Draft of Local Plan which is to be exhibited so that the public can inspect it. 

Majority of respondents stated despite the opportunities that are evident from the 

regulations the involvement of the public in the development plan, according to a 

respondent, is at a low level (Respondents M1-M5, J1-J4). In 2012, Hj. Hassan’s study 

indicates there is a failure about public involvement in the development planning 

process. In the study, Hj. Hassan (2012) found that only 0.037% of the Kedah 

population had been involved in the Kedah State Structure Plan public engagement. 

The analysis shows even today, the number of publics who involved is still low. 

 

“We can count the number of publics who were present when the 
call went out for the Local Plan recently...”  

Respondent M3 
 
“…The public is still less sensitive about their role in planning. They 
are still hesitant to get involved.”  

Respondent J4 
 
“People complain a lot, but not through the official channels.”  

Respondent M5 
 

Respondent M1 and Respondent M2 told that Act 172 also states the LPA needs to 

advertise this fact in a public notice. The notice must be advertised at least three times 

in two local newspapers, one of which should be in the Malay language. The notice 

must specify the date and the place where the public consultation will be held. The 

LPA should place the advertisements no less than four weeks before the date of the 

public consultation (Respondents M1-M5, J1-J4). 

“Act 172 clearly states the public should be involved in the 
development plan before it has been gazetted.”  

Respondent M2 
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The public who is also the local community play a significant role in planning the 

development in their area. Respondent 6 said, “the participation of local people in the 

process is particularly important. It is exactly because they are locals who reside and 

live in the planning areas. Essentially they know more about their place and what the 

place needs.” However, other respondents differently view the idea of ‘participation’. 

“Local people indirectly are a part of our tourism program. They help 
to make the program successful. However, the locals are not 
involved in the planning stage.”  

Respondent T3 
 
“In tourism, the locals are generally helpful. They will help the 
tourists or agencies if requested.”  

Respondent T5 
 

Even though some of the respondents responded positively, it should be noted that the 

public is not directly involved in the planning stage of the tourism programme. Act 

172 only outline and require public participation in three major development plans 

which are; State Structure Plan, Local Plan, and Special Area Plan. However, most 

respondents agreed that the involvement of the public in decision-making processes is 

considered as important for successful development planning and tourism programme. 

 

4.3.4 Benefits of Place Branding 

The results illustrate that the respondents agree upon the concepts that being able to 

stand out and be different from their competitors were imperative for place branding. 

Place branding was also considered an essential part of initiatives for economic 

development. The analysis shows place branding currently seen as more of an 

alternative in city planning procedures. Among the benefits, the respondents agreed to 

say Alor Setar has potential to prove its brand as a welcoming and smart place, which 

is accessible to everyone, and it wants to attract users of diverse backgrounds and 
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encourages economic generation. Those factors make place branding appealing. 

According to Respondent T1, if Alor Setar performs branding initiatives, it can also 

possibly begin to initiate innovative actions. This approach could help to channel a 

prominent profile in the worldwide media. Added Respondent T1, if Alor Setar can 

contribute their own exciting perspective, then this technique can increase their 

effective reach. 

“The economic generation does not bind itself to a place, but the 
impression of it also spreads throughout the neighbourhood shops, 
businesses, and help to restart the place as an industry. By selling 
itself through the production of place branding combined with that 
of city planning, it is possible to gain some global consciousness.” 

Respondent M1 
 

A prominent profile will help in establishing the place as an influential actor in the 

domain of place branding. Integrating the place branding agenda into the city planning 

procedure would allow Alor Setar to build more partnerships with other cities and 

regions. It behoves them to have the same attentiveness to bring place branding to city 

planning. Most of the respondents reach agreement that a progressive approach by the 

city might attract the attention of investors who may wish to invest in the program, or 

in the place itself (Respondents M3, M5, J2-J5, T1-T3).  

“The opportunity is an excellent chance for Alor Setar to build its 
signature as a member of an elite community of innovative and 
revisionist cities. It may help to bring many investors and industry 
to the city.” 

Respondent J2 
 

As discussed earlier, place branding can encourage economic generation and become 

an aid to increased profits. If massive profits were to be realised from this activity, 

then possibly the place can produce more opportunities for jobs as the strategy 

increases in success. However, higher profit is a supposition, and it is relevant to 



 

132 

examine if the place can employ the efforts of 'a star' or celebrity to build profits 

(Respondents M1 & M3). Respondent 1 said it is vital to regularly control and monitor 

whether the brand is pleasing and continually attempt to improve conditions and 

prospects in the area. Respondents M1-M5 and Respondents J1-J2 believed with new 

development, new chances may arise.  

 

Respondent J1 mentioned it is essential to steadily work against the current situation 

and continue to redefine the potential of the place to become a formidable opponent 

and innovator. Moreover, the local community will get an advantage by using place 

branding strategy as a mechanism in city planning were it to become a success 

(Respondents M1-M5, J1-J2). The analysis found the agreement among the 

respondents that a successful approach can lead to reinforcing the judgment of 

decision-makers and the local pillars of the community to help with propelling the 

place to further improvements and inject new energy into it. “It is essential for Alor 

Setar to take account of the advantages and inconveniences; the place may hopefully 

have the assets and the firm character to brand itself” (Respondent J2). 

 

Figure 4. 8: Benefits of Place Branding  
Source: Research Findings, 2016 
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Analyses showed place branding and city planning need to in, common parlance, 'walk 

the talk,' to succeed. It is essential to consider every part of place branding, as there 

are many pitfalls, which Alor Setar could also avoid. Advantages could also turn into 

pitfalls.  However, Respondent M3 suggested to putting all these issues aside, and the 

best alternative is to find the inspiration for initiating place branding in Alor Setar. 

Lack of responsibility is one of the pitfalls to this approach particularly if the city does 

not sustain its nearby development, or if it stifles innovations of the ideas. By 

expressing the sentiments that the place is open and tolerant of different corporations 

and then afterwards not living up to its promises would say deficiencies regarding 

accountability. 

 

4.3.5 Difficulties of Place Branding 

Therefore, it is necessary to look at the pitfalls of place branding and branding in the 

context of city planning, along with its benefits. Everything potentially has 

weaknesses, and this includes place branding. Place branding is perceived by 

practitioners as one of the ways that a place can affect positive changes. Place branding 

is an imperative component that contributes to the improvement of the image of a 

place. Although overall, the answers given by the respondents were positive, there 

were few points identified as issues to do with place branding. Conversely, place 

branding can also become a trap (Respondents M1-M5, J1-J5, T1-T5). The 

respondents agreed that place branding can take a good place and product and make it 

become a dull and unessential place (Respondents M1-M5, J1-J5, T1-T5). Thus, the 

authority must prevent the place branding from being weak to the point where it might 

lose grounding and focus (Respondents M1-M5, J1-J4).  
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Figure 4. 9: Difficulties of Place Branding  

Source: Research Findings, 2016 
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repetitious, and boring. Furthermore, that is shameful, but you need to admit it” 

(Respondent M1). By using the lifestyle as an example, the respondents described: 

“…one of the most popular quotes of lifestyle promotion is the 
catchy phrase ‘live, work, play’… for some places, this slogan 
worked, but for others, it is just like whistling in the wind. It is 
pointless...”  

Respondent M1 
 
“Every community has particular best qualities of their place which 
differentiates their place from others. Highlight the uniqueness and 
do not just follow what we see as having been successful for others. 
We are different from others.”  

Respondent J1 
 

The issue of uniformity of message also covers the concept of visual identities. “Does 

our place or city have an official logo? I did not see one. In some places, the logo they 

have used is their football club logo. But that does not matter. This is about other 

people being able to recognize it” (Respondent T3). As a respondent from 

PLANMalaysia responded, “A few times I that noticed the logo had been taken from 

somebody else’s. They just changed the name to Alor Setar, and there is …” 

(Respondent J3). In this case, the finding found that the authority needs to ensure that 

the final product of the place brand highlights the features of the place, which are 

unique, and, which stand out and are accepted (Respondent M1, J3, & T3). Respondent 

M3 picked out different issues. “I think, one of the issues with the branding is when 

we want to pick what the focus is. Further, when you are doing a brand, you have put 

yourself into a box. So, the box must be a 'creative box' or a kind of a generic exciting, 

edgy box, or sort of like ‘is it your box?’ You may say something like the ‘the rice 

bowl of Malaysia’ and you are inside of that 'bowl'. So, are we inside of ‘the bowl?’.” 

(Respondent M3).  
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“Because of the need to focus, the authority has to ensure that they 
are flexible enough with their brand to differentiate themselves. In 
this way, the brand will not be viewed as one-dimensional.”  

Respondent M3 
 

The resources, the number and the quality of staff are also issuing that have been 

suggested. Respondent M2 claimed that there can be a lack of expertise in the field of 

place branding. One practitioner noted, “you see that many municipalities do not have 

'in-house' expertise. This would be important because whoever is involved in the brand 

making must understand that brand” (Respondent M5). Such outcomes as the lack of 

resources, insufficient number of staffs, inadequate quality, and limited or no expertise 

might cause discrepancies in the resulting brand. Respondent 8 said the process of 

brand creation often faced the problem that “there’s so much that we do not know.”  

“I see it in few places. Moreover, I do not mean it as someone’s 
weakness. But they do not have strong enough person dealing with 
relations. There are a lot of ideas, but how do they integrate the idea? 
They do not know. When you ask them some more questions; the 
answer is ‘I don't know'. In this situation, how can we generate a 
strong brand for our place?”  

Respondent T1 
 

It has been said by Ashworth (2011) that the contemporary problem of place branding 

is because the authority does not contextualize it correctly. The authority considers the 

brand as the 'panacea’ or ‘catch-all’ that will solve all the ills that they face about their 

place. 

“Most of the people think that the place branding is going to be the 
silver bullet. They think once you brand the place, which alone will 
put everything on the right track. It does not. It is only the channel. 
It is just one of the initiatives you are going to do to make your place 
better. You need the expertise.”  

Respondent T3 
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Another issue found was the finance budget and logistical support. “Do we have 

budget and support for all of this?” (Respondent J4). In line with robust brand creation, 

the authority must have the guarantee of financial and logistical support to ensure that 

the brand can meet the final target that was set (Respondents M1-M5, J1-J5, T1-T5). 

When adopting the idea of place branding the associated issues and problems need to 

be considered.  

 

4.3.6 Strategic Technique of Place Branding 

Currently, Alor Setar has no strategy or policy in place branding (Respondents M1-

M5, J1-J5, T1-T5). The analysis indicates that all the respondents agreed on the need 

for place branding. The process of developing a brand needs to highlight what is 

significant about a place to differentiate the place from others (Respondents M1-M5, 

J1-J5, T1-T5). Literature findings in Chapter Two view the procedure suggested by; 

Govers, Klooster, and Keken (2015); Morgan, Pritchard, and Pride (2007); and Olins 

(1999). This research explained to the respondents the procedure suggested by those 

three scholars and asked them on the strategic technique of place branding which is 

considered right to implement in Alor Setar based on the procedure suggested by these 

scholars.  

 

Findings in Chapter Two indicate the main problem of the model was the lack of 

coordination and cooperation between involved agencies. In addition to that, Moilanen 

and Rainisto (2009) suggested the other problems include a shortage of financial 

resources, lack of political directions, and a small number of expert engagements. As 

discussed in the previous section, the respondents agreed that place branding faced 

issues such as finance budget and logistical support. The analysis shows the 
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respondents agreed that every step suggests by Govers, Klooster, Keken, Morgan, 

Pritchard, Pride, and Olins is crucial but the procedure needs to appropriate with the 

situation in Alor Setar (Respondents M1-M5, J1-J5, T1-T5). 

“…Olin: 7-step approach; Govers, Klooster, & Keken; 5-step 
approach; and Morgan, Pritchard, & Pride: a 5-step approach. I think 
every step are important, but we need to rethink to be fitting with our 
situation…”  

Respondent M2  
 
“Must keep in mind that whatever strategy we use, we’ll face almost 
the same problem and issues.” 

Respondent J1 
 

Based on the analysis, this research found the respondents agreed to advocate the sixth 

approach that they think fits to apply in the study area (Figure 4.9). 

 

 

Figure 4. 10: Strategic Technique of Place Branding 
Source: Research Findings, 2016 
 

1. Setup a work team 

2. Formulating the 
project goals

3. Study, Analysis, 
and Imperative 

Recommendations for 
Place

4. Create and design 
the place brand 

character

5. Implement the new 
place brand

6. Monitor, 
evaluation, and 

review accordingly



 

139 

4.3.6.1 Setup a Work Team 

Most respondents agreed that before starting the project, a work team must be set up. 

Research finding shows all respondents tied in the first step to start any program and 

project is to set-up a team with agents of government agencies, public, private sectors, 

industries, and arts, education, and media delegates. According to Respondent M2, 

Respondent J1, and Respondent T1, all stakeholder needs to involve in the early stage 

of the program or project. The analysis shows the respondents suggested that every 

member of the team needs to explain their assumptions about the project (Respondents 

M1-M5, J1-J5, T1-T5). Respondent M1 and Respondent J1 recommended that the 

project team creates a “team charter” that interprets each of the features of teamwork. 

A “team charter” must contain the vision and values, team processes, goals, 

communications and coordination, authority and accountability, and resources 

(Respondent M1 & J1). 

“Honestly, we are trying to find out what makes us different from 
others. Then, we must make sure that the differences are part of the 
brand messaging. The value of propositions that we make is 
important to the audience. The audiences will ask questions such as; 
why should they come to our place? What opportunities do we offer? 
What are our motivations to bring them here? To know everything 
of that, we need to involve everyone.”  

Respondent M2 
 

4.3.6.2 Formulating Project Goals 

Following, the respondents suggested after the work team was set up, the team needs 

to formulate the project goals, a vision, mission, and the objectives of the place 

branding initiative need to be crisp clear before the project or program start 

(Respondents M1-M5, J1-J5, T1-T5). All respondents stress that the goal of the project 

must be clear, realistic, timely, and inspirational concerning the place.  
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4.3.6.3 The study, Analysis, and Imperative Recommendations for Place 

This analysis found after formulated the goals, a vision, mission, and the objectives of 

the place branding initiative, respondents reckon that a careful study needs to carry out 

to support the decision-making process (Respondents M1-M5, J1-J5, T1-T5). 

Respondent M2, Respondent J2, and Respondent J4 emphasize this process is 

important to recognise the issues of a place. By identifying the possible issues of a 

place, the brand can be shaped and given an accurate and authentic message 

(Respondent M2, J2, & J4). It shows in this way, it can be ensured that promises that 

cannot be achieved are not made and therefore not fulfilled when it comes to the actual 

experience that people have of a place. Regarding the process of identifying the issues, 

one of the respondents explained: “get a response from the residents or even the 

visitors and ask them to share with us what issues and difficulties they are dealing with.  

 

Then, combine these with suitable elements of branding as offering the best solutions 

to these issues” (Respondent J2). A strong brand can be produced by addressing the 

potential issues (Respondent M2, J2, & J4). Respondent M3, Respondent M5, 

Respondents J2-J5, Respondents T1-T3, and Respondent T5 suggests that a study and 

analysis needs to be done in order to find the critical recommendations for the place. 

They recommend the  examine three major perspectives; (i) place identity, (ii) 

perceived place image, and (iii) projected place image.  

“This step will prompt an understanding and assertion of the sense 
and the substance of the relevant terms including a judgment of the 
set objectives.”  

Respondent T5 
 

Respondent M3, Respondents J2-J5, Respondents T1-T3, and Respondent T5 said, 

after some single tests, the three major perspectives need to be regulated to generate a 
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robust and compatible brand positioning. The arrangement of the image with the 

identity of the place is essential to make the place brand genuine and unique. 

 

i. Place Identity 

Place identity indicates the unique features and interests in a place that the culture can 

deliver in time. Literature findings exposed Go and Gover (2009) suggested that the 

features are formed by historical, economic, political, religious, social, and cultural 

written works and all respondents who were interviewed agreed with Go and Gover. 

The respondents suggested by some elements in deliver up the identity of place. 

Table 4. 2 
Features of Identity 
Structural Features Elements 
Location 
 
History 

Size 
 
Physical 
Appearance 
 
Inner 
Mentality 

Great events/great heroes 
 
Food / Architecture / Art / 
Literature / Popular Culture 
 
Language / Traditions / 
Rituals / Folk 

Source: Research Findings, 2016 
 

By synthesising ideas, some of which may be abstract, the process of branding 

development can identify “the strengths, the weaknesses, the opportunities, and the 

threats of a place” (Respondent M2). It is important in the process to ensure that the 

correct elements and promises are identified before they become adopted and 

promoted. “There is more work around the definition of the elements to be done before 

expressing these elements as brands” (Respondent T1). 

“We need public perception studies of local identity, character and 
personality might explain some useful aspects. Public studies can 
build on data from secondary sources.”  

Respondent T1 
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The analysis shows that the respondents suggest in starting the steps, focus group 

sessions with essential stakeholders (public agencies, agents of private sectors, and 

local community) need to handle the branding method (Respondents M1-M5, J1-J5, 

T1-T5). This step can be helpful by examining historical records from museums, 

libraries, and galleries as well as meeting academics, historians, and activists with local 

experience and knowledge (Respondents M1-M5, J1-J5, T1-T5).  

 

iii. Perceived Place Image 

Place image can be described as the whole idea that a visitor has about a place or their 

understanding of its ‘reputation’ (Respondents M1-M5, J1-J5, T1-T5). All respondents 

agreed the image is constructed from tangible and intangible aspects or through an 

integrated approach that can usually be used in various places or uniquely connected 

with a definite location. 

“Perceived image shapes access to a place as if it is a proper 
perception and it gives a sense of fulfilment. Consequently, maybe 
outsiders will have intentions to visit the place.”  

Respondent M4 
 

Respondents M1 to M4, Respondent J1, and Respondents J2 to J5, and Respondents 

T1 to T3 suggested place image can be determined by qualitative and quantitative 

methods which include visitors and non-visitors. That type of method will avoid 

standardisation and allow for new thoughts or ideas to permeate. The use of qualitative 

methods, for a situation such as storytelling, picture responses or other identification 

routines are also a good option that will complement the study (Respondents M1-M4, 

J2-J5, T1-T3). 
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iv. Projected Place Image 

Projected place image is concerned with knowing the 'real talk’ about the place, either 

by word of mouth, the media, text, or photos (Respondents M1-M5, J1-J5, T1-T5).  

“The most significant image is often channelled through word-of-
mouth, face-to-face or now, frequently, openly by social networking 
sites and apps either on spontaneously or on demand. They are called 
'organic image makers,' which work mutually with people’s 
experiences.”  

Respondent M1 
 

Findings show the other types of 'image makers' are marketing programs that are 

started by place marketers. Respondent T1 and Respondent T2 believed among of the 

more famous types of place marketers are tourism publicity agencies, trade and 

investment agencies, bodies of trade, private corporations and agents, financial 

organisations, and business associations. It can be saying these are openly funded 

image builders. Respondent T1 to Respondent T5 listed other marketing channels are 

termed as 'secretly sponsored' and are in general supported by events, the media, 

celebrities, travel writers, or through popular culture. 

 

The more place marketers that are active in public relations activities, the more actively 

the place will profit from the events and sports bureaus, media productions, and 

creative industries who will pitch beautiful images and touching words. All of the 

respondents reckon in this step, the public view is critical. The respondents suggested 

that the step must be done through quantitative and qualitative study to discover the 

perceptions of locals and outsiders about the place and what they imagine about the 

place. 
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4.3.6.4 Create and Design the Place Brand Character 

The next procedure aims to create a status based on a consistent, enthralling, different 

and ubiquitous sense of place (Respondents M2-M5, J1, J5, & T1-T5). This process is 

the creation of a positive image for place identity. The promise of the place is 

developed through the narrative of place branding. One of the respondents explained 

that the development of the involves building a story around the place. 

“What do we do? The place is built using a story; people will begin 
to think and imagine your place. It is as if you are telling a friend to 
visit your place. What are the three things you would tell them? If 
you have two minutes to tell someone about your place, what are the 
highlights? What might people misunderstand about your place? Do 
you think about why people might have this lack of understanding? 
Well, I know what my place is. Moreover, I know what it is not.”  

Respondent J4 
 

The respondents suggested a variety of approaches and ideas which would enable 

understanding of what brand elements and messages should be emphasised. To create 

a brand strategy research of a place needs to be undertaken, both qualitative and 

quantitative approaches should be included in the method (Respondents M1-M5, J1-

J5, T1-T5). Respondent J2 noted “research puts science behind the process…the 

realisation of the numbers leads to understanding.” The process of brand creation 

involves more than just the members of the authority and should include every element 

associated with a place (Respondents M1-M5, J1-J5, T1-T5). “You need going out and 

talk to the people who are moving around and walking outside your comfortable 

office” (Respondent M4).  

 

Respondent T1 explained that to develop the brand of place, various parties need to 

engage “it should be noted, not only the community or the authority should be involved 

in brand making, but the media is also one of the main actors. Do not only question 
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the community but also go and question the media”. “It is critical to know if your brand 

accepted or not and if it not, why not? Is it a branding issue? It could be brand 

perceptions. Or it is an issue about the place itself? When this happens, there are many 

possible factors, and you need to know what they are” (Respondent M3). 

