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1 ABSTRACT

As cities worldwide compete to attract human resesirand investment, Place Branding has emerged as a
key urban development strategy. With the growingpdntance of tourism as a basis for building and
diversifying the economy, Place Branding has plagedinstrumental role in marking a place as a
destination. Creating and promoting the qualityptdce, lifestyle and availability of opportunitiese
regarded as critical measures when publicisingtimepetitive advantage of a place.

This research examines the nature of the publiorediich is shaped primarily by Place Branding &srdn
the context of the Yas Island development in Abualith The Yas Island, which gained international
attention as the venue for the Formula One rac@9®9 is also home to several notable attractionk 8s
the Yas Waterworld, Yas Ferrari World and Yas Mth still others in the pipeline.

The research attempts to identify emerging pulgecs typologies in branded environments such astha
Yas Island. A mixed-method qualitative approachused to understand the context of the study area,
followed by detailed analysis of smaller units ¢fidy. A framework for typological analysis of publi
spaces is proposed in order to discuss both thee mlharacteristics and the network characterigiicgne
final section, the paper discusses the need faxtgreawareness of emerging typologies and reparts o
findings which highlight areas for improvementsyipological characteristics.

2 MAKING PLACES THROUGH PLACE-BRANDING

2.1 Place-Branding — City positioning and image creatio

With the intensification of competition betweenestin a post-globalized world, place-branding afate-
marketing are regarded as critical strategies bligiging a city’s competitive advantage (Eleishe2005).
Correspondingly, there has been extensive intdresicademic research spanning various disciplines.
Several terms such as urban-marketing, city-margetity-branding, place-branding and place-mankgti
have been discussed. Van den Berg et al (1990jideaaban marketing as the set of activities idezhto
optimize the supply of urban functions to the dedhd&wom inhabitants, tourists, companies and other
stakeholders. Ashworth and Voogd (1990) descrilee dity-marketing process in terms of consumers,
markets and producers and further classify margetireasures as promotional, spatial-functional and
organizational. With the growing importance of iear as a basis for building and diversifying the
economy, place-branding has garnered greater sttee a strategic instrument in marking a placa as
destination. Literature on destination brandingrefto developing and managing tourism destinatass
brands to support tourism growth (eg. Morgan e2@02).

Kavaratzis (2004) distinguishes city-branding fromarketing and describes it as a focus on the
communicative aspect of all marketing measures hwlittempts to create associations with the city.
Landscape strategies and infrastructure projeetsategorized as primary communicative elementstzzn
branding (Kavaratzis and Ashworth, 2008). Seventhi@s have discussed the role of architectureusinan
design in the creation of an image which is fundataleto branding of places by creating a strong
association with a brand. Koetler et al (1993) uksc4 strategies for place improvement that are the
foundations for building a competitive advantag@esign (Place as character); Infrastructure (Péeciexed
event); Basic Services (Place as Service provated)Attractions (Place as entertainment and rdéorgatn
contexts where there is a huge premium on an aathite which conveys the desired image, Sherman
(2011) states that ‘urbansim has at one level becarform of entertainment’and further suggests that
role of an architect-planner is ‘not unlike thatasoDisney imagineer’ when creating and marketingi®to
‘engage the politics of identity’.
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Another section in literature studies the naturd affect of place-branding on the physical and a&oci
characteristics of places (Evans, 2003). Griff{tt898) highlights the similarity and uniformity marketing
goals in cities all over the world and the resigitmonotonous environments.

Cities around the Arabian Gulf make for interestoages due to their concentrated efforts to explaeid
economic base thus making place-branding a fooes far current research. Helmy (2008) presents key
literature in developments in the Arab Gulf citycamparitive case study analysis of urban branding
select cities and recommendations for designingeitiyeimage in Gulf cities. She discusses the spator
branding social life through staging of events teslivals which are organized to carry a particat@ssage
and engage with the relevant audience. The evalatidAbu Dhabi and the role of branding in partaruhas
also been the subject of examination by Hashim ZpORonzini (2011) provides an in-depth analysis of
Sadiyat Island and discusses the role of largkestevelopment and star—architecture as a partacep
branding. Lefebvre and Roult (2011), while condugta historical analysis of the F1 circuit expansio
phases, recognize the new interest in ‘dominant-gimgcities like Abu Dhabi which are on a ‘visilbyt
quest’.