 

Most respondents believed that the team must consider brand identity, experience 

concept, and a valued compliment. The analysis shows Respondent M1, Respondent 

M3, Respondent J1, and Respondent T1 stated the most critical assignment in 

determining brand identity is to form genuine brand values that build a sense of 

belonging and create a feeling of authenticity. It must also exhibit flexibility and have 

a sensible type of attraction for others (Respondents M1, M3, J1, & T1). Respondent 

T1 to Respondent T5 highlighted that brand values can be interpreted in brand 

guidelines, which might contain advice on the use of pictures, colours, icons, 

shapes/symbols, traditions and rituals, language/slogans, sound and smell, and 

services. 

 

Respondent M1 and Respondent M2 expressed quintessence is a word which conveys 

the idea that the place brand should define an experience of the sense of place. They 

believe this concept makes for surprising conclusions as it is seen that people’s pre-

visit images of a place are regularly explained by stereotypical or misunderstood 

thoughts of the reality of a place because as they are created only by a second-hand 

message. Respondent T2 though people frequently switch their ideas of a place, and it 

is, therefore, imperative to connect the place brand to the concept of experience. The 

analysis found experience concept must further be considered that experiences include 

communication between the person and the physical and social environment 
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(Respondents M1-M5, J1-J5, T1-T5). Based on research findings, the experience 

includes social interactions, the sense of seeing, smelling, hearing, touching, and 

biting, interacting, memories of past including imagination and fantasies, creating 

sentiments, and activity. 

 

In the concept of experience, places must design an optimal place brand using 

“imagineering,” and by the communication with potential visitors and contact 

networks which public and private sectors have committed to in the place brand 

offering (Respondent M1, M4, & T1-T5). Then in succession set clear aims must be 

set and assumptions made in the context of potential experiences that can be co-built.  

The research meets that the concept of experience needs to make sure that an analogy 

can be drawn between tangible and intangible experiences, such as in the implicit 

worlds compared to real worlds, social networks, art, movies, music, travelling, 

exhibitions, events, or online videos (Respondents M1-M5, J1-J5, T1-T5). Respondent 

T4 gave an example that New York City uses Google Maps and Google Earth to get 

more of an idea about what to see and what to do. This research checks over and found 

that brand-new Official NYC Information Centre and nycgo.com plan an improved 

tour of the city using Google Maps with interactive map tables. Hence, people engage 

with it, and this creates a feeling of being there. 

 

Places are necessary to produce strategic alternatives about how to coordinate brand 

values with the individual values of audiences (Respondents M1-M5, J1-J5, T1-T5). 

The respondents agreed that the authorities must choose whom to target and whom 

not, and what you desire to be and what not. Respondent 1 and Respondent 6 suggested 

this strategy needs to utilise a psychographic component. The method promotes an 
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efficient way to pick these items out and additionally increases the individual’s self-

choice and aids the co-formation of value-complement experiences (Respondent M1 

& J1). Respondent T3 and Respondent T5 believed that one of the major concerns that 

multiple shareholders in place branding methods reveal is the puzzle of how different 

target associations can perform as part of a consistent and individual brand. That leads 

to an understanding as to why many places ultimately go for brand values that involve 

vague implications to heterogeneity, variety, and dynamics such as ‘the place that 

might have all you want' (Respondent T3 & Respondent T5). 

 

4.3.6.5 Implement the New Place Brand 

Finding shows the respondents suggested the next step of procedure is to implement 

the new place brand (Respondents M1-M5, J1-J5, T1-T5). Analysis shows to produce 

the character of a place brand, there are several factors that need to be settled. Most 

respondents stated the concept needs to be derived from the form of events, 

infrastructures such as landmarks and buildings, the supporting policies, and symbolic 

actions. Place branding is not purely based on communication and needs real product 

development. Also, Respondents J1 to J5 and Respondents T1 to T3 believed 

communication is pivotal and hence must include the components mentioned to make 

up the place brand. In the direction of building upon experiences of the place and make 

these compatible with the character of the brand, collaboration with various 

stakeholders is required (Respondent J1-J5, T1-T3). 
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Figure 4. 11: Implementation the New Place Brand 
Source: Research Findings, 2016 
 

The analysis found that all respondents agreed place branding includes a significant 

investment in construction. All respondents have the same opinion that some 

ingredients of place branding will create an immediate connection such as tourism, 

business, talent, and finance. Each of these four ingredients comprises real products, 

services, and practices that improve the business potential of the place. The research 

finding shows these ingredients are usually built by the introduction of attractions, 

amenities, access, and more services connected with the place. This shows all the 

elements mutually support each other and thus are needed. 

 

There is, in the modern day, an excess of information, it might also be termed an 

‘information overload’ (Respondents J1-J5, T1-T3). It is a challenge to get messages 

to the right users at the right time with current technology. The respondents told places 

must adapt to the new paradigm and be able to relay their story in a natural way but 

with obvious customisations to suit the circumstance of what they are trying to 

communicate. The combination of current technologies available has produced both 

real and virtual environments that support the drive for customisation to the message 

and thus providing for and effecting contact with the user (Respondents J1-J5, T1-T3). 

The analysis understood this type of strategy allows places to produce their own 

Implementation the New Place 
Brand
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(M1-M5, J1-J5, T1-T5)
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narrative and communicate individually with members of their target audience. 

According Respondent T3, by using this strategy, the quality of the message can be 

lifted, and different perceptions can be broadcast over diverse media channels. 

“The innovative technologies enable place marketers to control the 
ideas they are promoting all the way to the users’ devices, which 
enables a robust branding approach and allows monitoring of 
different viewpoints that might be associated with the brand. If user 
profiles, locations, places, their likes, dislikes, and connection to the 
place can be identified, then the chance to drive suitable, equivalent, 
and customised information can be increased.”  

Respondent T4 
 

Respondents J1 to J5 and Respondents T1 to T3 stated the success of the place brand 

relies on the dedication and insights that the separate stakeholders can bring to bear on 

the project. The respondents felt collaborating and connecting with stakeholders is 

apparently one of the hardest undertakings the practice of place branding, particularly 

when the stakeholders themselves lack an understanding of the sources, the society, 

perceptions, and how to control the process. Respondent J4 expressed that this is, 

unfortunately, a complicated method because most of the stakeholders are likely to 

work in their own limited individual context, thus holding diverse interpretations and 

views on the topics at hand and they usually lack insufficient resources to 

communicate with other stakeholders and thus generate a mutually based proposition. 

 

4.3.6.6 Monitor, Evaluation, and Review 

Last technique suggested by respondents was monitor, evaluation, and review the 

place brand that implements. Respondent M2 believed this technique is important to 

evaluate the effectiveness of the new place brand, the brand’s equity or brand value 

needs to be calculated periodically. The respondents contended the critical thing about 

any approach to place branding is the need to unite all partners that are involved and 
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coordinate the project according to their respective requirements (Respondents M1-

M5, J1-J5, T1-T5). Respondent M2 believed that “brand equity is not only created by 

the place image and satisfaction with the brand or loyalty to the brand, but also through 

awareness of the brand name. If one of the elements of a brand cannot produce a 

powerful image and realise its fulfilment, there is likely to be insufficient recognition 

of the place brand.” There are three things that need to be consider in monitoring, 

evaluation, and review the place brand which is recognition, perceived image and 

brand loyalty, and projected image. 

 

 

Figure 4. 12: Elements in monitoring, evaluation, and review the place brand 
Source: Research Findings, 2016 
 

Babin and Carder (1996) described brand recall as “the form of memory that requires 

one to reconstruct a certain stimulus... since the stimulus is not present at the time of 

recall.” Thus, the respondents said memory recognition is a way of connecting users 

to the brand, in target crowds, so that they mention it first. It is seen as the highest form 

of brand recall (Respondent J1 & Respondent J3). Brand recognition or brand 

awareness is achieved by having a symmetry of respondents in target crowds that 

identify the brand’s presence. According to Respondent M and Respondent M3, brand 

Elements in monitoring, 
evaluation, and review the place 

brand 

Recognition Perceived image and brand 
loyalty Projected image
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recognition can be quantified. Respondent 8 thought the critical question is whether 

target crowds name the brand when asked about it in specific contexts.  

 

“Do the users know the name of the place when asked? A process 
termed ‘brand recall’. A question that must be asked concerning 
bolstering brand identification is whether respondents acknowledge 
the signature of the place when they talk about it”  

Respondent J3 
 

Taking part in monitoring, evaluation, and review the place brand is to view perceived 

image and loyalty. Perceived image and satisfaction must be part of the target markets 

of future investors, expats, tourists, traders, and pre- and post-visitors (Respondents 

M1-M5, J1-J5, T1-T5). The research realised it will allow longitudinal and cross-

sectional studies to be undertaken where repeated calculations are needed as well as 

standard evaluations for opponent brands. 

 

In monitoring, evaluating, and reviewing the place brand, it is important to incorporate 

the projected image. It is important to understand what people are saying about the 

place and to do this involves a review of the media coverage (Respondents M1-M5, 

J1-J5, T1-T5). Additionally, in line with modern technology, the respondents agreed a 

study of online social media and other sites is also needed. These include a survey of 

what are people are discussing about the brand on Instagram, Twitter, Facebook, other 

communities, and online virtual societies (Respondents M4, J3, & J5). Furthermore, 

when trying to understand the impact of the projected image, the respondents stated 

one could even go as far as to evaluate the place image, its recognition and quality of 

its discernment amongst mediators and managers, in professions such as columnists, 
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travel writers, investment bureaus, travel agents, recruiters or tour operators 

(Respondents M1-M5, J1-J5, T1-T5). 

 

4.4 Summary of Chapter 

The purpose of the qualitative phase of the study was to understand what the 

perspective of government agencies is as to place branding and what they understand 

by it. The results of the qualitative analysis show that place branding is suitable as a 

tool in city planning. Place branding has the potential to change the image, identity, 

and the development landscape. The involvement of various parties can ensure a 

successful strategy when constructing a place brand.  The next chapter triangulates the 

results of the quantitative analysis and discusses the perception that city users have 

about place branding. 
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CHAPTER FIVE 
 

ANALYSIS OF QUANTITATIVE RESEARCH 

5.1 Introduction 

This chapter intends to analyse the perceptions of Alor Setar City Centre users. The 

analysis is necessary in order to understand a number of factors; user perception, 

knowledge, their point of view with regards to culture, image, place branding, and 

public participation. The results of data analysis are presented as part of the findings. 

The objectives of the chapter are detailed as follows: 

i. To examine the perception of respondents about culture, image, place 

branding, and public participation. 

ii. Identify the demographic relationship between knowledge and awareness 

of the respondents regarding place image and place branding. Statistical 

analysis of cross-tabulation and correlation is used to find the relationship 

between the variables. 

 

The objectives dictated which type of instrument was used in the data collection. The 

data collected was analysed statistically to as part of attaining these objectives. SPSS 

software V16. 0 was used to analyse the data. The results are discussed and shown in 

the form of frequencies and percentages. The analyses have used the techniques of 

descriptive analysis and Spearman correlation analysis in order to interpret the data. 
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5.2 Sample of Respondents 

The study used 384 of respondents. All 384 respondents replied and resulted in a 100% 

success rate as regards filled in forms. No errors have been detected in this study. The 

data analysis that was carried out was entirely based on the answers by the respondents 

to the questionnaire. 

 

5.3 Profile of Respondents  

The first topic to be elaborated in this chapter is that of the demographics of the 

respondents. The respondent's backgrounds were diverse in terms of gender, age, race, 

religion, the level of education, occupation, place of birth, and the length of stay. The 

results have been presented in the form of graphs, charts, and tables that also numbers 

and percentages. 

 

5.3.1 Demographic and Ethnic Patterns 

Table 5.1 shows the frequency of respondent’s distribution by gender. The result 

showed that 52.3 percent of the respondents were women, while 47.7 percent were 

male. This result indicates that the gender balance was almost equal. The table shows 

the number and percentage of respondents delineated by age group. The age group 30-

39 years recorded at 32 percent, the highest number of respondents were aged between 

30-39, followed by 20.6 percent who were aged between 50-59 years. 17.4 percent 

were aged between 20-29 years and 16.4 percent between 40-49 years. The lowest 

percentage of 13.5 percent applied to the group aged 60 years and above. 
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Table 5. 1 
Demographics of Respondents 

Demography Aspect Frequency Percent 
Gender   
Male 183 47.7 
Female 201 52.3 
Age   
20-29 67 17.4 
30-39 123 32.0 
40-49 63 16.4 
50-59 79 20.6 
>60 52 13.5 
Race   
Malay 194 50.5 
Chinese 94 24.5 
Indian 78 20.3 
Siamese 18 4.7 
Religion   
Islam 207 53.9 
Buddhist 60 15.6 
Hindu 54 14.1 
Christian 63 16.4 
   

Source: Research Findings, 2016 
 

Table 5.1 shows the number of respondents based on their ethnic classification. Malay 

races comprised the highest total of respondents at 50.5 percent. Chinese were ranked 

second with a total 24.5 percent. Indians were 20.3 percent, and the remaining 4.7 

percent were Siamese. It can be surmised from these figures that the Malay races 

responded in higher numbers compared to other races because they comprise the 

majority of the population in the study area. Conversely, the Siamese were in the 

minority. 

 

5.3.2 Level of Education and Areas of Work 

The analysis shows the educational background of the respondents. The majority of 

these had graduated in the SPM level with 32.6 percent. 25.0 percent held bachelor’s 

degrees, and 18.8 percent had a diploma. Only 4.7 percent had been educated to Master 

or PhD level. It can be concluded from these figures that generally the respondents had 

a good standard of education. 
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Table 5. 2 
Education Level and Residency 

Pattern Frequency Percent 
Education Level   

SPM 125 32.6 
Diploma 72 18.8 
Degree 96 25.0 
Master/PhD 18 4.7 
Others 73 19.0 

Total 384 100 
Residency   

Government Agencies 82 21.4 
Services 67 17.4 
Business Related 67 17.4 
Self-employed 33 8.6 
Retired 59 15.4 
Unemployed 43 11.2 
Others 33 8.6 

Total 384 100 
Source: Research Findings, 2016 
 

Table 5.2 shows the distribution of employment statuses of the respondents. Most of 

the respondents worked in the government sector, broken down into 21.4 percent from 

business-related disciplines and 17.4 percent in service-related disciplines. A total of 

15.4 percent was retired, while 11.2 percent were unemployed. The remaining 8.6 

percent were respectively self-employed or involved in other areas of employment. 

 

5.3.3 Place of Birth and Length of Stay 

The table of respondents’ places of birth showed that a total of 73.2 percent was Alor 

Setar origin. 17.7 percent came from other districts in the State of Kedah. 9.1 percent 

originated from other places than those already mentioned. Therefore, it is noted that 

respondents who are of Alor Setar origin were among the highest percentage. 
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Table 5. 3 
Place of Birth and Length of Stay 

Pattern Frequency Percent 
Origin   

Alor Setar 281 73.2 
Another District in Kedah 68 17.7 
Other 35 9.1 

Length of Stay   
0-5 years 104 27.1 
6-15 years 82 21.4 
16-25 years 78 20.3 
> 26 years 120 31.2 

Source: Research Findings, 2016 
 

31.2 percent of respondents had lived in the study area for over 26 years. 27.1 percent 

of the respondents had resided there for less than five years. 21.4 percent lived in their 

area for 6-15 years. The remainder had resided for 16-25 years. It can, therefore, be 

concluded that most of the respondents have lived in the study area for more than 26 

years. This factor is probably due to advanced amenities provided in the study area, 

which would most likely attract people to stay. Other factors which such as the origin 

of respondents or their interest in the study area would contribute to their decisions to 

remain there. Economic factors were also seen as a significant contributor because 

Alor Setar City Centre is experiencing rapid development and is also the capital of the 

state of Kedah. The respondents’ perception of culture will be analysed in detail in the 

next section. 

 

5.4 Perception of Culture 

Mercer (2006) said, “culture change” comprises filling in the inner structure and 

economic activities of places, cities, and towns. This concept was expressed in the UN 

Habitat State of the World’s Cities Report, 2004 (cited in Mercer, 2006) as follows: 

“The growing trend of refurbishing and rebranding the place as 
cultural havens was a creative attempt by many local governments 
to revitalise economies in need of urban renewal mechanisms…”  

Source: UN-Habitat State of the World’s Cities Report, 2004 
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Place plays three critical roles in spearheading “creative” initiatives with regard to 

economic development. In the first instance, a place effectively becomes a house for 

the entire range of social participants within the chain of the creative industries that 

range from creative production to consumption and distribution. Secondly, cities can 

make excellent places to start up creative clusters that harness the culture through 

connecting cities and thus may create a global impact. Finally, while a town may be of 

small size, it can still affect the local cultural industries whereas a city would perhaps 

be large enough to become a gateway to the global market. The descriptive analysis 

has been carried out in order to determine the patterns of cultural knowledge and the 

cultural perception of the respondents. Frequency distributions are described one at a 

time. 

 

Table 5.4 shows the analysis of the knowledge and perceptions of respondents about 

the culture. There are ten topics, and their value is demonstrated by the use of mean 

variances. The perception of respondents on the topic of ‘I know about the local 

culture’ was positive. The majority of them answered that they “Agree”, which is 50.3 

percent of a positive mean value of 3.93.  

Table 5. 4 
Perception of Culture 

Respondents Perception of 
Culture 

Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
% % % % % 

I know about the local cultural 0 3.1 24.0 50.3 22.7 
I agree that the local dialect is 
unique 0 0 6.8 88.5 4.7 

I agree that the local food is 
special 0 0 0 78.1 21.9 

I agree that every place has 
their own culture of attraction 0 0 9.4 78.4 12.2 

I agree that cultural can 
promote as a brand and place 
identity 

0 0 16.1 66.7 17.2 

I agree the traditional activity 
is unique 0 0 6.2 88.5 5.2 

I agree that local art is one of 
local cultural 0 0 21.1 74.0 4.9 



 

159 

I agree that government 
agencies should promote 
cultural as a brand 

0 0 3.1 16.1 80.7 

I agree that physical 
development giving an impact 
to the cultural 

0 0 0 27.3 72.7 

I agree that tourist love local 
cultural 0 17.4 30.7 29.9 21.9 

Source: Research Findings, 2016 
 

The high mean value suggests that the respondents have an awareness of the local 

culture. Although most respondents do know the local culture, 3.1 percent chose to 

answer “Disagree.”  88.5 percent of the respondents answered “Agree” on the topic of 

local dialects. Respectively 6.8 percent and 4.7 percent answered “Neutral” and 

“Strongly Agree.” High mean values of 3.98 show they have an agreement that the 

local dialect is unique.  

 

Abdul Hamid Mahmood (1994) explains that dialect was a variation or deviation from 

the specific language that was normally spoken in the community. The dialect is part 

of the language. It is distinguished in part by speech, pronunciation, grammar, and the 

use of the words. The difference between the standard languages is, however, not too 

notable that they might be considered as a different language.  

 

According to Mansor, Mansor, and Rahim (2013), Malaysia has a diversity of dialects 

and subdialects. Even with differences of dialect, Malaysians still maintain their 

connectivity and understanding with each other across the state borders, districts and 

sub-districts (Mansor, Mansor, & Rahim, 2013). They explain that the speciality and 

uniqueness of local dialect make up one part of the local identities. 
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Most respondents agreed that local food is special. 78.1 percent of respondents 

answered “Agree” and 21.9 percent “Strongly Agree.” These figures suggest that the 

study area enjoys a variety of special food due because the mean value of this topic 

was high (4.22). Section 5.3.9 (a) contains further discussions on the topic of local 

food in the study area. In October 2004, UNESCO launched the seven themes of city-

industry. One of the themes was “City of Gastronomy.” This effort allowed small 

businesses to grow and contribute to the economy. These opportunities have afforded 

places and cities that had creative entrepreneurs to become a driver for the economic 

growth of an area.  

 

Next, came a positive outcome on the topic ‘attractions of unique place culture. The 

mean value of the topic was 4.03. The positive mean value indicates that the majority 

of respondents agreed with the topic (78.4% Agreed, and 12.2% Strongly Agree 

respectively). The topics ‘commercialised the culture as identity’, and ‘brand of the 

place’ indicated there was agreement among the respondents. Table 5.5 illustrates that 

67.5 percent of the respondent agreed and 17.2 percent strongly agreed that it was a 

good idea to commercialise the culture to establish the place brand and identity.  

 

As stated by Mercer (2006), the involvement of the culture of the place in positioning, 

contextualising, and marketing of places changes its roles and functions. That cultural 

involvement be a response to globalisation and the new economy. Mercer also said 

that the cultural dimensions in the form of cultural resources, amenities, activities, and 

facilities were something that should accrue benefits and need to be leveraged (Mercer, 

2006). 
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The sixth, seventh, and eighth topics showed that the respondents differed in 

agreement on the scale of their perception. The mean values were 3.84 to 4.78. It 

illustrated that the respondents knew about the topic. 74.0 percent of the respondents 

agreed that local art is part of the local culture. The mean value of that topic was 3.84. 

The majority of the respondents inferred that government agencies need to promote 

the local culture as part of the place brand. 80.7 percent of the respondents strongly 

agreed with that statement and the mean value was 4.78.  

 

Physical development is having an impact on culture. The mean value was 4.73, and 

72.7 percent of respondents strongly agreed about that point, whereas and 27.3 percent 

just agreed. Respondents were thus definitely aware the effects of development on the 

culture. 

 

The mean value for the topic ‘tourists loves local culture’ was 3.56. The scale of 

agreement showed that respondents have mixed feelings on that point. 17.4 percent of 

respondents did not agree that tourist loved the culture and 30.7 chose the view that 

tourists have a neutral perception of the culture. However, it also implies that 

respondents have a good knowledge and a high perception of their local culture. The 

mean value was between 3.56 and 4.78. Knowledge and perception of the culture have 

been very much influenced by the respondents’ exposure to these concepts. Recently, 

culture has become a global topic and has gained the attention of the public the 

population in urban areas. As has been shown in Section 5.3.3, most of the respondents 

live in city areas.  
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The topic relating to ‘local art’ suggested that the respondents understood this subject. 

It seems that there was a high level of agreement between respondents on local art, but 

the contemporary media seem less aware as to what comprises local art. According to 

Keumala, Arbi, and Faisal (2012), the lack of exposure of local art by the contemporary 

media has resulted in weaknesses in the process of spreading the idea to the public. 

 

5.5 Perception of Place Image 

According to Table 5.6 below, the respondents’ perception of their city image is 

neutral. The mean value of the section is between 3.40 to 3.95. However, no one chose 

“Disagree” or “Strongly Disagree” among the respondents. 

Table 5. 5 
Perception of Place Image 

Respondents 
Perception of City 

Image 

Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
% % % % % 

I have high impression 
on the place image 0 0 60.4 39.6 0 

I agree that every city has 
unique image 0 0 41.1 53.1 5.7 

I agree old buildings has 
intrinsic value 0 0 45.8 49.7 4.4 

I agree that every city 
need have a clear image 0 0 41.4 57.0 1.6 

Source: Research Findings, 2016 
 

60.4 percent of respondents had a neutral perception on their impression of the image 

of the place. 39.6 of the respondents had a high impression of the city image and chose 

“Agree.” The mean value of the perception that every city has a unique image was 

3.65. 53.1 percent of respondents answered “Agree” while 5.7 percent answered, 

“Strongly Agree”.  

 

The mean value of 3.65 was affected because 41.1 percent of the respondent had a 

“Neutral” perception. 53.1 percent of the respondents agreed that old buildings have 
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an intrinsic value. The perceptions of the respondents on the topic would appear to be 

positive. 41.4 percent of the respondents had a “Neutral” perception that every city 

should have a clear image while the rest of the respondents chose “Agree.” The mean 

value was 3.60. 

 

The analysis on Table 5.6 shows a mean value between 3.54 to 3.63 on the topics 

‘improving the place image’, ‘maintaining the traditional city image’, and ‘place image 

can be a place brand’. These mean values indicate that the perception of the 

respondents was average for the topics above. Respondents, once again, tended to 

choose “Neutral.”  

Table 5. 6 
Perception of Improving Place Image; Maintaining Traditional City Image; and 
Branded Place Image 

Respondents Perception 
of City Image 

Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
 
 
Mean % % % % % 

I agree that every city in 
Malaysia should 
improving the place image 

0 0 40.4 56.5 3.1 3.63 

I agree that government 
agencies should 
maintaining the traditional 
city image 

0 0 51.3 38.0 10.7 3.59 

I agree that place image 
can be a place brand 0 0 54.4 37.5 8.1 3.54 

Source: Research Findings, 2016 
 

40.4 percent and 51.3 percent of the respondents said they were neutral on the topics 

of ‘improving the place image’ and ‘maintaining the traditional city image’. The mean 

value of 3.54 on the topic ‘the place image can be a brand of the place’ and is also 

aligned with the trend of respondents choosing a neutral perception. In fact, over half 

of the respondents chose neutral (54.4 %). 
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Table 5. 7 
Perception of Place Image 

Respondents 
Perception of Place 

Image 

Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
% % % % % 

I agree that physical 
development changes the 
place image 

0 0 40.9 58.3 0.8 

I agree that place image 
and culture should be 
integrated as a brand 

0 0 18.0 66.1 15.9 

Source: Research Findings, 2016 
 

59.1 percent of the respondents agreed that physical development changes the city 

image. The mean value 3.60 was influenced by the fact that 40.9 percent of the 

respondents chose the answer ‘Neutral’. Although, the figures do suggest that the 

respondents agreed that integrating the place image and the local culture as a brand 

was a good idea. 82.0 percent of the respondent agreed. A high mean value of 3.98 

was obtained. Kavaratzis and Ashworth (2015) said that the processes of integrating 

might seem complicated, but that it might be an efficient way to let culture support 

local development and to render the use of culture as beneficial.  

Table 5. 8 
Perception of Social Networking Sites in Improving Place Image 

Respondents 
Perception of City 

Image 

Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
% % % % % 

I agree that the use of 
social networking sites 
can improve the image 
of the place 

0 0 34.4 36.5 29.2 

Source: Research Findings, 2016 
 

The analysis gives mean values of 3.95 where 29.2 percent of respondents “strongly 

agree” with the topic while 36.5 percent answered, “agree”. These figures are a 

positive sign since respondents seem to have a passion for sharing the information 

about the image of the place through the medium of social networking. 
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5.6 Perception of Place Branding 

According to Ashworth and Kavaratzis (2009), one of the purposes of place branding 

is to understand and to match the expectations of various groups that use a place. The 

process of place branding can be said to be successful when the creation of the place 

image matches the expectations of those who use it. If there is a discrepancy between 

the place image and the perceptions of the users it may cause them to disengage with 

the brand and, ultimately, undermine the effectiveness of the branding activity. 

 

The descriptive analysis in Table 5.10 shows the level of the respondents’ knowledge 

about place branding. The findings give a mean value between 2.78 to 3.95. 4.4 percent 

of respondents did not have any knowledge about place branding. Only 18.0 percent 

of the respondents gave a positive response while the rest of respondents chose a 

neutral answer. 

 

Figure 5.11 shows how many respondents agreed on the topic that the place brand has 

a commercial value. The majority of the respondents (45.3%) chose a neutral answer. 

38.3 percent of the respondents chose “Agree”, and 10.9 percent answered, “Strongly 

Agree.” Even though half of the respondents did not agree that place brands have 

commercial value; the government agencies and the citizens need to work together to 

produce this brand regardless. Van Ham (2008) suggests that place branding is 

required to make a nation’s image work for its economy and citizens. Places must 

compete for investment, tourism, and political power because these are common 

features (Van Ham, 2008).  
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Table 5. 9 
Knowledge of Place Branding 

Knowledge of Place 
Branding 

Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
% % % % % 

I know that place can 
branded 0 40.4 41.7 18.0 0 

I know that cultural and 
image can be branded 0 38.5 43.2 18.2 0 

I know that the importance 
of logo and slogan in 
branding 

0 2.3 43.2 50.3 4.2 

Source: Research Findings, 2016 
 

Place branding has become an essential part of differentiating a place and making it 

stand out from the crowd to try and capture a significant mindshare and market share. 

More than 60% of the respondents agreed that government agencies need to work 

together with the public to produce the place brand. Braun, Kavaratzis, and Zenker 

(2013) state that the first role of residents is to become an integrated part of the place 

brand.  

 

Scott and Clark (2006) carried out a study of Brisbane city’s campaign and deduced 

the importance of the role of the local authority in city marketing. Scott and Clark 

(2006) illustrated that the locals played an essential role in providing information about 

the city to visitors and tourists. Thus, Brisbane City Council targeted the citizens as 

significant players in the branding process.  

Table 5. 10 
Perception of Place Branding 

Respondents 
Perception of City 
Image 

Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
% % % % % 

I agree that place brand 
has a commercial value 0 5.5 45.3 38.3 10.9 

I agree that public should 
work together with 
government agencies to 
produce the place brand 

0 7.8 27.1 44.5 20.6 

I agree that citizens have 
comprehensive 
knowledge of their own 
place 

0 0 54.9 37.0 8.1 
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I agree that most of the 
cities in Malaysia do not 
possess a brand 

0 1.6 33.9 51.3 13.3 

I agree that place branding 
can turn a place into a 
centre of tourism and 
economic activity 

0 0.8 28.4 61.7 9.1 

I agree that place branding 
has to be in line with the 
culture and the image of a 
place 

0 0 49.7 47.9 2.3 

I agree using social 
networking sites to 
promote and market a 
place 

0 0 14.8 75.0 10.2 

Source: Research Findings, 2016 
 

“It is more often a natural process steeped in the fact that residents 
are the ‘bread and butter’ of places. Residents and their interactions 
with each other and with outsiders naturally from the social milieu 
of a given place.” 

Source: Braun, Kavaratzis & Zenker, 2013 
 

This study asked respondents whether they felt that the citizens had a good knowledge 

of their own place. The analysis showed 37.0 percent and 8.1 percent agreed and 

strongly agreed while 54.9 percent were neutral. The mean value 3.53 found suggested 

that the citizens did have a good knowledge of their place. 64.3 percent of the 

respondents have the perception that most of the cities in Malaysia do not possess a 

brand. However, there are three Malaysian cities that are famous for their brand. Khoo 

and Badarulzaman (2014) stated that Georgetown, Penang was a ‘Gastronomy City’. 

Yusof and Yaacob (2013) stated Malacca was a ‘Historical City’ and Kota Bharu, 

Kelantan was an ‘Islamic City.’ Although Kedah was widely known as ‘Malaysia Rice 

Bowl’, there has been no clear and systematic branding strategy carried out for either 

of Kedah or Alor Setar. The high of mean value 3.76 indicates that the respondents 

agree most of the cities in Malaysia do not have a brand. 
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Table 5.11 also shows that the perception of respondents is that place branding can 

turn a place into a centre of tourism and economic activity and that the majority of 

them agreed on that point. Hospers (2003) said branding is a favourite instrument 

which, it is hoped, would contribute to making a place known and improving its 

reputation. Most of the cities have made ample use of slogans and promotional 

campaigns in order to put themselves on the map. Some of the cities that have 

succeeded in developing a “strong brand” were listed by Hospers (2003) as New York 

“The Big Apple”, Minneapolis “City of Waters”, Toronto “A City that Works”, 

Munich “Strong on Soft Location Factors” and Groningen “There is Nothing beyond 

Groningen”. 70.8 percent of the respondents agreed on the topic, and only 0.8 percent 

disagreed. 

 

The respondent demonstrated a relatively positive perception that place branding has 

to be in line with the culture and the image of a place. The mean value of 3.53 indicated 

that 45.1 percent of the respondents agreed. The majority of the respondents also 

concurred on using social networking sites to promote and market a place. According 

to Carone and Panaro (2014), realising the potential of social network relies upon 

linking up diverse types of users, in order to promote the message from the web into 

the real world. 

 

5.7 Analysis of Public Participation in City Planning 

In general, public participation in the planning process consists of involving the citizen 

in the process of making policies and strategies (Goh, 1991). According to Cornwall 

and Gaventa (2001), public participation bridges the gap that exists between citizens 

and state institutions. The Town and Country Planning Act 1976 (Act 172) states that 
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the process of public participation is first required as part of the preparation of the 

development plan and certainly before that development plan can be enacted.  

 

The section covers the respondents’ knowledge and perceptions of public participation 

in city planning. A total of ten statements were forwarded to the respondent, and a 

descriptive analysis of six of these indicated that the opinion of public participation 

was low with a mean value between 2.31 to 2.80 as shown in Table 5.12.  

 

For a high number of respondents disagreed with the statement, 'I know about public 

participation in development planning’. 22.1 percent chose "Strongly Disagree", and 

24.2 percent chose "Disagree". The figures showed that some of the respondents were 

not aware the need for public participation in development planning. 28.4 percent of 

respondents chose "Agree" while the rest chose "Neutral".  

 

A low mean value of 2.60 showed there is a weakness as far as the respondents were 

concerned about the level of public participation. A mean value of 2.64 was also 

produced from analysis of the statement 'I know my rights in development planning'. 

30.7 percent respondents agreed that they knew their rights, while 23.4 percent of them 

were "Neutral". 

Table 5. 11 
Knowledge of Public Participation 

Knowledge of Public 
Participation 

Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
% % % % % 

I know about public 
participation in 
development planning 

22.1 24.2 25.3 28.4 0 

I know my rights in 
development planning 20.6 25.3 23.4 30.7 0 

I get information about 
development planning in 
my area 

21.1 35.2 26.3 17.4 0 
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I agree that current 
practice adopted by local 
authorities in 
disseminating 
information development 
is effective 

19.8 31.8 24.0 24.5 0 

I involved in 
development planning in 
my area 

21.1 38.3 28.9 11.7 0 

I agree that public 
participation was able to 
shape strategic planning 
strategies 

19.0 19.0 25.0 37.0 0 

Source: Research Findings, 2016 
 

The low mean value was influenced by that fact that 25.3 percent of the respondent 

chose "Disagree" and 21.1 percent "Strongly Disagree" (Figure 5.2). The result 

showed that in addition to not being aware of public participation, a large number of 

the respondents also did not know about the right of the public to participate in 

development planning. 

 

A mean value of 2.40 was found for the statement, 'I get information about 

development planning in my area.' 35.2 percent chose "Disagree" and 21.1 percent 

"Strongly Disagree". Only 17.4 percent of the total respondents agreed that they had 

been able to get adequate information. These findings suggest that information on 

development planning appears to be less promoted to the public.  

 

For the topic 'I agree with the current practice adopted by local authorities in 

disseminating information on development planning is effective', some of the 

respondents disagreed.31.8 percent chose "Disagree", and 19.8 percent chose 

"Strongly Disagree". 24.0 percent were "Neutral". 24.5 percent of the respondents 

agreed that the current practice is effective. However, overall the results seem to 

indicate that the majority of respondent did not get the information they needed.  
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38.3 percent of respondents chose "Disagree" for the topic 'I am involved in 

development planning in my area', and 21.1 percent chose "Strongly Disagree." These 

findings prove that when the respondents did not know and did not receive information 

on public participation, their own involvement was correspondingly low. Thus, there 

is a correlation between these factors. Only 11.7 percent of the respondents appeared 

to be involved in the development planning of their area. The results of the analysis 

produced a low mean value of 2.31.  

 

According to Adkin (2016), public participation was able to shape strategic planning 

strategies. 37.0 percent of the total respondents agreed with this statement. 25.0 percent 

chose "Neutral", and the rest did not agree that public participation was able to shape 

strategic planning strategies. According to Hj. Hassan (2012), public participation in 

this process is significant because the public are actually the residents living in the 

planning area who would be, therefore, more aware of what is needed. Their 

participation can help lead to the formation of a strategic development plan strategy. 

 

Table 5.13 shows the analysis of data related to the topics, 'I agree that local authorities 

should act to get public engagement', 'I agree that local people must be exposed to 

development planning program', and 'I agree that all parties should collaborate and 

together in producing the best development strategy’. A mean value was obtained 

between 3.95 to 4.12.  
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Table 5. 12 
Perception of Public Participation 

Knowledge of Public 
Participation 

Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
% % % % % 

I agree I agree that local 
authorities should act to 
get public engagement 

0 0 22.7 60.2 17.2 

I agree that local people 
must be exposed to 
development planning 
program' 

0 0 17.2 62.5 20.3 

I agree that all parties 
should collaborate and 
together in producing the 
best development 
strategy 

0 0 22.7 60.2 17.2 

Source: Research Findings, 2016 
 

The level of agreement on these topics indicated agreement on the need for local 

authorities and stakeholders to involve the public in development planning. This idea 

is endorsed by the fact that no respondent chose "Disagree" or "Strongly Disagree.” 

Commencing with an ethical engagement with local authorities the public can then be 

involved in development planning. Following which various parties can then 

collaborate in the formation of the development strategy. Dola and Mijan (2006) said 

that the ongoing relationship and trust between government, developers and the public 

should be promoted. With empowerment allied with some control, and also benefits 

such as ownership, a sense of belonging could easily be achieved. 

 

On the topic 'I agree on the use of social networking sites to attract the public to involve 

in development planning', a total of 37.8 percent chose “Strongly Agree”, and 36.5 

percent chose “Agree”. The results of this analysis say that the majority of respondents 

agreed with the use of social networking sites as tools for sharing information on 

development planning. This result is also indicated by the mean high value of 4.12. 
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25.8 percent of the respondents answered as "Neutral" on this topic. No respondents 

chose "Disagree" or "Strongly Disagree". 

 

Hearn, Tacchi, Foth, and Lennie (2009) stated that the new technological innovations 

had provided a basis for social media, which had enabled relationships to be created 

with stakeholders who had, in the past, been inaccessible or invisible when only 

traditional media was available. Wattal, Schuff, Mandviwalla, and Williams (2010) 

noted that the use of social communications tools has opened a vast range of 

possibilities for the transformation and modernisation of public administration, which 

has enabled mutually beneficial connections between citizens and government. 

 

5.8 Perception of Current Brand and Image of Alor Setar City 

The study’s findings of the respondents' perception of the current brand and image of 

Alor Setar City Centre complement their views and their perception of the city centre. 

The section presents the analysis of Alor Setar City Centre as a Global City, Alor Setar 

City Centre as a Famous Culture City, and Alor Setar City Centre as a Liveable City. 

 

5.8.1 Alor Setar as Global City 

The section discusses the respondents’ perception of Alor Setar City Centre as a Global 

City. The analysis of the section consists of ten perceptions that are related to the idea 

of a global city. The results show a mean value between 2.05 to 4.16. Table 5.12 shows 

the perceptions of the respondents on the international corporate composition of Alor 

Setar City Centre. The majority of the respondents did not agree.  52.6 percent 

disagreed while 10.2 percent strongly disagreed. 33.3 percent were neutral, and only 
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3.9 percent of the respondent agreed. The mean value had a low value of 2.31. The 

perception that there were many multinationals in the Alor Setar City was low. 

Table 5. 13 
Perception of Multinationals Companies in Alor Setar City 

Perception Frequency Percent 
Strongly Disagree 39 10.2 
Disagree 202 52.6 
Neutral 128 33.3 
Agree 15 3.9 
Strongly Agree 0 0 

Total 384 100.0 
Source: Research Findings, 2016 
 

Several of the international fashion brands have chosen Alor Setar City Centre as their 

product destination. The majority of these fashion products were located and marketed 

in Aman Central Mall, which is a dominant shopping centre in the study area. The 

international luxury vehicle brand, BMW has also opened the showrooms, a retail 

outlet, and a service centre in Alor Setar City Centre. 

 

 

 
 
 
 
 
 
 
 
 
 
 

Plate 5. 1: Aman Central Mall and Alor Setar Tower 
Source: Research Findings, 2016 
 

The mean value of the perception of the respondents with regard to the financial and 

service sectors is low of 2.05. That value suggests that the level of respondent 

perception about the growth of the financial and service sectors is low. 5.5 percent of 
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the respondents agreed these sectors are experiencing excellent growth. 22.1 percent 

of the respondents were neutral, and the rest had a negative perception. 

Table 5. 14 
Perception of Financial and Service Sectors in Alor Setar City 

Perception Frequency Percent 
Strongly Disagree 109 28.4 
Disagree 169 44.3 
Neutral 85 22.1 
Agree 21 5.5 
Strongly Agree 0 0 

Source: Research Findings, 2016 
 

The index of business conditions and the index of consumer sentiment issued by the 

Organisation for Economic Co-operation and Development (OECD) for the third 

quarter of 2016 indicated that these were 83.9 percent and 45.7 percent respectively. 

The figures showed that consumer sentiment was low event though business 

conditions were at the reasonable level. 

 

In 2015, the statistics of Foreign Direct Investment (FDI) demonstrated a net inflow 

of RM43.4 billion. The stock of FDI was recorded at RM 504.9 billion in the last 

quarter of 2015, while the income from investment was RM 51.3 billion (Department 

of Statistics, 2016). The net inflow of FDI in 2015 was higher than in 2014 (RM 35.6 

billion). The perception of the respondents of the FDI in the study area was relatively 

low (2.39 mean value). 43.8 percent of the respondents had a negative perception while 

52.3 percent of them were neutral. According to the Ministry of International Trade 

and Industry (MITI) in 2010, Kedah received about RM1, 960.6 million of foreign 

capital investment. However, Kedah Financial Statements of 2013 showed that the 

foreign capital investment was not focused on Alor Setar City. In parallel, the 

perceptions of the respondents concerning the FDI in Alor Setar were supported by 

these Financial Statements. According to Norain and Noriah (2012), the influx of 
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foreign investments to the state has been more focused on Kulim Hi-Tech Industrial 

Park (Kulim Hi-Tech), which has a high technology and knowledge base. 

 
Table 5. 15:  
Perception of Alor Setar as a Global City 

Alor Setar as Global City 
Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
% % % % % 

I agree that Alor Setar received a lot of 
FDI 21.1 22.7 52.3 3.9 0 

I agree that Alor Setar as hub for 
international company 26.8 29.9 40.1 3.1 0 

I agree there are big airport in AS 0 0 1.6 81.2 17.2 
I agree that Alor Setar City Center is a 
gathering place of many talents who 
come from all over the world 

10.2 52.6 33.3 3.9 0 

I agree that Alor Setar City Center is a 
hub for the media and international 
communication 

28.4 44 22.1 5.5 0 

I agree there are several areas in Alor 
Setar City occupied by the high 
class/luxury 

15.6 21.9 57.8 4.7 0 

I agree there are a significant portion of 
foreigners who occupy Alor Setar City 26.8 29.9 40.1 3.1 0 

I agree that Alor Setar hold an essential 
position in politics and international 
affairs 

26.8 29.9 40.1 3.1 0 

Source: Research Findings, 2016 
 

The mean value of the perception of respondents that Alor Setar is the hub for 

international companies and brands was low at 2.20. 56.7 percent of the respondents 

denied that Alor Setar is the hub for international companies and brands. The number 

of the neutral respondents was 40.1 percent, while 3.1 percent agreed. The Annual 

Report of MBAS 2015/2016 did not indicate the existence of international companies 

which would make Alor Setar into a significant operations centre for such companies 

or the brands. 

 

Sultan Abdul Halim International Airport (AOR) can handle up to 800,000 passengers 

annually (Malaysia Airport, 2015). Most of the respondents agreed that there is also a 

significant airport in Alor Setar (Table 5.15). There was no negative respondent 
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response about the topic. The mean value was a high value of 4.16. By this time, the 

airport was only involved in daily domestic flights from airlines such as Malaysia 

Airlines, Firefly, Malindo, and Air Asia. However, during the Hajj season (beginning 

in the year 2013) the AOR served direct flights to Jeddah International Airport from 

AOR. That was a service provided and supervised by the Tabung Haji Malaysia (Berita 

Harian, 2013). According to the Malaysia Airport report (2016), AOR has two 

runways, and it can accommodate the operation of the Airbus A330.  

 

As stated in Table 5.15, 62.8 percent of the respondents argued that Alor Setar City 

Centre was a gathering place for talents who originate from all over the world. The 

Malaysia Calendar of Events and Festivals 2017 (Appendix 1) issued by Tourism 

Malaysia, showed that a few of the activities were held in Kedah. However, the fact of 

having held an activity does not then translate into being a host, or a gathering place 

of talents around the world. Table 5.17 shows the activities listed by Tourism Malaysia 

in 2017. The table highlights the events and festivals in Kedah and Penang. 

 

According to Hudson (2015), the events and festival have had an impact on the brand 

of the place. From the events and festivals that took place in Kedah, only three were 

actually held in Alor Setar, which were the Hari Peladang, Penternak dan Nelayan, 

Kedah International River Festival, and the International Paddy Festival. If one is to 

compare that to events and festivals held in Penang, it can be noted most of the Penang 

events have involved the inclusion of international talents. Penang Island Jazz Festival, 

which has been held since 2004, is a music festival that highlights the best of local and 

international jazz musicians from around of the world (Tourism Malaysia, 2016).  
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Penang Global Tourism Report (2017) showed that the Penang Island Jazz Festival 

that took place on 1 - 4 Dec 2016 at the Bayview Beach Resort moreover, it was 

attended by considerable talents in music, such as the jazz saxophone-guitar duo, 

“Nicole Jo & Peter Finc”, Danish harmonica/keyboard sensation “Mathias Heise 

Quadrillion”, a Polish/Malaysian collaboration “Rafał Sarnecki Quintet”, and Japan’s 

“Triple Standard”. 

 

The perception of Alor Setar as the hub of the international media and communication 

scored a mean value of 2.05. Perceptions that several residential areas in Alor Setar 

were occupied by the high class/luxury residences had a mean value of 2.52. Most of 

the respondents were neutral (57.8%) on the topic. 37.5 percent of the respondents 

were opposed to the idea that several residential areas in Alor Setar should be 

designated as high class/luxury. The land use report of MBAS (2015), noted that there 

were some areas reserved for the development of detached houses, semi-detached, and 

condominiums such as those in Taman Lumba Kuda, Jalan Pegawai, and Jalan 

Menteri. This shows that there is an opportunity to offer luxury residences and property 

in Alor Setar where it can attract local and foreign entrepreneurs to enter Alor Setar. 

 
Table 5. 16  
Calendar of the Events and Festivals in Kedah and Penang 

Month Kedah 
Activity Place 

January 1.    15th Royal Langkawi International Regatta Langkawi 
February 1.    22nd Edition Le Tour de Langkawi Langkawi 

March 2.      LIMA 2017 Langkawi 
3.      Kedah International River Festival Tanjung Chali, Alor Setar 

April 4.      Sail Malaysia Langkawi 
Source: Modified from Malaysia Calendar of Events and Festival 2017, Tourism 
Malaysia 
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The perception that a significant portion of foreigners resided in Alor Setar City scored 

a mean value of 2.20. The foreigners counted in the study were foreign nationals who 

comprised a group delineated as professionals. 40.1 percent of the respondent chose 

“Neutral”, 29.9 percent and 26.8 percent respectively chose “Disagree” and “Strongly 

Disagree”. 3.1 percent of respondents agreed there was an international professional 

group in the study area.  

 

56.7 percent of the respondent did not agree with the statement ‘Alor Setar holds an 

eminent position in politics and international affairs.’ A mean value 2.20 was obtained. 

As the state capital of Kedah, Alor Setar does not perform any role or have any interest 

in international politics or affairs. Even Alor Setar close into Thai border, it has no 

Foreign Embassies found in the city or the district. 

 

5.8.2 Alor Setar as Culture City 

The respondents’ perceptions of Alor Setar as a ‘culture city’ scored a mean value 

between 2.31 and 4.16. The Draft of Local Plan MBAS 2035 underlined MBAS as a 

“Bandaraya Warisan Dalam Taman” (Appendix 5.2). The perception of the 

respondents on the topic ‘the foreigner knows about Alor Setar City Centre’ showed 

that 52.6 percent of them disagreed and 10.2 percent strongly disagreed. 

 

The perception that ‘locals give information to tourists’ yielded a relatively high mean 

value of 3.95. 85.2 percent of the respondents agreed with the topic and 75.0 percent 

selected “Agree” while 10.2 percent chose “Strongly Agree.” None of the respondents 

chose to disagree. The analysis reveals that the residents do tend to provide information 

about Alor Setar to tourists. 
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Table 5. 17 
Perception of Alor Setar as Culture City 

Alor Setar as a Culture City 
Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
% % % % % 

I agree that the foreigners know about 
Alor Setar 10.2 52.6 33.3 3.9 0 

I agree that locals give information to 
tourists 0 0 14.8 75 10.2 

I agree that Alor Setar has a famous 
traditional agriculture 0 0 14.8 75 10.2 

I agree landmarks like Masjid Zahir, and 
Pekan Rabu reminded me about Alor 
Setar City 

0 0 1.6 81.2 17.2 

I agree Pekan Melayu and Pekan Cina 
project the image of the traditional 
architecture of Alor Setar City Centre 

0 0 1.6 81.2 17.2 

I agree Masjid Zahir is one of the main 
attractions of Alor Setar 0 0 1.6 81.2 17.2 

I agree that street food becomes a 
symbol of food culture in Alor Setar 0 0 1.6 81.2 17.2 

I agree that Alor Setar is famous for 
night markets and morning markets 
among visitors/tourists 

0 0 1.6 81.2 17.2 

Source: Research Findings, 2016 
 

The perception of the respondents that Alor Setar has ‘a famous traditional agriculture’ 

gained a positive response. 85.2 percent of the respondents agreed, and none disagreed 

(Figure 5.4). The GDP report for the year 2015 (Figure 5.5) disclosed that in Kedah 

the income in the agricultural sector accounted for 15.1 percent. 

 
 

 

 

 

 

 

 

Figure 5.  1 : Contribution of Economic Activity by State in Malaysia (2015) 
Source: Department of Statistic, 2016 
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Masjid Zahir is the oldest mosque in Kedah. It attained the age of 102 years in 2017 

(Journal Malaysia, 2017). According to the 02 September 2014 issue of the Sinar 

Harian newspaper, Masjid Zahir was listed among of the ten most beautiful mosques 

in the world. It was equivalent to Sultan Omar Ali Saifuddin Mosque in Brunei and 

Taj'ul Mosque in Bhopal in India.  

 

 

 

 

 

 
Plate 5. 2: View of Masjid Zahir 
Source: Research Findings, 2016 
 

The location of Masjid Zahir in the heart of Alor Setar City Centre makes it an 

attraction for visitors. Pekan Rabu is synonymous with Alor Setar. However, in 2015, 

the State Government transferred the business location of Pekan Rabu to the Ukir Mall. 

This transfer was to make way for the upgrading work to the Pekan Rabu business 

complex. The Lonely Planet Edition of Malaysia named Pekan Rabu as one of its 

favourite destinations. However, after the change of location, it was removed from the 

list (Lonely Planet, 2017). 

 

There was a positive mean for a statement 'I agree Pekan Melayu and Pekan Cina 

projects the image of the traditional architecture of Alor Setar City Centre’ and 'I agree 

Masjid Zahir is one of the main attractions of Alor Setar.' The mean value for both 

statements was 4.15. The reaction of the respondents was equal for both statements. 
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81.2 percent of the respondents chose “Agree”, and 17.2 percent chose “Strongly 

Agree”.   

 

The Draft of Local Plan MBAS 2035 categorised Pekan Melayu and Pekan Cina as 

locations that have old buildings. Figure 5.6 shows the location plan for Pekan Melayu 

and Pekan Cina based on the Draft of Local Plan. Pekan Melayu and Pekan Cina has 

a potential to create as ‘heritage corridor.’ 

 
Plate 5. 3: Location of Pekan Melayu and Pekan Cina 
Source: The Draft of Local Plan MBAS 2035, 2017 
 

 

 

 

 

 

 

 

Plate 5. 4: Pekan Melayu (right) and Pekan Cina (left) 
Source: Research Findings, 2016 
 

Pekan Cina 

Pekan Melayu 
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The positive perception obtained for the topic of street food became a symbol of food 

culture in Alor Setar. 98.4 percent of the respondents agreed with the topic presented. 

The result provided a high mean value of 4.15. On 23-26 February 2017, the NGO 

“FORWARD” organised a ‘street food’ event in Darul Aman Stadium, Alor Setar 

titled “KEDAH Best Street Food 2017.” This event was held for the first time in Alor 

Setar in 2016 at the Malaysia Tourism Centre (Matic) Kuala Lumpur. However, this 

event was not included in the Calendar of Tourism issued by Tourism Malaysia (Refer 

Table 5.17). 

 

In Alor Setar, there are several famous favourite food locations. Among these are Nasi 

Lemak Royal in Anak Bukit and Laksa Teluk Kechai in Kuala Kedah. Besides these 

famous locations, some dishes in Alor Setar are known for as specialities like “laksa 

ikan sekoq”, “cendoi durian”, “pekasam” and “sup tulang utara.” In a similar way to 

Georgetown in Penang, Alor Setar could be considered as a “City of Gastronomy” as 

discussed earlier in Section 5.3 (the travel website VirtualTourist, has listed Penang as 

the third destination out of the Top Ten Street Food Cities just behind Bangkok and 

Singapore). 

 

81.4 percent of the respondents agreed that Alor Setar is famous for night markets and 

morning markets among visitors/tourists. 17.2 percent of the respondents chose 

“Strongly Agree”. According to the Department of Licensing MBAS, the night and 

morning market consist of informal businesses within their administration areas. These 

types of businesses are attractive to the residents and visitors since the prices offered 

are lower than traditional outlets. Table 5.18 timetables the frequency of the morning 

and night markets located within the area of MBAS administration. The table shows 
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that the night markets and morning markets are open daily, and their locations are 

scattered around Alor Setar. The operating times of the night market are between 5 pm 

to 9 pm while morning markets are open from 8 am to 1 pm.  

Table 5. 18 
Location of the Night Markets and Morning Markets in MBAS Area 

Day 
Night Market Morning Market 

Location Location 
Monday 1. Taman Aman  

2. Near Sime Tyre 
3. Seberang Jalan Putra 
4. Simpang Kuala 

1. Kampung Berjaya, Mergong 
2. Pasar Koboi (Pasar Tunku Abd 

Halim) 
3. Simpang Kuala 
4. Taman Berjaya, Jalan Sultan 

Badlishah 
5. Pasar Pokok Sena 
6. Kuala Kedah 
7. Langgar 
8. Taman Nuri, Jalan Datuk Kumbar 

Tuesday 5. Pasific 
6. Tandop 
7. Bt. 13, Pokok Sena 
8. Simpang Kuala 

9. Kampung Berjaya, Mergong 
10. Pasar Koboi (Pasar Tunku Abd 

Halim) 
11. Simpang Kuala 
12. Taman Berjaya, Jalan Sultan 

Badlishah 
13. Pasar Pokok Sena 
14. Kuala Kedah 
15. Kota Sarang Semut 

Wednesday 9. Pasific 
10. Langgar 
11. Simpang Kuala 

16. Kampung Berjaya, Mergong 
17. Pasar Koboi (Pasar Tunku Abd 

Halim) 
18. Simpang Kuala 
19. Taman Berjaya, Jalan Sultan 

Badlishah 
20. Pasar Pokok Sena 
21. Kuala Kedah 
22. Bukit Pinang 

Thursday 12. Kuala Kedah 
13. Radin (Mergong Jaya) 
14. Kedondong 
15. Simpang Kuala 

23. Kampung Berjaya, Mergong 
24. Pasar Koboi (Pasar Tunku Abd 

Halim) 
25. Simpang Kuala 
26. Taman Berjaya, Jalan Sultan 

Badlishah 
27. Pasar Pokok Sena 
28. Kuala Kedah 
29. Hadapan TNB (Pasific) 

Friday 16. Taman Nuri 
17. Pantai Johor 
18. Kuala Sungai 
19. Santap (Jabi) 
20. Taman Bersatu 
21. Simpang Kuala 

30. Kampung Berjaya, Mergong 
31. Pasar Koboi (Pasar Tunku Abd 

Halim) 
32. Simpang Kuala 
33. Taman Berjaya, Jalan Sultan 

Badlishah 
34. Pasar Pokok Sena 
35. Kuala Kedah 
36. Taman Wira, Mergong 

Saturday 22. Seberang Jalan Putra 
23. Kota Sarang Semut 

37. Stadium Darulaman 
38. Kampung Berjaya, Mergong 
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24. Uptown Stadium Darulaman 
25. Simpang Kuala 

39. Pasar Koboi (Pasar Tunku Abd 
Halim) 

40. Simpang Kuala 
41. Taman Berjaya, Jalan Sultan 

Badlishah 
42. Peremba (Hadapan Pasar Besar) 
43. Pokok Sena 
44. Kuala Kedah 

Sunday 26. Seberang Jalan Putra 
27. Peremba (Hadapan Pasar 

Besar) 
28. Simpang Empat 
29. Kedondong 
30. Simpang Kuala 

45. Anak Bukit 
46. Kampung Berjaya, Mergong 
47. Pasar Koboi (Pasar Tunku Abd 

Halim) 
48. Simpang Kuala 
49. Pasar Pokok Sena 
50. Taman Berjaya, Jalan Sultan 

Badlishah 
51. Taman Wira, Mergong 
52. Kuala Kedah 

Source: Modified from Department of Licensing MBAS, 2017 
  

5.8.3 Alor Setar as Liveable City 

The section discusses the perception of the respondents to the idea that Alor Setar is a 

liveable city. The Draft of Local Plan MBAS 2035 (2017) outlined the development 

the goal of Alor Setar becoming a liveable city. These sections examine ten perceptions 

of the respondents as shown in Table 5.20. The result indicates that the respondents 

had mixed impressions of Alor Setar as a liveable city. From Table 5.20, the data 

showed that most of the respondents had a low perception based on a mean value 

between 2.09 to 4.08. 

Table 5. 19 
Alor Setar as Liveable City 

Respondents Perception of City 
Image 

Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
% % % % % 

I agree that Alor Setar City has a quality 
nightlife  10.2 51.3 34.6 3.9 0 

I agree that the public transport system in 
Alor Setar is comprehensive and easy to 
use 

27.6 42.7 22.9 6.8 0 

I agree on the environment in Alor Setar 
City is exciting and healthy 0 11.2 57.0 28.9 2.9 

I agree there is good access to public 
facilities such as libraries, museums, and 
cultural complex 

26.8 28.6 41.4 3.1 0 

I agree there are the quality of bike and 
pedestrian facilities and a large number of 
residents are cyclists and pedestrians in 
the Alor Setar 

28.4 42.7 23.4 5.5 0 
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I agree residents were given the right and 
opportunity to be involved in the 
development agenda of Alor Setar City 

10.2 52.6 33.3 3.9 0 

I agree that Alor Setar City Council 
provide the best service in the provision 
of various facilities 

0 0 6.8 78.1 15.1 

I agree there are facilities for quality 
education provided in Alor Setar 0 25.0 53.4 19.5 2.1 

I agree that Alor Setar City is the safest 
city in Malaysia 4.9 16.9 53.4 24.7 0 

Source: Field Work, 2016 
 
 
5.8.4 Quality of Nightlife  

Majority of the respondent disagree that Alor Setar City has a quality nightlife scoring 

a mean value of 2.32. 51.3 percent of the respondents disagreed while 10.3 percent 

strongly disagreed. 34.6 percent of the respondent were neutral, and only 3.9 percent 

had a positive perception that Alor Setar City has a quality nightlife. The observations 

around Alor Setar City Centre discovered a lack of activity at night. Most of the shops 

closed around 21:00 hours.  

 

However, in several locations of Alor Setar City Centre, there are stalls/shops selling 

food open until the late; for example, Menara Alor Setar, Medan Selera Teratai, Jalan 

Pegawai, and the compound of the Stadium Darul Aman.  

 

5.8.5 Public Transport System  

The next topic covered is the perception of the respondents on whether the public 

transport system in Alor Setar is comprehensive and easy to use. The analysis indicated 

that there was a negative perception as the mean value was 2.09. 70.3 percent of the 

respondents disagreed with this statement, while 22.9 percent chose “Neutral.” Only 

6.8 percent agreed.  
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For land transportation, the public transportation hub is located at the Shahab Perdana 

Bus Station, on the Sultanah Bahiyah Highway. Shahab Perdana Bus Station has two 

terminal buses; one covers the inbound route and the other the intercity route. Table 

5.21 shows the itinerary of the Shahab Perdana Bus Station for destinations outside 

Kedah which also contains the list of operating companies, frequency of travel, and 

destinations. 

Table 5. 20 
Shahab Perdana Bus Station Itinerary for Outside Kedah Destinations  

No Operator Destination Frequency 
(Per Day) 

1. Konsortium Transnasional Berhad 

Kota Bharu 
Ipoh 
Teluk Intan 
Kuala Lumpur 
Seremban 
Melaka 
Kuala Terengannu 
Jerteh 
Kajang 
Klang 
Shah Alam 

2 
5 
2 
6 
2 
2 
1 
1 
1 
2 
2 

2. Konsortium Bus Express Semenanjung Kuala Lumpur 4 

3. Plusliner 

Padang Besar 
Butterworth 
Penang 
Kuala Lumpur 
Putrajaya 
Puchong Tesco 

2 
2 
2 
2 
2 
2 

4. Sri Maju Express Ipoh 2 

5. Supernice Express Johor Bahru 
Singapore 

2 
1 

6. Maraliner 

Sungai Petani 
Parit Buntar 
Ipoh 
Kuala Lumpur 
Kuantan 
Temerloh 

2 
2 
5 
6 
1 
1 

7. Cepat Express 

Bukit Kayu Hitam 
Batu Pahat 
Baling 
Butterworth 
Dungun 
Ipoh  
Jeli 
Jerteh 
Kuala Terengganu 
Kota Tinggi 
Kuala Lumpur 
Kemaman 
Kluang 
Kuantan 

2 
1 
1 
3 
1 
3 
1 
1 
1 
1 
3 
1 
1 
1 
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Melaka 
Mersing 
Muar 
Pontian 
Sungai Petani 
Segamat 
Seremban 

3 
1 
1 
1 
3 
3 
3 

8. Cosmic Express Kuala Lumpur 
Kajang 

6 
3 

9. Etika Delta Express 

Kuala Lumpur 
Kajang 
Klang / Shah Alam
  

6 
2 
2 

10. Maju Express 

Bukit Kayu Hitam 
Kangar 
Klang 
Kuala Perlis 
Shah Alam 
Sungai Petani 

1 
1 
1 
1 
1 
1 

11. Utama Express Kuantan 
Temerloh 

2 
2 

12. S & S International 

Ayer Hitam 
Johor Bahru 
Kluang 
Kuala Lumpur 
Mersing 
Seremban 
Skudai 

2 
2 
2 
3 
2 
2 
2 

13. Sani Express 

Kuala Lumpur 
Kajang 
Klang 
Shah Alam 

2 
2 
2 
2 

Source: Modified from www.mypublictransport.com 
Accessed on 26 February 2017 

 

Table 5.20 shows that Alor Setar City has an extensive network of intercity bus 

transportation. Around 13 bus operators operate out of the Shahab Perdana Bus 

Station, and high-frequency destinations in Kuala Lumpur with buses leaving eight 

times per day. For the inbound routes, the operators are Mara Liner, City Liner, HBR 

and MyBas.  

 

The city has two railway stations which are in the heart of Alor Setar (Alor Setar 

Station) and at Anak Bukit (Anak Bukit Station). According to Keretapi Tanah Melayu 

Berhad, three types of the trains namely ETS, KTM, KTM Komuter, and KTM 

Intercity run through both stations (Landasan Info, 2017). The frequency of KTM ETS 

http://www.mypublictransport.com/
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services consists of 11 daily return trips. KTM Komuter has 28 daily round trips. KTM 

Intercity has two trips per day. As discussed in section 5.11.1, Alor Setar has an airport 

named Sultan Abdul Halim International Airport, which is located in Kepala Batas 

about 8 km from the city centre. 

 

Based on the discussion above, the public transport appears to be quite comprehensive; 

however, it apparently has a low perception with the respondents with a mean value of 

2.09. From the observations, it has been found that there are no public buses along the 

Muhibbah Bridge, Pekan Cina, and Pekan Melayu. Moreover, the frequency of the 

public buses was uncertain.  

 

A search on the Google did not reveal any websites that might show the direction of 

the routes, and the bus schedules were not in place at any of the bus stops around the 

study area. In place branding, public transport has been found to be one of the factors 

that assist people to form a positive image of a place. That image would rely on several 

factors including the quality of the service and the service provided.  

 

Yusuf and Yaacob (2013) said the placement of a product could be generated by a 

combination of facilities, heritage, transportation, and the experiences of attending the 

events. These factors can make the place a competitive destination. Kolb (2006) noted 

that public transportation should become one of the products of a place. According to 

Mapjabil (2015), the weaknesses in the sector of public transportation had a direct 

influence on the volume of visitors/tourists arriving in Malaysia. Thus, public 

transportation was affecting the place branding in the country. 

 



 

191 

5.8.6 Exciting and Healthy Environment  

In place branding, an exciting and healthy environment plays a significant role. As 

discussed in the literature review, a vital goal of place branding is to ensure that the 

place can be marketed. If the environment of a city is not exciting and healthy, then it 

can affect the ability to generate a positive brand and image of the place. The 

perception of the respondents on the environment yielded a mean value is 3.23. Most 

of the respondents gave a neutral answer, while 11.2 percent disagreed. 31.8 percent 

of the respondents agreed that Alor Setar City Centre is an exciting and healthy place.  

According to MurniNET (2014), the sustainability achievement of Alor Setar in 2014 

was at a “Sustainable” level with the value of sustainability index being 84%. It was 

implied that Alor Setar was a healthy place in 2014. However, after the harvest season, 

belt rice cultivation areas around Alor Setar are exposed to open burning of the chaff. 

According to Hussain et al. (2015), chaff burning is not only fast and cheap, but it is 

the traditional practice of clearing the fields, and it is a significant activity that occurs 

twice per year.  

 

5.8.7 Access to Cultural Icon  

Cultural icon has a close relationship with place branding. Therefore, excellent access 

to the facility will directly affect the brand and image of the place. Good access will 

generate a positive perception of the user. 

“These self-styled culture cities now look to the contemporary art 
museum and cultural district to provide a cosmopolitan edge to their 
promotional icons and associations, with art now acknowledged as 
an ‘industry’.” 

Source: Evans, 2003 
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Only 3.1 percent of the respondents had a positive perception of the cultural icon by 

choosing to agree, and 41.4 percent had a neutral perception. Research in the study 

area found that the Kedah State Library is located at Jalan Kolam Air. About 

accessibility, the library has good access because it is close to focus areas such as UTC 

Alor Setar, City Plaza, and a few of the state government administration buildings.  

 

Alor Setar has several museums; Kedah State Museum, Paddy Museum, The Royal 

Museum, State Art Gallery, and the Tunku Abdul Rahman Memorial. The Paddy 

Museum located in Gunung Keriang which is 15 km from the city centre and the Kedah 

State Museum located at Darul Aman Highway. The Royal Museum and State Art 

Gallery are located nearby in Jalan Raja, and the Tunku Abdul Rahman Memorial is 

located on Jalan Menteri. 

 

 

 

 

 

 

 
Plate 5. 5: Kedah State Museum (right) and The Royal Museum (left) 
Source: Research Findings, 2016 
 

The State Cultural and Arts Complex is in Pumpong. The centre has become a place 

of cultural activities and creative art. These include kid’s art, theatre art dance, 

paintings, art crafts, and other art (Official Website of The National Department For 

Culture And Arts (JKNN), 2015). 
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Figure 5.6 shows the location of the facilities buildings. The study shows all the 

facilities have good access and are connected by state roads. However, access to public 

transport services appears to be less directed to the Paddy Museum. The study found 

that the Paddy Museum does not have a connection via public bus. Visitors and tourists 

must use a taxi or private vehicles to reach the Paddy Museum. 
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5.8.8 Quality Bike and Pedestrian Lanes  

“Today, most of the world’s cities suffer from sharply rising traffic 
congestion, health-impairing air pollution, sprawling development, 
inefficient transportation network, and energy insecurity. Without 
changes in policies and investments, transport-related CO2 
emissions are projected to increase worldwide by 57% between 2005 
and 2030, with 80% of that growth to occur in developing countries, 
where population and incomes are growing most rapidly.”  

Source: Replogle & Kodransky, 2010 
 

Alor Setar aims to become a sustainable city by the year of 2035 (Draft of Local Plan 

MBAS 2035). Furthermore, the report also stated another aim being that of “MBAS as 

Heritage City in the Garden.” In the Draft of Local Plan MBAS 2035 proposal, bicycle 

lanes and pedestrian in Alor Setar City Centre were mooted in order to adopt the 

concept of a “walkable city.” 

 

The respondent's perceptions regarding the topic were quite low. The results gave a 

mean value of 2.06, which suggests that the respondents have a negative perception of 

the topic. 55.4 percent of the respondents disagree Alor Setar has quality bike and 

pedestrian lanes or that it has a large number of cyclists and pedestrians. Observations 

show that Alor Setar does not have a network of bicycle and pedestrian lanes. The 

study concluded that there are no routes or special lanes for bikes. Some pedestrian 

routes are provided around the town centre.  
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Plate 5. 6: Pedestrian Walkway in Alor Setar City Centre 
Source: Research Findings, 2016 
 

The online magazine, ‘theculturaltrip.com’ listed the ten most walkable cities in the 

world in 2016. Among walkable cities listed were; Florence, Italy; New York City, 

USA; Marrakech, Morocco; Paris, France; and Dubrovnik, Croatia. 

“While zipping from landmark to monument via taxi, tram, and the 
train might be a more efficient way of seeing a new city, there’s 
something to be said about exploring on foot at a more leisurely 
pace.” 

Source: theculturetrip.com, 2016 
  

5.8.9 Residents Right and Opportunity in City Planning 

Section 13, Act 172 has commissioned that before any development plan can be 

gazetted (State Structure Plan, Local Plan, and Special Area Plan), a public 

participation process is required. Every local authority in Malaysia is involved with 

the Local Agenda 21 program. Primarily, the program requires the involvement of the 

residents. However, the perception of the respondents regarding public participation 

was negative. More than half of the respondents tended to disagree (refer Table 5.22).  

The mean value found was low at 2.31, which indicated that the respondents had a 

negative perception of public involvement of the development agenda. According to 

Hj. Hassan (2010), the publicity programmes implemented by the Local Planning 
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Authority (LPA) were not sufficient enough to attract, motivate, and encourage the 

public to join the program.  

 

Regarding spreading information about the programme “Seranta Awam”, the methods 

used by the Local Authority were similar across the board. The Local Authorities used 

conventional methods such as poster, banner, and flyer to spread their message to the 

public. Notifications using printed newspapers appeared to simply have been done in 

order to meet the needs of the Act. Moreover, the notices were usually not printed 

more than three times since the release is subject to these provisions. Most of the 

residents were not aware of their rights in development planning. Most of them were 

also not aware of the existence of a “Seranta Awam” for each development plan. 

Table 5. 21 
The Right and Opportunity of the Public in Participate in City Planning 

Topic 
Strongly 
Disagree 

% 

Disagree 
% 

Neutral 
% 

Agree 
% 

Strongly 
Agree 

% 
The residents have a 
right and opportunity 
regarding the 
development agenda 

10.2 52.6 33.3 3.9 0 

Source: Research Findings, 2016 
 

33.3 percent of the respondents had a neutral perception of public participation. 

According to Omar and Leh (2007), to move towards sustainable development; the 

effectiveness of public participation programme needs to be identified and increased. 

The level of cooperation between the LPA and the public in achieving their goal, which 

will be of benefit to all people, will increase public participation program (Omar & 

Leh, 2007). In encouraging the public to engage in the public participation program, 

the residents need to be given an explanation that will increase their understanding of 

the development plan, and the importance of their involvement in the program needs 

to be emphasised.  
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Additionally, the local authority should deliver the plan in a more accessible way to 

the public. According to Hj. Hassan (2010), the way that the LPA delivers their 

publicity is too technical and also too scary. Thus, it is not attractive the public, 

especially among the Bumiputera. The public needs to be able to understand the plan.  

 

5.8.10 Provision of Public Facilities 

The study found that many of the respondents agreed that Alor Setar City Council 

provided the best service in facilities provision. A high mean value 0f 4.09 was 

obtained. 78.1 percent of the respondents chose “Agree”, while 15.1 percent chose 

“Strongly Agree.” Only 6.8 percent chose “Neutral” for this topic, and none of the 

respondents disagreed (refer Figure 5.6).  

 

The briefing report "Mengenali Infrastruktur dan Kemudahan Awam MBAS,” revealed 

that the Council provides comprehensive facilities. The report covered the 

maintenance of the current facilities and proposals for their improvement. 

 

 

 

 

 

 

Figure 5.  4: The perception in the provision of facilities 
Source: Research Findings, 2016 
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5.8.11 Urban Safety in Alor Setar 

Newburn (2003) highlighted that since the 1970s the idea of crime and the fear of the 

crime have emerged as issues that are part of daily life. Fear of the crime is a factor 

that affects the choice of the route used when travelling, the type of transport used, and 

the frequency that residents leave their home. Figure 5.7 shows more than half of the 

respondent chose a neutral answer (53.4%).  

 

According to Astro Awani dated 20 December 2016, the crime rate in the country 

decreased between 2011 and 2015. However, according to the same report, the 

perception has not increased due to prejudice against the police. Lack of increase in 

perception is underlined by the fact that 4.9 percent of the respondents chose “Strongly 

Disagree” and 16.9 percent chose “Disagree.” A study by PEMANDU (2015) found 

that 65 percent of the people in the community are worried about crime in their locality. 

 

 

 

 

 

 

 

Figure 5.  5 : Perception on Urban Safety in Alor Setar City 
Source: Research Findings, 2016 
 

24.7 percent of the respondents did have a positive perception that Alor Setar is the 

safest place in Malaysia. In Malaysia, the effort of crime prevention is mainly driven 

by cooperation between government agencies such JPBD, PDRM, JKR, the Local 
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Authority, and the NGO’s. One of the focuses for crime prevention has been to work 

on aspects of layout and design which will produce an ideal setting that will minimise 

crime.  

 

The concept “Safe City” is applied through the concept “Crime Prevention Through 

Environmental Design (CPTED)”. CPTED is based on the idea that “the detailed and 

efficient design of the physical environment can influence human behaviour from 

committing a crime as well as reducing the fear of crime and the incidence of crime 

while increasing the quality of the environment and the quality of life” 

(PLANMalaysia, 2012). The report of “Mengenali Infrastruktur dan Kemudahan 

Awam MBAS” shows that MBAS have put some serious attention on the “Safe City” 

programme. 

 

5.8.12 Brand of Alor Setar 

The analyses in Chapter Four demonstrate that place branding is one of the concepts 

that is uppermost in respondents’ minds. When people think about a place, such as a 

city, then the branding is what stands out for them. Quantitative findings found that 

most of the respondents agreed that street food is the first thing that comes to their 

mind when talking about Alor Setar. Respondents were given four choices of choice 

which are; culture; architecture; city design / city planning; and street food.  

 

According to Figure 5.8, the respondents’ perception of Alor Setar place brand is street 

food (97.7%). The mean value of the section was a high value of 3.95. However, no 

one chose city design / city planning among the respondents. 0.8 percent of the 

respondents chose “culture”, while 1.6 percent chose “architecture.” 
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Figure 5.  6 : Perception of Brand of Alor Setar 
Source: Research Findings, 2016 
 

The analysis showed the positive perception for the topic of street food became as 

symbol in Alor Setar. Further analysis using the chi-square technique was carried out 

to determine whether there is relationship between perception of local food is special 

and perception of Alor Setar place brand. 

Table 5. 22 
Relationship between Perception of Local Food and Perception on Brand of Alor 
Setar 

Perception Culture Architecture City Design/City Planning Street Food Total 

Strongly Disagree 0 0 0 0 0 
Disagree 0 0 0 0 0 
Neutral 0 0 0 0 0 
Agree 2 5 0 293 300 
Strongly Agree 1 1 0 82 84 

Total 3 6 0 375 384 

Source: Research Findings, 2016 
 

The analysis yielded a chi-square of 0.326 and was not significant at the level 0.05 but 

significant at the 0.10 level (p=0.850). It can conclude then that there is significant 

relationship between perception of local food is special and perception of Alor Setar 

place brand. A similar analysis was carried out to determine whether there is an 
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association between the perception that street food became a symbol of food culture 

in Alor Setar and perception of Alor Setar place brand. The analysis produced a chi-

square of 1.975 and was not significant at the level 0.05 but significant at the 0.10 level 

(p=0.740). Most respondents who agreed that street food became a symbol of food 

culture in Alor Setar were having thought of Alor Setar place brand is street food. 

 

5.9 Relationships between Respondents’ Background and Perception 

As part of the study, an analysis was also performed to define the relationship between 

respondents’ background and their perception. Preliminary analysis of the data showed 

that the Siamese had the highest knowledge of culture followed by the Malays, 

Chinese, and Indians (Table 5.24). The average knowledge for each of these four 

different ethnic groups is 3.92. 

Table 5. 23 
Descriptive Analysis of the Knowledge of Culture between Ethnic Groups 

Ethnic Group N Mean Std. Deviation 
Malay 194 3.97 0.723 
Chinese 94 3.97 0.740 
Indian 78 3.73 0.907 
Siamese 18 4.00 0.594 

Total 384 3.92 0.766 
Source: Research Findings, 2016 
 

Further analysis using the one-way ANOVA technique revealed that the difference 

was significant at the 0.05 level. However, the analysis did not identify which ethnic 

groups differed from the others. In order to discover that aspect post hoc test was 

conducted and the results are presented in Table 5.27. The mean difference of 

knowledge of local culture between Malays and Chinese was 0.006, and this was not 

held to be significant at 0.05 (p=0.949). However, the mean differences between Malay 

and Indian were 0.243, and this was held to be significant at 0.05, with the probabilities 

of error (p) being 0.018. 
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The post hoc test revealed that the mean differences between Chinese and Indian were 

0.237, and there were held to be significant at 0.05 (p=0.043). There were no 

significant differences between Chinese, Malay, and Indian. The mean differences 

between Indian and both Malay and Chinese were shown to be significant with p=-

0.243 and -0.237. Finally, at the 0.05 level, the Siamese respondents had no 

significance with regard to Malay, Chinese, and Indian. Therefore, these results 

suggest that ethnicity does not influence the knowledge of the local culture. 

Table 5. 24 
Knowledge of Local Culture between Ethnic Groups 

Respondent's Race Mean Difference Significant Level 
Malay Chinese 0.006 0.949  

Indian 0.243* 0.018  
Siamese -0.026 0.891 

Chinese Malay -0.006 0.949  
Indian 0.237* 0.043  
Siamese -0.032 0.871 

Indian Malay -0.243* 0.018  
Chinese -0.237* 0.043  
Siamese -0.269 0.178 

Siamese Malay 0.026 0.891  
Chinese 0.032 0.871  
Indian 0.269 0.178 

*. The mean difference is significant at the 0.05 level. 
Source: Research Findings, 2016 
 

Further analysis was done to determine the relationship between the education level of 

the respondents and their agreement that image of a place can also be the place brand. 

Based on a questionnaire that was answered by the respondents, this analysis attempted 

to find whether was such a significant relationship. A Spearman correlation test 

revealed a positive but weak relationship with a correlation coefficient of 0.056. The 

significant level between these two variables was 0.275 which indicates there was no 

statistically significant correlation, refer Table 5.26. Therefore, it can be concluded 

that the agreement that the place image can also be the place brand had no significant 

correlation with the education level of respondents. 
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Table 5. 25 
Relationship between Respondents Education Level and Agreement on Branded 
Place Image 

Spearman Correlation 

Respondents education level and agreement that place image can 
be a brand 

Correlation 
Coefficient 0.056 

Sig. (2-tailed) 0.275 
N 384 

Source: Research Findings, 2016 
 

The objective of a further correlation test was to examine whether there was a 

significant relationship between work and age of the respondents and their knowledge 

that a place can be a brand and their perception that most cities in Malaysia do not 

have a brand. Both variables are presented in a Likert scale. Using the Spearman 

correlation method, the relationship analysis was carried out. For every study area, the 

correlation coefficient was less than 0.5, and was either positive or negative, which 

indicates a fragile relationship. 

 

Using the Spearman correlation method, it was revealed that there was a significant 

and weak negative relationship between the respondent work and their perception that 

most cities in Malaysia do not have a brand (p=-0.24). In addition, there was a weak 

negative relationship between their age and their perception that most cities in 

Malaysia do not have a brand. In conclusion, the significant level of age and their 

perception that most cities in Malaysia do not have a brand are not more significant 

than 0.10, which shows no significant correlation. 
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Table 5. 26 
Relationship between Respondents Age and Work, and Perception on Malaysia 
Cities Brand 

Spearman Correlation Perception place 
can be a brand 

The perception 
that most city in 
Malaysia does 

not have a 
brand 

Respondents Age Correlation Coefficient 0.061  -0.35 
Sig. (2-tailed) 0.234  0.499 
N 384  384 

Respondents Work Correlation Coefficient -0.126*  -0.24 
Sig. (2-tailed) 0.014  0.633 
N 384  384 

*. Correlation is significant at the 0.05 level (2-tailed). 
**. Correlation is significant at the 0.10 level (2-tailed). 
Source: Research Findings, 2016 
 

The Spearman correlation technique exposed that there was a significant and weak 

negative relationship between a respondent’s work and their perception that a place 

can also be a brand. Moreover, there was a weak negative relationship between their 

work and their perception that most cities in Malaysia do not have a brand (p=0.014). 

Apart from these findings, the significant level for respondents’ age and their 

perception that most cities in Malaysia do not have brand are more significant than 

0.10, which illustrates that there is a significant correlation between the two variables 

with a correlation coefficient of -0.126. 

 

As a result of the Spearman calculations, a Point-Biserial Correlation study was 

undertaken to determine the relationship between the respondents’ gender and their 

origin and their knowledge on public participation and the public’s involvement in 

development planning. 
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Table 5. 27 
Relationship between Gender, Origin, Knowledge on Public Participation, and 
Involvement in Development Planning 

Spearman Correlation Knowledge of public 
participation 

Involve in 
program 

Respondents 
Gender 

Correlation Coefficient -0.058  -0.119* 
Sig. (2-tailed) 0.255  0.019 
N 384  384 

Respondents 
Origin 

Correlation Coefficient -0.087  -0.149** 
Sig. (2-tailed) 0.088  0.004 
N 384  384 

*. Correlation is significant at the 0.05 level (2-tailed). 
**. Correlation is significant at the 0.10 level (2-tailed). 
Source: Research Findings, 2016 
 

Analysis using the Point-Biserial Correlation between the respondents’ gender and 

their knowledge on public participation revealed that there was a negative, weak and 

not significant relationship with a correlation coefficient of near 0. For the 

respondents’ origin, the correlation was negative but also weak with a coefficient of -

0.087. However, a correlation test for the respondents’ gender and involvement in the 

program was negative with a correlation coefficient of -0.119 that was significant at 

the 0.05 level. Furthermore, a correlation test for the respondents’ gender and their 

knowledge of public participation was negative with a correlation coefficient of -0.149 

that was significant at the 0.10 level (Table 5.30). 

 

Standard testing using the Spearman correlation method showed the correlation 

coefficient for the respondents’ work and the use of street food as a symbol of the place 

was 0.055 and not significant at a level of 0.05 (p=0.280). By using the Pearson 

correlation technique, an analysis of 384 respondents indicates that there was no 

significant correlation between the respondents’ work and the topic that Alor Setar 

City is an exciting and healthy place to be with correlation coefficients of -0.097 

(p=0.057). 
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Table 5. 28 
Relationship between Work and Length of Stay in Alor Setar and Agreement on 
Street Food and Level of Exciting and Healthy 

Spearman Correlation Street food as a  
symbol of the place 

Alor Setar City  
is an exciting  

and healthy place 
Respondents Work Correlation Coefficient 0.055  -0.097 

Sig. (2-tailed) 0.280  0.057 
N 384  384 

Respondents Period Stay in  
Alor Setar 

Correlation Coefficient -0.019  -0.124* 
Sig. (2-tailed) 0.708  0.015 
N 384  384 

*. Correlation is significant at the 0.05 level (2-tailed). 
Source: Research Findings, 2016 
 

A Spearman correlation analysis between the respondents’ length of stay in Alor Setar, 

and their perception that Alor Setar City is an exciting and healthy place exposed that 

there was negative and weak and a significant correlation relationship with a 

correlation coefficient of -0.124. However, there was no significant relationship 

between the period of stay and the topic that street food could be a place symbol. The 

correlation coefficient was -0.019 and not significant at the 0.05 level (p=0.708). 

 

5.10 Summary of Chapter 

This chapter describes the results of the analysis and relates it to the background of the 

respondents' demographics and their perceptions of culture, place image, place 

branding, and public participation in local planning. Overall, the respondents had a 

positive perception of place image and place branding. The study also found that street 

food is the first thing that comes to respondent’s mind when talked about Alor Setar. 

However, their view of the level of participation in local planning was less satisfactory. 

Participants also had a good perception of the Alor Setar City Council and its 

preparation of development in its administrative area. 
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CHAPTER SIX 
 

DISCUSSION AND CONCLUSION 

6.1 Introduction 

The discussion of this chapter gives the answers to the original objectives of the 

research which were respectively; (1) to define the meaning of place branding by 

government officials, (2) to define the meaning of place branding by the people, (3) to 

examine the perception of place branding was conceived, built, and used by the 

government agencies, (4) To explore the benefits and difficulties of place branding, 

(5) to formulate suitable strategic technique of place branding. There is much 

competition between places due to the rapid development and changes in their 

environments and the ongoing trends associated with developments. This competition 

provokes a need for a place to become better than their competitors. It has activated 

place marketing with the emphasis being made on the perception of the place as the 

brand. 

 

6.2 Discussion and Conclusion 

Consequently, the study has the approached interpreting place branding along the 

trajectory of general perception and understanding. The perspective of the government 

agencies and those who use a place user are an essential factor in determining the 

identity and image of a place. The attempt has been made to develop a place branding 

strategy from the perspective of the users and then adapt to this strategy to city 

planning.  To examine perceptions of place branding, it is necessary to have local 
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people act as the agents of the community and thus play a critical role in helping 

discover what their communications and interactions with the geographical and 

physical environment, and the culture, actually are.  

 

The research involved three stages that were undergone to evaluate the validity of the 

procedures that were being followed. It commenced with a literature study, followed 

by interviews with government agencies, and a questionnaire for users. After these 

steps, the strategic technique of branding strategy was developed. In the closing stages 

of this research, the recommendations were made. The following sections explain the 

findings and results of the research in detail. 

 

6.2.1 The Meaning of Place Branding by Government Officials and The People 

The section discussed objective number one which were to define the meaning of place 

branding by government officials and the people. Literature findings in Chapter Two 

found place branding used widely all around the world, and the investigation suggests 

that it must do so by dint of a combination of the assets of a place (physical and non-

physical). Handley (2012) asserted that a brand is the perception of people have about 

your business or product. It is the images that others perceive about you (Kapferer, 

2012).  

 

Finding shows Kotler (2000) was considered; that the brand is a name, term, image or 

design, or a mix of them, which is made to imply the merchandise or administration of 

one vendor or dealer and to separate that brand other contenders. Kornberger (2010) 

told that it is the people consuming the brand, not the products or services which define 

the trademark of the product. Kapferer (2012) noted that a brand is the memory about 
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a product and future products. In Chapter Two, Kapferer (2012) say, the first meaning 

associated with “brand” is the name given to a product or service from a source. 

 

 

Figure 6. 1: Perception of Place Branding  
Source: Research Findings, 2016 
 

Figure 6.1 shows the belief of place branding by government officials and the city 

users. The findings show that place branding is produced through a blending of place 

assets. Accordingly, place branding is really about the experiences of people in 

connection with the place. It is how people feel, what their reactions are, and how they 

bond emotionally with the place. Therefore, it would not be too much to assert that the 

place branding is the extension of an idea of the sense of place. The meaning of place 

branding discovered by this research is revealed out of the promise, the experience, 

and having the confidence to return to the place. 

 

The research finding found that the government official reckon that place branding is 

one of the mechanisms using in development and is drawn from an image showed from 

a locality. However, findings discover that majority of city users did not know a place, 
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cultural, and place image can be brand. Even so, unique understanding of place 

branding given by government official. It can be saying that place branding is the 

consolidation of narrative, sentiment, emotion, and the spirit of the place, all of which 

generates the identity and image of the place. Furthermore, it takes various ingredients 

to produce the brand of the place. It is the way to express and feel that is multi-faceted 

but rational, interlinked and entirely steady. The brand is an identity and creates an 

image. From the image and identity, the ‘non-user’ of that brand can begin to recognise 

the product. It can be concluded that the findings found unique understanding of place 

branding. This idea suggested to the research that the “brand” had the same as the 

meaning as that of the word “trademark.” Findings in Chapter Five shown that majority 

of city users does not know about place branding. These findings expressed that the 

public did not have the knowledge about place branding compared to officials.  

 

This research found that the brand serves additionally to unite and strengthen the 

process of collecting experiences about a place. It portends promise of a tremendous 

journey that can then be related and experienced in the place. It can thus be concluded 

that place branding is about the experience of people with the place. It is how the 

people feel, their reaction, and their emotional bonding with the place. The analysis 

shows the respondents understand place branding as the extension of the idea of a 

sense of place. The brand is the combination of the tangible and intangible assets that 

the place offer. It can, therefore, be said that place branding is driven more by the 

physical and emotional features experienced by people. The finding shows that the 

brand or trademark tends to jog memories in people, and they then remember the item 

with which the brand is associated. The product or business relies upon the admiration 
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and trust associated with its brand name. Regarding place branding, that is efficient 

when the place continually develops and keeps pace with the changes within it.  

 

The place branding elements found are; buildings, public transportation, infrastructure, 

logo, slogan, the story of place, history of the place, and a sense of place. A place 

offers the characteristics that allow a product to be brought to the market and as Govers 

(2013) said, the place is a combination of cultural, housing opportunities, education, 

tourism product, market combinations, investment opportunities, exported goods and 

employment offerings. The consolidation of all or some of these components is thus 

expressed as the promise of the place. The experience of the place is part of what 

generates some of the investment from the target consumer.   

 

Based on the findings, the research looks that place branding as analogous to an 

orchestrated set of musical instruments. Any musical instrument may be made to 

produce music, but when integrated with other instruments, the results are usually 

more exciting. However, such orchestration requires a careful arrangement for if it is 

done indiscriminately, the results may well be unpredictable and perhaps musically 

unpalatable to an audience. Place branding is about the elements, assets, stories, and 

emotions that a place has to offer. In summary, it is suggested that place branding 

understood by government official and the public thus: 

i. With regards to place branding, this is effective when the place continually 

develops in concert with life in the place; 

ii. The “brand” has the same type of meanings as the word “trademark” which 

ensures that people catch onto it and remember it; 

iii. The brand is an identity and created image. From this image and identity, the 

‘non-user’ can begin to recognise the product; 
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iv. Place branding must be constructed by a combination of the place assets. As 

an idea of place branding, it could be said to have been blended from the 

assets of the place; 

v. The unity of physical and non-physical assets is crucial because both are 

moving synchronically and they both shape the nature of a place; 

vi. The research proposes that place branding is a combination of the tangible 

and intangible assets that the place offers; 

vii. Place branding is about the experience of people with the place. It is how 

people feel, what their reactions are to it, and their emotional bonding with 

the place; 

viii. Place branding is the idea of an extension of the sense of place; 

ix. Place branding is derived out of the promise, the experience, and feeling 

confident about returning to it; 

x. Place branding is like a mix of musical instruments. A musical instrument can 

produce music, but if integrated with another instrument, the results are more 

exciting. It must be arranged carefully. If it is done indiscriminately the results 

will be discordant; 

xi. Place branding is about the assets, stories, and emotions that the place has to 

offer. 

 

The earlier discussion is about the meaning of place branding by government officials 

and the people and from it, the research found that place branding has two roles which 

were to distinguish a place from others and the second role is to make the place as a 

destination. This study shows the rigours of place branding could help avoid that 

similarity and try to make a place different and unique. Also, from the research it was 

found that place branding needs more conciliatory techniques to become more 

inclusive. Findings presented the authorities need to make the outsiders notice the 

place and shows people why they believe that they are a good place, giving them the 

best experience to make a place become more inclusive and unique. 
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6.2.2 The Perception of Place Branding was Conceived, Built, and Used by The 
Government Agencies 

To meets objective number two, this section holds further discussion on the perception 

of place branding was conceived, built, and used by the government agencies. The 

results of research revealed that there is no specific branding strategy in Alor Setar 

even the government officials unanimously acknowledged branding as one of the most 

critical steps in city planning. Findings present that government officials were being 

considered place branding place branding strategy to tries to restore and strengthen the 

image of a place. Findings generated plenty of officials’ ideas about the elements that 

must be in place branding. 

 

The research divided the elements into three general groups which are tangible, 

intangible, and natural environment assets. The findings in Chapter Four found the 

government officials had agreement that it is easier to promote the physical and natural 

environment assets because they are invisible qualities and physical elements can 

causally link with people. However, from the findings it been found the intangible 

assets need more creativity and innovation by the authority to portray them as part of 

a lifestyle. 

 

The findings realised the tools of place branding can be divided by physical (tangible) 

and non-physical (intangible) assets (Figure 6.2).  If the primary target is to build up 

the feeling of people on what the place offers and its assets, then its strengths should 

be part of the brand. The vital element involves attracting the attention of social 

systems. As previously discussed, place branding is the unity of physical and non-

physical assets. Hence, the elements would be visual symbols (building, public 

transportation, & infrastructure), logos, slogans, and the intangibles (story, history, and 
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sense of place). As qualitative analysis discovered, the logo and slogan in place 

branding are a fundamental physical element. Even though most of the respondents 

contended that the logo and slogan did not play a significant role in place branding, 

findings from the literature showed the opposite. These tools are part of the image 

itself and can be applied as a tool to deliver the message and the image of a place.  

 

 

Figure 6. 2: Tools of Place Branding  
Source: Research Findings, 2016 
 

A visual symbol is often made by utilising a landmark of a place. Literature findings 

exposed that usually the landmarks of a place are regularly employed as devices to 

promote a city. The Eiffel Tower is synonymous with Paris, KLCC with Kuala 

Lumpur, Big Ben with London, Red Square with Moscow, and the Great Wall for 

China. All these landmarks persist as images for the place from which they originate 

and which they stand for. Qualitative findings show, place branding can also hold a 

historical element and sometimes historical values. For example, the historical 

buildings of Rome represent it as a city. A study involving the public proves that 53.1% 

of them agree that old buildings have an intrinsic value. As well as landmarks, the 
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study realised that public transport can also sometimes act as place brand. The words 

‘efficient public transport' could, for instance, entice people to visit or live in a place. 

As example, Japan known as a country that has an efficient, modern, and highly 

developed of public transport. The study was also found that place branding is a 

combination of the authentic experience of the person and the story told by other 

elements. It is recommended that a delightful story of a place be incorporated into the 

elements. However, the story must describe the place with skill and must mention the 

place as often as possible. Place brands sometimes also need a fair amount of myth 

and legend.  

 

Findings in Chapter Five shows that the landmarks like Masjid Zahir, and Pekan Rabu 

reminded the users about Alor Setar City. Finding shows the Draft of Local Plan 

MBAS 2035 categorised Pekan Melayu and Pekan Cina as locations that have old 

buildings. The finding exposes that for creativity and innovation, the authority needs 

to find the physical element in the intangible elements. Also, the authority must look 

further into creativity and innovation, even if they expand a little bit of the intangible 

element. Results of study discovered that Alor Setar is synonym with local food. The 

outcome found that food in Alor Setar can be link with city planning by consideration 

a hawker on the street in every development plan. The users of Alor Setar say that 

street food is the first thing that comes to their mind when talking about Alor Setar. 

 

To promote place positively, the delivery technique used must be relevant, accessible, 

and meaningful. On this subject, the findings show the idea of using digital promotion 

as it was the most proper technique currently being used by various places for product 

promotion. Results obtained that new social networking sites such as Instagram, 
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Facebook, and Twitter are changing thousands of the beliefs about many places in the 

world. Government officials and city users had similarity in the use of this technique. 

However, the results of research also not averse to the use of traditional methods such 

as printed newspaper and magazines. 

 

Research results found there are many potential ways of making an impact using this 

new promotion mechanism. Findings revealed that today, the internet is an enormously 

powerful tool. The study also found that a lot of world-class places and cities use social 

media campaigns aggressively. Majority of places use all the outreach initiatives 

elements like Facebook, Instagram, Twitter, YouTube, and smartphone apps and they 

produce less printed advertising. Finding find out the using of current communication 

technology to contact the prospective audience directly enables them to interact with 

the place and the brand. It shows with the latest digital technology, people are just 

walking and phoning, then obtain a lot of information about a place. The research 

realised, does not matter what method is used, it is important that the authority 

recognise their target audience to ensure that information reaches the target groups. By 

that, this research understood the right channel used to broadcast info will ensure that 

the brand message is clear, right, and will reach the target audience. 

 

Findings found that logos and slogans have an important part to play in place branding, 

but there is also something more widespread. The research has shown that there are no 

slogans or brand particularly and exclusively used by Alor Setar City Centre. However, 

in the 1990s, the Kedah State government introduced the tourism slogan "JOM PI Alor 

Setar" (Bernama, 1999). In the 2000s, the slogan was uncommon or unknown about. 

Result of findings admitted place branding is not like the brand of product and service 
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and it reaches out beyond of the logo and slogan. However, the research believed the 

logo is one of active way of presenting the message of the place or the city and it is 

like the concept of a picture giving a thousand words. Findings suggested the logo and 

slogan must present a place and it should easy to understand. Result pointed that logo 

and slogan is important to the local authority and the media. By logo and slogan, the 

concentration on place branding manifestation can be done. 

 

The findings concur with Morgan, Pritchard, and Pride (2002) that slogans and logos 

are one of the keys to brand awareness and perception. Research findings show the 

slogan and logo package up the item as if it was in a box and the image of the logo 

holds much of the message and meaning. Government officials contended that the logo 

and slogan do play a significant role in place branding. Also, the results of the study 

agree with a public belief which revealed that 54.2% of city users agreed that a logo 

and slogan are vital in branding. The research suggests logo and slogan focus the 

branding of a place and firmly put those desired elements into the minds of potential 

consumers. A slogan is essential to ensure that people remember the place. It was 

therefore essential to the local authority and the media to promote a place using a 

slogan. As the example, “what happens in Vegas stays in Vegas,” recalls the brand of 

the destination and thus the destination itself. For effective advertising, this research 

suggests that the slogan must be a straightforward, simple message, and avoid any 

negativity. The findings found the logo has much of message and meaning. It was 

because the easiest way to understand the visual thing is a logo. Besides logo, research 

finding shows slogan was important to the local authority and the media. By logo and 

slogan, the concentration on place branding manifestation can be done. 
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6.2.3 Place Branding in City Planning 

To answers objective number three, discussion on this section discuss about place 

branding in city planning. Chapter Two discovered that the city forms due to the 

influence of its physical situation as a “free variable” which also affects the “social 

value of a place” (Lynch, 1960). Findings in Chapter Two also shown that Andreoli 

(1996) describes the image of the city as being shaped by its structure. However, 

Calvino (1997) depicts city areas as imaginative places and structures play areas to 

give the city an intellectual image. The image of the city is highlighted with illusions, 

myths, desires, and dreams. It turns out to be true, and that image is insightful and 

informative and is as exact as that of the maps finding the city on the earth (Raban, 

1974). Without the story, the creative energy of urban societies is hidden, remarks 

Abbas (2003), and it is about the game between the city and the image.  

 

Research findings found that place branding is possible to combine with city planning 

and it should run together. The results showed a major sentiment within the group was 

that branding helped places or cities to become radar for the destination and allows a 

place to get a foot in the door. As discussed in earlier section, the research found if a 

place gets noticed by the target audience, and because it has their attention, it gives a 

place an opportunity to present why that place is an excellent destination for target 

audience. Findings also found that place branding helps the authority to make 

themselves recognizable to the potential audience and place branding has a significant 

role in city planning as it fulfils the necessity to remain relevant to a target audience. 

Additionally, results exposed that the addition of facilities provide by authorities 

helped to outline the brand of the local authority, as well as giving the concept of a 

facilities-friendly municipality and attract and interest their target audience. Findings 
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suggested that ‘good basic facilities’ should be the primary focus of place branding 

because it is a key factor in development planning, and it can be one of the factors that 

can change peoples’ view of people a place. As shown in Chapter Four, there are those 

among of the government officials who consider that place branding becomes an 

integral part of development planning. Results of research revealed the transition to 

becoming a creative and knowledge-intensive place or city is led by focusing on talent 

recruitment. Findings point that creative development is all about planning, and 

branding can be a tool to attract more visitors and investors and keep the existing ones. 

 

The results of research pointed that the public to take part in developing of a place 

brand. In city planning, Act 172 outlines the Local Planning Authority (LPA) must 

prepare a copy of the draft of development plan (State Structure Plan, Local Plan, or 

Special Area Plan) which is to be showed so that the public can inspect it. In Chapter 

Four, governments officials revealed that the involvement of the public in the 

development plan is at a low level. It proved in Chapter Five after findings showed 

that the city users did not know about their roles in development planning. 

 

Findings realised that the involvement of the public in decision-making processes is 

considered as important for successful development planning and tourism programme. 

Also, results say that city users want to cooperate with government agencies to produce 

a place brand. Quantitative finding displays more than 60% of the respondents agreed 

that government agencies needed to work together with the public to produce the brand 

of the place. In this way, they can learn precisely what the place has to offer and what 

the people want with respect to tourists, residents, or investors. The findings noted that 
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there was a positive belief from city managers and city users to the idea of place 

branding. 

 

6.2.4 Benefits and Difficulties of Place Branding 

This section has discussion in responding to the objective three. The results illustrate 

that place being able a place to stand out and be different from their competitors. 

Findings showed place branding was considered an essential part of initiatives for 

economic development and currently seen as more of an alternative in city planning 

procedures. Findings found five benefits of place branding as shown in Figure 6.3. 

 

 

Figure 6. 3: Benefits of Place Branding  
Source: Research Findings, 2016 
 

The results say place branding currently seen as more of an alternative in city planning 

procedures and finding found that the government official and city users agreed to say 

that Alor Setar has potential to prove its brand as a welcoming and smart place, which 

is accessible to everyone, and it wants to attract users of diverse backgrounds and 

encourages economic generation. Findings also showed that integrating the place 
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branding agenda into the city planning procedure would allow Alor Setar to build more 

partnerships with other cities and regions. It suggests a progressive approach by the 

city might attract the attention of investors who may wish to invest in the program, or 

in the place itself. The research found it is essential to steadily work against the current 

situation and continue to redefine the potential of the place to become a formidable 

opponent and innovator and the local community will get an advantage by using place 

branding strategy as a mechanism in city planning were it to become a success. The 

study found the agreement among the respondents that a successful approach can lead 

to reinforcing the judgment of decision-makers and the local pillars of the community 

to help with propelling the place to further improvements and inject new energy into 

it.  

 

Results showed that everything potentially has weaknesses, and this includes place 

branding. Findings showed that place branding can take a good place and product and 

make it become a dull and unessential place and the authority must prevent the place 

branding from being weak to the point where it might lose grounding and focus. 

Findings found place branding is not like a product that pertains to goods and the 

community of place is a free body of people, and it cannot be controlled in the same 

way as goods or services. The community is significantly more complex and often 

hard to fathom, it is difficult to reformulate or if the brand is not powerful enough or 

is not meeting the expectations. Indeed, the research found even the prospect of 

changing the name of the place could become extremely difficult. 
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Figure 6. 4: Difficulties of Place Branding  
Source: Research Findings, 2016 
 

The research found that the lack of resources, insufficient number of staffs, inadequate 

quality, and limited or no expertise might cause discrepancies in the resulting brand. 

Results exposed that many municipalities do not have 'in-house' expertise. Besides 

that, the findings found the contemporary problem of place branding is because the 

authority does not contextualize it correctly. The authority considers the brand as the 

'panacea’ or ‘catch-all’ that will solve all the ills that they face about their place. 

Another issue found was the finance budget and logistical support. In line with robust 

brand creation, results say the authority must have the guarantee of financial and 

logistical support to ensure that the brand can meet the final target that was set. 

 

6.2.5 Strategic Technique of Place Branding 

To fulfils the last objective of research, this section discusses on the strategic technique 

of place branding. The use of place branding is essential to create a successful strategy 

for branding, overall. Based on the results of previous discussion, the research 
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indicates that the need for place branding and process of developing a brand needs to 

highlight what is significant about a place to differentiate the place from others. 

Findings found the sixth approach is fits to apply in the Alor Setar as shown in Figure 

6.5. 

 

 

Figure 6. 5: Strategic Technique of Place Branding 
Source: Research Findings, 2016 
 

Before starting the project, the findings found that a work team must be set up. A team 

must be involve agents of government agencies, public, private sectors, industries, and 

arts, education, and media delegates and all stakeholder need to involve in the early 

stage of the program or project. The analysis shows the respondents suggested that 

every member of the team needs to explain their assumptions about the project. The 

research results recommended that a project team produces a “team charter” that 

interprets each of the features of teamwork. A “team charter” must hold the vision and 

values, team processes, goals, communications and coordination, authority and 

accountability, and resources. 
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Results suggested, after the work team was set up, the team needs to formulate the 

project goals, a vision, mission, and the objectives of the place branding initiative need 

to be crisp clear before the project or program start and goal of the project must be 

clear, realistic, timely, and inspirational concerning the place. Next step suggestion by 

findings is a careful study needs to carry out to support the decision-making process. 

Findings stressed that this process is important to recognise the issues of a place. 

suggests that a study and analysis needs to be done in order to find the critical 

recommendations for the place. Results recommend the  examine three major 

perspectives; (i) place identity, (ii) perceived place image, and (iii) projected place 

image.  

 

The next procedure found is to create a status based on a consistent, enthralling, 

different and ubiquitous sense of place. Findings suggested that this process is the 

creation of a positive image for place identity. The results suggested a variety of 

approaches and ideas would enable understanding of what brand elements and 

messages should be emphasised. To create a brand strategy, findings shown that 

research of a place needs to be undertaken by using qualitative and quantitative 

approaches in the method. Study suggests the process of brand creation must involves 

more than just the members of the authority and should include every element 

associated with a place. Findings say that the authorities must choose whom to target 

and whom not, and what they wish to be and what not and this strategy needs to utilise 

a psychographic part. Results believed that one of the major concerns that multiple 

shareholders in place branding methods reveal is the puzzle of how different target 

associations can perform as part of a consistent and individual brand. That leads to an 
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understanding as to why many places go for brand values that involve vague 

implications to heterogeneity, variety, and dynamics. 

 

Following, findings found the next step of procedure is to implement the new place 

brand. Findings showed that place branding need to includes a significant investment 

in construction, communication, and collaboration. The research findings presented 

these ingredients are usually built by the introduction of attractions, amenities, access, 

and more services connected with the place. This shows all the elements mutually 

support each other and thus are needed. The combination of current technologies 

available has produced both real and virtual environments that support the drive for 

customisation to the message and thus supporting and effecting communication with 

the user. The research found collaborating and connecting with stakeholders is one of 

the hardest undertakings the practice of place branding, particularly when the 

stakeholders themselves lack an understanding of the sources, the society, beliefs, and 

how to control the process. 

 

Last steps found in research was monitor, evaluation, and review the place brand that 

implements. Results believed this technique is important to evaluate the effectiveness 

of the new place brand, the brand’s equity or brand value needs to be calculated 

periodically. Findings found a study of online social media and other sites is needed 

in this stage. Findings suggested to do a survey of what are people are discussing about 

the brand on Instagram, Twitter, Facebook, other communities, and online virtual 

societies. Furthermore, when trying to understand the impact of the projected image, 

the research pointed one could even go as far as to evaluate the place image, its 

recognition and quality of its discernment amongst mediators and managers, in 
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professions such as columnists, travel writers, investment bureaus, travel agents, 

recruiters or tour operators. 

6.3 Summary of Chapter 

This chapter explains the research based on research objectives that outlined at the 

beginning of the study. Based on discussion, the research meets the objectives and 

responded to the research questions. Next chapter which is closing chapter of this 

thesis holds recommendations which is thought to be suitable for use in topic of place 

branding. 
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CHAPTER SEVEN 
 

RECOMMENDATIONS 

7.1 Introduction 

The study aimed to knows the perception of place branding by government officials 

and local people in Alor Setar, Kedah. The objectives of the research discussed as part 

of the analysis that was conducted. The previous chapter discussed the findings and 

suggested this research meets it objectives. This chapter makes recommendations 

based on findings. Also, at the end of the chapter, suggestions are made as to the 

direction for future research. 

 

7.2 Recommendations 

The following plans have some recommendations based on the ideas of place branding 

and city planning. It is not contended that all the approaches must be completed for 

any project. It is however suggested that the place carefully considers, which of the 

following approaches are most advantageous to a project that intends to make branding 

part of their city planning strategy. It is also relevant to recognise the resources the 

place has available to complete a strategic plan successfully. The tactics to be 

employed are a combination of refreshing current strategies and assessing the potential 

implications for ensuing development and actions. It should be noted that the different 

strategies can become altered depending on whether a long-term or short-term 

approach is taken. To conclude, Alor Setar must make decisions that are contingent on 

what overall goal it has for city development. 
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7.2.1 Branding Strategies in Alor Setar 

After reviewing the findings, this research suggested a branding strategy that can be 

apply in Alor Setar or another suitable places. This research recommends Alor Setar 

to use the sixth approach. That approach starts with set up a work team, formulating 

the project goals, study, analysis, and imperative recommendations for place, create 

and design the place brand character, implement the new place brand, and lastly 

monitor, evaluation, and review the brand accordingly 

 

 

Figure 7. 1: Branding Strategies in Alor Setar 

 

7.2.1.1 Setup a Work Team  

To take the branding process ahead, that is crucial to set a proper framework for the 

formulation of a participating system that can practice. Set up a work team that 

includes agents of government agencies, the private sector and industry, the arts, 

education, representatives of the locals, and the media. This process must be done 

carefully. Among the government agencies proposed by this research are 
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representatives from Local Authority, State Department of Town and Country 

Planning, Tourism Malaysia, State Economic Planning (UPEN), Ministry of 

Communications and Multimedia, and local universities. 

 

The team may struggle due to mismanagement and lack of agreement about 

assumptions. Every member of the team needs to explain their assumptions about the 

project. It recommended that the project team creates a “team charter” that interprets 

each of features of teamwork. A “team charter” must hold the vision and values, team 

processes, goals, communications and coordination, authority and accountability, and 

resources. 

 

7.2.1.2 Formulating the project goals 

Formulation of the project goals, a vision, mission, and the aims of the place branding 

initiative need to be crisp clear at the start the project. The research suggests that the 

goal of the project must be clear, realistic, prompt, and inspirational concerning the 

place.  

 

7.2.1.3 Study, Analysis, and Imperative Recommendations for Place  

As with other approaches, it is essential to support the decision-making process with a 

careful study. This thesis suggests that a study and analysis need to be done to find the 

critical recommendations for the place. It requires the examination of three major 

perspectives; (i) place identity, (ii) perceived place image, and (iii) projected place 

image. This step will prompt an understanding and assertion of the sense and the 

substance of the relevant terms including a judgment of the set objectives.  
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After some single tests, the three major perspectives need to be regulated to generate 

a robust and compatible brand positioning. The arrangement of the image with the 

identity of the place is essential to make the place brand genuine and unique. The aim 

is to create a status based on a consistent, enthralling, different and ubiquitous sense 

of place. 

 

a.  Place Identity 

Place identity indicates the unique features and interests in a place that the culture can 

deliver in time. Go and Gover (2009) suggested that the features are formed by 

historical, economic, political, religious, social, and cultural written works. Therefore, 

place branding begins by considering the components that deliver up the identity of 

place. These components can be revealed by some techniques, which are provided. 

 

To start the steps, focus group sessions with essential stakeholders need to handle the 

branding method (public agencies, agents of private sectors and local community). 

Next, it can be helpful to examine historical records from museums, libraries, and 

galleries as well as meeting academics, historians, and activists with local experience 

and knowledge. Then, public perception studies of local identity, character, and 

personality might explain some useful aspects. Public studies can build on data from 

secondary sources.  

 

However, another alternative is to carry out preliminary or larger scale qualitative 

studies. These types of actions are part of a tried and tested process that uses objects 

or pictures as comparisons or stimuli to respondents enabling them to consider or 

recognise their identity. 
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b.  Perceived Place Image 

Place image can be described as the whole idea that a visitor has about a place or their 

understanding of its ‘reputation’. The image is constructed from tangible and 

intangible aspects or through an integrated approach that can usually be used in various 

places or uniquely connected with a definite location. Perceived image shapes access 

to a place as if it is a proper perception and it gives a sense of fulfilment. Consequently, 

outsiders will have intentions to visit the place.  

 

Place image can be determined by qualitative and quantitative methods which include 

visitors and non-visitors. That type of method will avoid standardisation and allow for 

new thoughts or ideas to permeate. The use of qualitative methods, for a situation such 

as storytelling, picture responses or other identification routines are also a good option 

that will complement the study. 

 

c.  Projected Place Image 

Projected place image is concerned with knowing the 'real talk’ about the place, either 

by word of mouth, the media, text, or photos. The most significant image is often 

channelled through word-of-mouth, face-to-face or now, frequently, openly by social 

networking sites and apps either on spontaneously or on demand. They are called 

'organic image makers,' which work mutually with people’s experiences.  

 

Other types of 'image makers' are marketing programs that are started by place 

marketers. Among of the more famous types of place marketers are tourism publicity 

agencies, trade and investment agencies, bodies of trade, private corporations and 

agents, financial organisations, and business associations. These are openly funded 
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image builders. Other marketing channels are termed as 'secretly sponsored' and are in 

general supported by events, the media, celebrities, travel writers, or through popular 

culture. The more place marketers that are active in public relations activities, the more 

actively the place will profit from the events and sports bureaus, media productions, 

and creative industries who will pitch beautiful images and touching words. 

 

In the process of strategy creation, only several parties may be involved in managing 

it, but all will feel the impact of it. Before the branding of the place begins, there is a 

requirement for an exchange of views on what the place branding is, what can be 

accomplished by place branding, what activities can be incorporated, and why place 

branding is helpful.  

 

The public view is critical. It forms the hopes, requirements, and rationale of most of 

the people. It is the combinations of ideas of the people in a community or place about 

a problem or dilemma. Discover the perceptions of locals and outsiders about the place 

and what they imagine about the place. This step must be done through quantitative 

and qualitative study. 

 

7.2.1.4 Create and Design a Place Brand Character 

The outcomes from the place brand analysis will help construct the idea of the 

character of the place brand. It is embedded in the brand identity, which includes the 

visual identity, signature, values, story, and scope. Accordingly, the place brand 

character needs to include interesting ideas and characteristics of the place that visitors 

can anticipate. Furthermore, the brand character needs an economic contribution.  
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Place branding is usually diminished to the design of visual identity and 

communication even though a place brand serves as a ‘product’. The place brand 

character should represent a valued companion to place identity and the type of group 

it wants to involve. That could also be included in brand positioning. 

 

1. Brand Identity 

The most critical assignment in determining brand identity is to form genuine brand 

values that build a sense of belonging and create a feeling of authenticity. It must also 

exhibit flexibility and have a sensible type of attraction for others. There are several 

potential ways that the brand character can mirror the identity of the place.  

 

For example, the brand values of the Welsh nation include the social place, real people, 

warrior spirit, and original thought. In the USA, the brand reflects the values of 

opportunity, freedom, and consumerism. Sometimes, brand values can be interpreted 

in brand guidelines, which might contain advice on the use of pictures, colours, icons, 

shapes/symbols, traditions and rituals, language/slogans, sound and smell, and 

services. 

 

2. Experience Concept 

Quintessence is a word which conveys the idea that the place brand should define an 

experience of the sense of place. This concept makes for surprising conclusions as it 

is seen that people’s pre-visit images of a place are regularly explained by stereotypical 

or misunderstood thoughts of the reality of a place because as they are created only by 

a second-hand message. People often switch their ideas of a place, and it is, therefore, 

imperative to connect the place brand to the concept of experience It must further be 
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considered that experiences include communication between the person and the 

physical and social environment. The experience includes: 

a. Social interactions; 

b. The sense of seeing, smelling, hearing, touching and biting, interacting; 

c. Memories of past including imagination and fantasies; 

d. Creating sentiments; 

Activity. 

 

In the concept of experience, places must design an optimal place brand by the use of 

“Imagineering,” and by the communication with potential visitors and contact 

networks which public and private sectors have committed to in the place brand 

offering. Then in succession set clear aims must be set and assumptions made in the 

context of potential experiences that can be co-built.  

 

In the current modern world, the concept of experience needs to make sure that an 

analogy can be drawn between tangible and intangible experiences, such as in the 

implicit worlds compared to real worlds, social networks, art, movies, music, 

travelling, exhibitions, events, or online videos. For example, it can be seen how 

visitors to New York City use Google Maps and Google Earth to get more of an idea 

about what to see and what to do. The brand-new Official NYC Information Centre 

and nycgo.com plan an improved tour of the city using Google Maps with interactive 

map tables. Hence, the people engage with it, and this creates a feeling of being there. 
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3. A Value Complement 

Places are necessary to produce strategic alternatives about how to coordinate brand 

values with the individual values of audiences. That implies that one must to choose 

whom to target and whom not; and what you desire to be and what not. This strategy 

needs to utilise a psychographic component. A psychographic study which addresses 

such things as lifestyles and personas that involves the examination of individual 

values, impulses and purposes. The method promotes an efficient way to pick these 

items out and additionally increases the individual’s self-choice and aids the co-

formation of value-complement experiences.  

 

One of the major concerns that multiple shareholders in place branding methods reveal 

is the puzzle of how different target associations can perform as part of a consistent 

and individual brand. That leads to an understanding as to why many places ultimately 

go for brand values that involve vague implications to heterogeneity, variety, and 

dynamics such as ‘the place that might have all you want.' 

 

7.2.1.5 Implement the New Place Brand 

To produce the character of a place brand, there are several factors that need to be 

settled. The concept needs to be derived from the form of events, infrastructure such 

landmarks and buildings, the supporting policies, and symbolic actions. Place branding 

is not purely based on communication and needs real product development. However, 

communication is pivotal and hence must include the components mentioned to make 

up the place brand. To build upon experiences of the place and make these compatible 

with the character of the brand, collaboration with various stakeholders is required. 
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a. Building 

Place branding usually includes a significant investment in construction. Some 

ingredients of place branding will create an immediate connection such as tourism, 

business, talent, and finance. Each of these four ingredients comprises real products, 

services and practices that improve the business potential of an area. Moreover, these 

ingredients are usually built by the introduction of attractions, amenities, access, and 

additional services connected with the place. All the elements mutually support each 

other and thus are needed. 

 

b. Communication 

There is, in the modern day, an excess of information. It might also be termed an 

‘information overload’. It is a challenge to get messages to the right users at the right 

time with current technology. Places must adapt to the new paradigm and be able to 

relay their story in a natural way but with obvious customisations to suit the 

circumstance of what they are trying to communicate. The combination of current 

technologies available has produced both real and virtual environments that support 

the drive for customisation to the message and thus providing for and effecting contact 

with the user.  

 

The new technologies enable place marketers to control the ideas they are promoting 

all the way to the users’ devices, which enables a robust branding approach and allows 

monitoring of different viewpoints that might be associated with the brand. If user 

profiles, locations, places, their likes, dislikes, and connection to the place can be 

identified, then the chance to drive suitable, equivalent, and customised information 

can be increased. This type of strategy allows places to produce their own narrative 
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and communicate individually with members of their target audience. At the same 

time, the quality of the message can be lifted, and different perceptions can be 

broadcast over diverse media channels. 

 

c. Collaboration 

To bring about the synthesis of a regular or a special place brand, it is crucial to engage 

in significant collaboration with the association of stakeholders. These stakeholders 

should ideally emanate from all tiers of community. However, it has been found that 

collaborating and connecting with stakeholders is apparently one of the hardest 

undertakings the practice of place branding, particularly when the stakeholders 

themselves lack an understanding of the sources, the society, perceptions, and how to 

control the process.  

 

The success of the place brand relies on the dedication and insights that the separate 

stakeholders can bring to bear on the project. This is, unfortunately, a complicated 

method because most of the stakeholders are likely to work in their own limited 

individual context, thus holding diverse interpretations and views on the topics at hand. 

They usually lack insufficient resources to communicate with other stakeholders and 

thus generate a mutually based proposition.  

 

To render any value from their participation, the identity of the place brand must be 

strictly regulated and controlled to try and incorporate the essential preferences from 

each of the diverse stakeholders. If a strong association can be forged this will 

encourage communications and alliances based on the participant's mutual admiration 

and confidence in each other. To affect these kinds of alliances requires the ability to 
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develop personal connections that will assist in strengthening the delegation of 

stakeholders and confidence among all of the parties. Striving to practice collaboration 

is of significant value within a group. Without being able to effect strong collaboration, 

it will be much harder to maintain an association of diverse group members. 

 

7.2.1.6 Monitor, Evaluation, and Review 

To evaluate the effectiveness of the new place brand, the brand’s equity or brand value 

needs to be calculated periodically. Brand equity is not only created by the place image 

and satisfaction with the brand or loyalty to the brand, but also through awareness of 

the brand name. If one of the elements of a brand cannot produce a powerful image 

and realise its fulfilment, there is likely to be insufficient recognition of the place 

brand. The critical thing about any approach to place branding is the need to unite all 

partners that are involved and coordinate the project according to their respective 

requirements. 

 

a. Recognition 

Brand recognition or brand awareness is achieved by having a symmetry of 

respondents in target crowds that identify the brand’s presence. Brand recognition can 

be quantified. The critical question is whether target crowds name the brand when 

asked about it in specific contexts. Furthermore, do the respondents know the name of 

the place when asked? A process termed ‘brand recall’.  

 

Babin and Carder (1996) described brand recall as “the form of memory that requires 

one to reconstruct a certain stimulus... since the stimulus is not present at the time of 

recall.” Thus, memory recognition is a way of connecting respondents to the brand, in 
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target crowds, so that they mention it first. It is seen as the highest form of brand recall. 

A question that must be asked concerning bolstering brand identification is whether 

respondents acknowledge the signature of the place when they talk about it. 

 

b. Perceived image and loyalty 

Perceived image and satisfaction must be part of the target markets of future investors, 

expats, tourists, traders, and pre- and post-visitors. Including a component such as 

image, satisfaction would expedite evaluation of the condition of the brand equity. It 

will allow longitudinal and cross-sectional studies to be undertaken where repeated 

calculations are needed as well as standard evaluations for opponent brands. 

 

c. Projected image 

In monitoring, evaluating, and reviewing the place brand, it is important to incorporate 

the projected image. It is important to understand what people are saying about the 

place and to do this involves a review of the media coverage. Additionally, and in line 

with new technology, a study of online social media and other sites is also needed. 

These include a survey of what are people are discussing about the brand on Instagram, 

Twitter, Facebook, other communities, and online virtual societies.  

 

Furthermore, when trying to understand the impact of the projected image, one could 

even go as far as to evaluate the place image, its recognition and quality of its 

discernment amongst mediators and managers, in professions such as columnists, 

travel writers, investment bureaus, travel agents, recruiters or tour operators. 
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7.2.2 The use of ICT and Social Networking Sites 

There is a continued and widespread use of social networking media such Facebook, 

Twitter, Instagram, Youtube, and other related sites in the public sector whether people 

reside within a country or outside of it. In the modern idiom, social networking sites 

(SNS) are an active and favoured type of communication channel, which have been 

adopted by various sectors in order to communicate and share a variety of information. 

It is recommended that government agencies increase the use of SNS as a means of 

communication with the public.  

 

In addition to the use of SNS, authorities have also proposed using 'Google Play Store' 

and 'Apple Store' apps that have been created for smartphones and tablets. The 

proposed apps would contain features about the place and its program of activities. 

The following are some views that could be applied to creating apps: 

i. The apps should contain the summary of the State Structure Plan, Local Plan, 

and Special Area Plan. Users should be allowed to review zones designated for 

land use. This application should always be kept up to date. 

ii. Apps that might enable users to share and explore place content, including 

headlines, events, program, and stories. A user could also travel around the 

area’s attractions using a map or feed. Users could create and contribute their 

own exciting elements such as restaurant reviews, local news, events, or ask 

questions such as “what’s the best running route in the place?” or “which local 

restaurant has the most genuine traditional food?” Moreover, users could chat 

with other users about the place. 

iii. Apps that follow markers presented in a mall and retail shops which correspond 

to deals advertised via targeted messages from the mall and retailers around 

Alor Setar City Centre. These apps would allow small retailers to promote their 

business directly to smartphones of people within their neighbourhood. 
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iv. Apps that can connect people with others who might need to help in their area. 

Users could, for example, warn others about a crime or other conflicts that 

might occur and attach a photo and video. 

 

Apps would need to be controlled, and such a body as a Formal Monitoring Committee 

founded with the mandate of specific terms and conditions. Initial tests would be 

necessary to ensure that there is a balance between the usage of the apps and the benefit 

to be gained by the user. The test could also conclude whether such an operation needs 

to be conducted in-house or should be outsourced. A Monitoring Committee would be 

needed to monitor and control all activities that are carried by the authority concerning 

social media and apps. The Committee should be composed of ICT specialists and 

chaired by the Chief of Information Technology Department. Regular Reports should 

be submitted to the Mayor so that the effectiveness of the system can be estimated. 

 

7.2.3 The Involvement of Residents 

In place branding, it is necessary to gain an understanding of the awareness and 

feelings of the citizens about their place in order address the messages that will be 

needed for marketing purposes. This understanding enables place branding, which 

holds an emotive component as a partner of the brand and that applies to those have 

the affiliation with the brand. In summary, every plan needs to consider and reflect on 

the opinions and thoughts of the residents. 

 

The residents are visionaries and independent groups that can influence the views of 

outsiders to a place or city. They determine the image of the place and ought to, 

therefore, be an indispensable part of the elements considered for a brand. 

Additionally, the community generates and contributes to the economy of a place. 
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Aside from the local community, the nearby residents also play an essential role in the 

success of place branding.  

 

The essential and hopes of nearby groups should also be considered and the objectives 

adjusted to incorporate these views. The groups above need to participate in all stages 

of planning and the completion of an approach. This research feels that a final goal of 

places should be the happiness and accomplishment of their citizens and believe such 

a goal will contribute to ensuring the financial, cultural, and social success of a place. 

 

7.2.4 Competition and Collaboration between Place 

Place marketing is in most cases a reaction to circumstances where places want to 

continue to succeed in the modern world. A new set of circumstances have been 

created due to factors such as global competition. These factors are combined with the 

growth of capital flow, the suitable relocation of economic activity, the progressive 

development of the knowledge-based society, and the continued development of 

global connectivity.  

 

This is a topic is very closely linked to the inter-place competitive drive that is evident 

in today’s world. A drive that can be illustrated by examining the continuous 

publications of city rankings. The benchmarking and the direct review of city 

populations is the way that promotion is done in the modern age and is an everyday 

activity in European cities. Such competition can be healthy and can enable the urban 

areas to become more proactive and more practical in the provision of opportunities to 

outsiders. Competition between cities can also be a sign of weakness as opposed to be 

a good thing. Cities share something in common and this study proposes to do business 
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by sharing resource. By sharing resources, a place borrows from and lend to others and 

it make competition turn to be a good thing. 

 

This research proposes that collaboration between cities build is more important than 

competition. Collaboration can be viewed as a more complementary concept. It is true 

that every requirement of the city will be difficult to satisfy. Therefore, other cities 

around it can complement those requirements that cannot be satisfied within the city 

itself. Perhaps this method will open doors to projects that will bring about an 

expanding market for all residents as opposed to simply being a contest of first past 

the post. 

 

7.2.5 Expansion of Various Fields other than Tourism 

As of now, place branding is apparently more engaged in the field of tourism 

promotion. In any case, place branding may assist in all parts of public development 

by expanding what a place has to offer and its quality for outsiders. It will diversify 

the place for hosts and target groups. The new strategy to place branding should 

preferably not be a ‘me too’ approach. This is because ‘me too’ is not original or new. 

Many city boards will go down such an avenue because it will be perceived as the 

strategy with the lowest risk. This perception may be right but adopting such a strategy 

could engender even higher risks. 

 

The truth is that the goal of a place should not only encompass the tourism sector. 

Concentrating the promotion of tourism in the effort to attract visitors can constrain 

the ability of place and the place character itself. By focussing only on tourism, the 
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way that the place will be shaped, and its intrinsic soul is not likely to be the outcome 

that has addressed the wants and needs of its residents. 

 

7.3 Research Contributions 

The research found that little attention had been given to the role of the place branding 

in the context of city planning. An attempt has been made to fill and close the gaps in 

understanding place branding and, at the same time, apply the literature on the topic 

of place branding to that of city planning in several ways. The strategy of place 

branding considered in this research has relied on primary data and research objectives 

that affected by local identity. Additionally, the qualitative data obtained from the 

government agencies was based on statistical and logical judgments.  

 

This investigation has enabled the image and identity of Alor Setar City Centre to be 

improved in terms of robustness using place branding. There has also been a 

contribution to the literature since this study provides a non-European perspective 

about place branding. The elements of the study have provided new perspectives on 

place branding in the context of city planning. Of further interest is the fact that having 

taken a more practical view as part of the study, a new understanding and meaning has 

been found for the issues discussed. 

 

7.4 Implication to Current Practice 

The research has shown that place branding is essential in creating the place image. 

Decision makers could certainly benefit from these findings. The findings can act as a 

catalyst, which positions place branding as a new mechanism in urban planning. Apart 

from that, it will help in improving the image of the place by providing and performing 



 

246 

long-term approaches concerning the directions that must be taken. Since place image 

is a substantial factor that helps to attract investors and visitors, the city managers must 

focus on selling Alor Setar to the world as the best place to invest and visit. 

 

Policy and guidelines concerning the stipulation of the quality of services in places of 

concern would need to be re-checked. Easy access to facilities, especially regarding 

distance, and appropriate infrastructure should be addressed to support the businesses, 

industries, and to assist visitors to reach places that are offered. Alor Setar needs to 

develop and create a confident image that it can portray to the world. Introducing the 

campaign in a national level can help to develop the global market’s awareness. 

Various contexts need to be considered that might act to inspire the outsiders to pay 

attention to Alor Setar or induce them to visit or re-visit Alor Setar.  

 

In order to accomplish such a mission, the city authority should arrange joint 

exhibitions with MiTi, Tourism Malaysia, The Ministry of Foreign Affairs and other 

related agencies, both inside and outside the country that can promote Alor Setar in 

Malaysia and foreign climes by the placement of the right kind of promising image. 

The authority employs current media delivery methods to promote the place to the 

world.  

 

To fulfil the aims of city planning, it is recommended that decision-makers produce 

'sustainable branding approaches' for assets and services of their focus area. Consistent 

and proper approaches can improve the ability of place marketers to obtain their goals 

and targets. 
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7.5 Limitation of the Research 

This research has few limitations that must be noticed as follows: 

i. The time is one of the influential boundaries of the PhD study. Hence, the 

limited duration of the study does not let the researcher go into a longitudinal 

study to examine branding result over a long extent of duration. 

ii. This study tried to examine the perception of place branding and place image 

from public government agencies perspective only. It did not acknowledge 

other perspectives such as weaknesses in strategy and policies of the local 

authority or other agencies and weaknesses in strategy implementation by 

government agencies. 

 

Notwithstanding the limitations, findings of the study, however, are valid to 

understand place branding in city planning, which will finally lead to take proper 

procedures for place branding. 

 

7.6 Directions for Future Research 

Some areas could not be investigated in this research and will need further study to 

gain a more comprehensive understanding. 

i. A study could be undertaken to establish the impact of the strategies and 

approach in the long-term that would identify the results the citizens have 

gained in broader economic, social, and environmental aspects. That type of 

study requires a length of perhaps five to ten years or more. The findings of 

such a study might provide for the sustainability and impact of strategies and 

approaches to stakeholders to be identified in the long-term. 

ii. A study could be made on the establishment of a regulation monitoring and 

measurement system to measure the effectiveness of the program. 

Furthermore, to gauge the effectiveness of the implementation of the 

approach and strategies that fall within the remit of city planning 

development-related policies and strategy. Such ongoing research can be 

initiated. This regulation monitoring and measurement can be applied to all 
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local authorities in Malaysia for useful feedback on the various ways that the 

programme has been engaged. 

iii. A study could be undertaken on the willingness of the private sector in various 

sectors to cooperate and collaborate, regarding services, financial matters, and 

the arts. It is essential to discover proper information and to what their needs 

are in place branding. Such a study would also support the founding of a close 

collaboration between the private sector and government agencies as well as 

promoting 'win-win situation'.  

iv. Another study might be carried out to verify further the acceptability of the 

conceptual model generated in this research; future researchers may carry out 

empirical testing in other settings. 

 

7.7 Conclusion 

Place branding is an accepted phenomenon of contemporary development. It has been 

developed as an obvious answer to the rise of competition between a city for the 

intellectual elite, residents, tourists, investors, entrepreneurs, and other groups that 

share an interest in the place. This study intended to explore place branding and to 

develop conceptual approaches to enable places to build their unique brands in 

contexts of city planning. The theoretical framework used in this research was the 

starting point for the analysis. It relied on the understanding of the meaning of place 

branding and what would be proposed to a place consequently.  

 

One of the results realised has been that the technique of branding can also be 

implemented in a place. The motivation for using branding is to create a stable image 

of a place. As a city that has a target of gaining global status, it is essential to set the 

right image. In that process, it is necessary to understand the difficulties and potential 

of the place as well as the demands of the market. Thus, the study recommends some 

approaches that are intended to develop strong place image.  
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The image must be easily recognised and evoke the sentiments of the users of a place. 

In most cases, it would be constructed around the place's unique features. Such an 

active image then would have the potential to turn into a brand. However, the ideas 

that users have about their place is not enough to create a strong brand identity on its 

own. There is a requirement for place branding approaches which illustrate the 

uniqueness of the place. Alor Setar is a place that has much history, cultural heritage, 

historic architectural buildings, and unique attractions which should prove to be 

marketable. The concept of a place branding strategy as an alternative mechanism in 

city planning was explored. The conclusions reasonably deduced that although there 

are pitfalls in place branding, there are also benefits that have the potential to create an 

excellent image of the place. 

 

Place branding needs to be demanded as part of the place’s composition, as well as 

simply 'walking the talk,' to make it succeed. It is essential to consider every aspect of 

place branding, as there are numerous of difficulties, which Alor Setar could avoid 

without too many mistakes. Also, the advantages could turn into pitfalls. Finally, it 

must be decided what the inspiration for pulling in the place branding to Alor Setar 

would be, and if this is to be an alternative mechanism in city planning, then that is 

truly in the hands of the decision makers. 
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APPENDIX 

APPENDIX 1 
 

Interview Script 

 

Definition of Place Branding 

1. What does ‘place branding’ mean to you? 

2. In your opinion, what is the function of place branding? 

 

How Place Branding Conceives, Built, and Used by the Government Agencies 

3. Branding in Alor Setar, what do your agencies do something? 

4. If so, what, and how? If not, what is your opinion, what can we brand? 

5. What is in your opinion in constructing place branding strategy? 

6. In your opinion, what is the best way to spreading messages about a place? 

7. In term of ‘place branding’ itself, do you think the logo and slogan are 

necessary? 

 

The Use of Place Branding in City Planning 

8. In your opinion, can place branding blend in with city planning? 

9. In your opinion, what is the role of place branding in city planning? 

10. As we experience, Act 172 states that the Local Planning Authority need to 

carry out public consultations concerning the Draft of Local Plan, Draft of 

State Structure Plan, and Draft of Special Area Plan. In your experience and 

opinion, is local community has good involvement in city planning such as 

Seranta Awam?  

11. In your opinion, do agency ready to involve the public to create Alor Setar 

brand? 
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Benefits and Difficulties of Place Branding 

12. In your opinion, what is benefits of place branding? 

13. In your opinion, what is the factors that make Alor Setar attractive? 

14. Do you think place branding faces any difficulties? 

15. In your opinion, what is the factors give difficulties to place branding? 

 

Strategic Technique of Place Branding 

16. Do you think place branding is important in development planning? 

17. In place branding, there are few techniques to development a place branding 

proposes by few scholars. This study suggests approaching you with 

methods suggested by three scholar; Olin: 7-step approach; Govers, 

Klooster, & Keken; 5-step approach; and Morgan, Pritchard, & Pride: a 5-

step approach. 

(as enclosed with script) 

18. In your opinion, what is the best techniques that can be use in Alor Setar? 

19. In your opinion, how many steps need to use? 

20. Can you recommend the steps that you think think fits to apply in Alor Setar? 
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Govers, Klooster, & Keken, 2015 

 

Five Steps Place Branding Approach 

 

 
  

5. Monitor the place brand:
The place brand is measured to evaluate the effectiveness of the branding effort. Place branding can measure 

awareness, perceived image and loyalty, and projected image. 

4. Implement the new place brand:
Uses three approaches; construction communication, and cooperation

3. Design the new place brand essence:
It must have a name, values, visual identity, narrative, and scope. The characteristics of the place and the 

services offered must be fitted with what the audience we are aiming for. This step is about brand positioning

2. Analyze current place brand:
Examining and aligning all three perspectives (consistency, health, and authenticity  

1. Formulate project goals: 
The goal of the project must be clear, realistic, timely, and inspiring the place. 
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Olins, 1999 

 

Seven Steps Place Branding Approach 

 
  

1. Set-up a team with 
agents of government 

agencies, private sectors, 
industries, and arts, 

education, and media 
delegates

2. Find out the perception 
of local and outsider about 

the place and how they 
imagine the place to be and 

this step must be done 
through quantitative and 

qualitative study. 

3. The results of internal 
and external studies must 

be compared with the 
opinion of the leader. To 

get the leader opinion, the 
process of consultancy is 

needed. This step is to 
look at strengths and 

weaknesses of the place. 

4. Create the central idea 
of the place branding 
strategy . focuses on 

defining the projected 
identity, image, vision, and 
values of the place should 

imply

5. Connecting the principal 
concept visually is 

involved. This not only 
done in logo and tourism 
advertisement images, but 
also includes the design of 

facilities and building.

6. Hunting the artistic 
aspect of branding and 

look whether the message 
can be coordinated and 

modulated by audience or 
not

7. Build a relationship 
system with authority
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Morgan, Pritchard, and Pride, 2007 

Five Steps Place Branding Approach 

 

 
 

  

1. Discovering market 
study, analysis, and 

imperative 
recommendations

2. Brand personality 
development

3. Brand launch and 
enlightenment –

communicating the 
vision

4. Brand implementation

5. Monitoring, 
evaluation, and review
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Respondent Background 

 

4. What is your gender: 

  Male 

  Female 

 

5. How old are you? 

20 - 29 years old 30- 39 years old 

40 - 49 years old 50-59   years old  >60 years old 

 

6.  What is your race?  

Malay   Indian 

Chinese   Siamese  Other: _______ 

 

7. Where is your birthplace? 

Alor Setar  Another District in   Other 

Kedah   

8. What is your level of education? 

SPM   Diploma   Other 

Degree   Master/PhD 

 

9.  How long have you lived here? 

< 2 years   2- 5 years 

6– 10 years  >11 years 

 

-end- 
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APPENDIX 2  
 

Questionnaire for City User  

  



 

263 

 

 

 

 

Ghazali Shafie Graduate School of Government 
Universiti Utara Malaysia, Sintok 

 
 

 
Respected Respondent, 
 
My name is Fariha Ramli and I am graduate student at Universiti Utara Malaysia, 
Sintok. This research looking at the perception of place branding by local people and 
govenrment officials. As a part of Alor Setar city users, I am inviting you to participate 
in this research by completing the attached surveys. The following questionnaire will 
require approximately 10 to 15 minutes to complete.  
 
There is no compensation for responding nor is there any known risk. In order to ensure 
that all information will remain confidential, please do not include your name. If you 
choose to participate in this study, please answer all questions as honestly as possible 
and return the completed questionnaires promptly. Participation is strictly voluntary 
and you may refuse to participate at any time.  
 
Thank you for taking the time to assist me in my educational endeavors. The data 
collected will provide useful information regarding user perception about culture, 
image, place branding, and public participation.  
 
If you require additional information or have questions, please contact me at the 
number listed below. 
 
 
Phone :  
Email :  
 
Thank you, 
Fariha Ramli 
Universiti Utara Malaysia 
 

 

Date/Time : ………………………  Location: …………………… 
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Section I: Background 
This section contains some questions about your background. Please show your 
answers in the box provided. 
 

10. What is your gender: 

  Male 

  Female 

11. How old are you? 

20 - 29 years old 30- 39 years old 

40 - 49 years old 50-59   years old  >60 years old 

12.  What is your race?  

Malay   Indian 

Chinese  Siamese   Other: _______ 

13. What is your practice of religion? 

Islam   Buddhist   Other: _______ 

  Hindu   Christian  

   

14. Where is your birthplace? 

Alor Setar  Another District in   Other 

Kedah   

15. What is your level of education? 

SPM   Diploma   Other 

Degree   Master/PhD 

16. What is your areas of work? 

Government  Services   Unemployed 

  Business   Freelance   Other 

Related  

17.  How long have you lived here? 

< 2 years   2- 5 years 

6– 10 years  >11 years 
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Section II: Perceptions of Culture 

In this section, the study like to know your perception of cuture. Please select the 
appropriate answer and mark in the box below according to the given scale. For this 
study, there is no right or wrong answer, and this research is interested in your opinions 
and statements. 
 
1= Strongly Disagree   2= Disagree 
3= Neutral   4= Agree   5= Strongly Agree 
 

Perceptions on Culture 
Scale 

1 2 3 4 5 
1 I know about the local culture      
2 I agree that the local dialect is unique      
3 I agree that the local food is special      
4 I agree that every place has their own culture of 

attraction 
     

5 I agree that cultural can promote as a brand and place 
identity 

     

6 I agree the traditional activity is unique      
7 I agree that local art is one of local cultural      
8 I agree that government agencies should promote 

cultural as a brand 
     

9 I agree that physical development giving an impact to 
the cultural 

     

10 I agree that tourists love local cultural      
 

 

Section III: Perceptions of the Place Image 
In this section, the study would like to know your perception of the place image. Please 
select the appropriate answer and mark in the box below according to the given scale. 
For this study, there is no right or wrong answer, and this research is interested in your 
opinions and statements. 
 
1= Strongly Disagree   2= Disagree 
3= Neutral   4= Agree   5= Strongly Agree 
 

Perceptions of City Image 
Scale 

1 2 3 4 5 
1 I have high impression on the place image      
2 I agree that every city has unique image      
3 I agree old buildings has intrinsic value      
4 I agree that every city need have a clear image      
5 I agree that every city in Malaysia should improving the 

place image 
     

6 I agree that government agencies should maintaining the 
traditional city image 

     

7 I agree that place image can be a place brand      
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8 I agree that physical development changes the place 
image 

     

9 I agree that place image and culture should be integrated 
as a brand 

     

10 I agree that the use of social networking sites can 
improve the image of the place 

     

 
 
Section IV : Perceptions of Place Branding 
 
In this section, the study would like to know your perception of place branding. Please 
select the appropriate answer and mark in the box below according to the given scale. 
For this study, there is no right or wrong answer, and this research is interested in your 
opinions and statements. 
 
1= Strongly Disagree   2= Disagree 
3= Neutral   4= Agree   5= Strongly Agree 
 
 

Perceptions on City Branding 
Scale 

1 2 3 4 5 
1 I know that place can be branded      
2 I know that cultural and image can be branded      
3 I know that the importance of logo and slogan in branding      
4 I agree that place brand has a commercial value      
5 I agree that public should work together with government 

agencies to produce the place brand 
     

6 I agree that citizens have comprehensive knowledge of 
their own place 

     

7 I agree that most of the cities in Malaysia do not possess 
a brand 

     

8 I agree that place branding can turn a place into a centre 
of tourism and economic activity 

     

9 I agree that place branding has to be in line with the 
culture and the image of a place 

     

10 I agree using social networking sites to promote and 
market a place 
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Section V : Perceptions of Public Participation in City Planning 
 
In this section, the study would like to know your perception of public participation in 
city planning. please select the appropriate answer and mark in the box below 
according to the given scale. for this study, there is no right or wrong answer, and this 
research is interested in your opinions and statements. 
 
1= Strongly Disagree   2= Disagree 
3= Neutral   4= Agree   5= Strongly Agree 
 

Perceptions on Community Participation in Development 
Planning 

Scale 
1 2 3 4 5 

1 I know about public participation in development 
planning 

     

2 I know my rights in development planning      
3 I get information about development planning in my area      
4 I agree that current practice adopted by local authorities 

in disseminating information development is effective 
     

5 I involved in development planning in my area      
6 I agree that public participation was able to shape 

strategic planning strategies 
     

7 I know my right in development planning      
8 I agree I agree that local authorities should act to get 

public engagement 
     

9 I agree that local people must be exposed to development 
planning program' 

     

10 I agree that all parties should collaborate and together in 
producing the best development strategy 

     

11 I agree using social networking sites to attract the public 
to involve in development planning 

     

 
 
Section VI: Perception of the Brand and Image of Alor Setar City Centre 
 
In this section, the study would like to know your perception of the brand and image 
of Alor Setar City Centre. Please select the appropriate answer and mark in the box 
below according to the given scale. For this study, there is no right or wrong answer, 
and this research is interested in your opinions and statements. 
 
1= Strongly Disagree   2= Disagree 
3= Neutral   4= Agree   5= Strongly Agree 
 
A: Alor Setar City Center as a Global City 
 

Global City 
Scale 

1 2 3 4 5 
1 There are many multinationals in Alor Setar City Center      
2 Financial and Service Sectors Thrive in the Alor Setar 

City Center 
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3 I agree Alor Setar received a lot of FDI      
4 I agree Alor Setar as hub for international company      
5 I agree there are big airport in AS      
6 I agree Alor Setar City Center is a gathering place of 

many talents who come from all over the world 
     

7 I agree Alor Setar City Center is a hub for the media and 
international communication 

     

8 I agree there are several areas in Alor Setar City occupied 
by the high class/luxury 

     

9 I agree there are a significant portion of foreigners who 
occupy Alor Setar City 

     

10 I agree Alor Setar hold an essential position in politics 
and international affairs 

     

 
 
B: Alor Setar City Center as a Culture City 
 

Culture City 
Skala 

1 2 3 4 5 
1 I agree that the foreigners know about Alor Setar      
2 I agree that locals give information to the tourists      
3 I agree that Alor Setar has a famous traditional 

agriculture 
     

4 I agree landmarks like Masjid Zahir, and Pekan Rabu 
reminded me about Alor Setar City 

     

5 I agree Pekan Melayu and Pekan Cina projects the image 
of the traditional architecture of Alor Setar City Centre 

     

6 I agree Masjid Zahir is one of the main attractions of Alor 
Setar 

     

7 I agree that street food became a symbol of food culture 
in Alor Setar 

     

8 I agree that Alor Setar is famous for night markest and 
morning markets among visitors/tourists 

     

9 I agree that the foreigner knows about Alor Setar      
10 I agree that locals give information to tourists      

 
 
 
C: Alor Setar City Center Liveable City 
 

Liveable City 
Scale 

1 2 3 4 5 
1 I agree Alor Setar City has a quality nightlife       
2 I agree that the public transport system in Alor Setar is 

comprehensive and easy to use 
     

3 I agree on the environment in Alor Setar City is exciting 
and healthy 
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4 I agree there is good access to public facilities such as 
libraries, museums, and cultural complex 

     

5 I agree there are the quality of bike and pedestrian 
facilities and a large number of residents are cyclists and 
pedestrians in the Alor Setar 

     

6 I agree residents were given the right and opportunity to 
be involved in the development agenda of Alor Setar City 

     

7 I agree Alor Setar City Council provide the best service 
in the provision of various facilities 

     

8 I agree there are facilities for quality education provided 
in Alor Setar 

     

9 I agree Alor Setar City is the safest city in Malaysia      
 
 
Please circle the answer that best applies to you: 
 
10. What is the first thing that comes to your mind when talking about Alor Setar? 
 

1. Culture  

2. Architecture  

3. City Design / City Planning 

4. Street Food. 

 
 
 

-END- 
 

Thank you for your time and patience to complete this questionnaire 
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