2.2 Place-Branding and the Contemporary Public Realm

Castello (2010) reflects on the complementary ralb@tween place-making and place-marketing witbepla
marketing having become a modern instrument angtanh complement to the process of creating new
urban places. These development trends are creaéwngpublic space typologies such as event plazas,
strongly themed spaces, ceremonial routes etc.hvdrie in turn influencing the public realm. The egireg
public realm may be characterized by strong physicgressions of the brand through architectural
iconography, creation of places dedicated to copsiom of products and services, wide swings in terap
use of spaces and singularity or reduced divensiagctivities and users.

A review of literature on emerging public realmbranded environments needs also to be discussad in
wider context of critiques on the contemporary pubpace. Carmona (2010) comprehensively summarises
these diverse critiques and highlights the rol¢hef management aspect of these spaces in categatts
critigues. While acknowledging the heavy criticism privatisation and commercialisation of publiasgs,

he also discusses counter-critiques to this vielchvcan help expand the academic perspective fhith
public space is discussed.

While traditionally, streets, squares and gardengtbeen considered as examples of public spagerase
critics have observed that these typologies dduilyt address contemporary realities of social.li@ooper
(1989) remarks that new times appropriate new placel new modes of spending time in them and sgess
the importance of the emergence of these new shaaegs to encourage their potential contribution t
public life. Gehl and Gemzoe (1989, 2001) discums ¢hanging nature of public spaces and cite malls,
arcades, atria, festival markets, undergroundscitied skywalk systems as contemporary counterpérts
traditional public space. Hajer and Reindorp (208dhiment that the quality of a place and its péaénbdle

as part of a public realm are not determined byetspsuch as privatisation and commercialisatioorpde
and Knox (2007) argue that if a broader notionwfligz space is accepted, then opportunities foo@aason
and exchange are observed to have increased andsafer such exchange maybe in the form of
schoolgates, malls, cafes, car boot sales etcuppasting a wider definition of public space, theséques
allow greater sensitivity to the emerging publialne, allowing means of building on their inherentgntial.

While there exists extensive literature on placbing in diverse fields of marketing, urban paliayban
management and architecture, urban studies whiaimiee the nature of public realm created througih su
stategies and consequent emergence of new puhblie $ppologies remains a fairly unexplored area.

This research examines the nature of contempordrlgospace created through the overt influengalade-
branding with a particular focus on identifying emiag typologies as well as existing public space
typologies which are undergoing change in the kigharketed context. It is felt that the researctifigs
will help evaluate opportunities for successful lputealm design through place-branding.
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3 RESEARCH METHODOLOGY AND SITE OF STUDY

3.1 Research Methodology

Most discussions of public realms are centred atdwo aspects — that of public space, referringht®
physicality of the space itself and public lifeferging to the social interaction supported by pifece. Since
the central focus of the research is the typoldgioalysis of public spaces in the context of placending,
there has been an attempt to understand the phiysl&cations of branding strategies. While anotstidy
in the social use of public spaces is simultangoustierway, this aspect has been excluded fronptpsr.

The research methodology comprises 2 levels, aimairfigst understand the context as a whole togetlih

the various layers that make up the built enviromnad then conducting a more detailed analysisach

unit of study. A mixed-method qualitative approachnsisting of site analysis, direct observation
accompanied by record of field notes and photograpas adopted to guide and structure the research.
Based on intitial walk-throughs and drive-bys adl ws using satellite imagery, the overall urbamcure

of the study area, as well as its relation to #ngdr city context were presented.

The classification of public spaces uses simpley déa perceive physical attributes — forecourtterimal
connectors, water edges etc. 5 public spaces wézetad for typological analysis and selection wased
on their representative value and existing andtpo& significance in contributing to the publieaim. A
framework for typological analysis of the publgagses was created to analyse the physical chasticeof
the place and how it related to the greater pulgladm. This was done under 2 heads respectivellaeeP
characteristics (Space configuration, Program aesidh of public space) and Network characterigtiaiye
conditions, Access and Relation to larger netwarlpuablic spaces). In the final section of the paper
conclusions from the typological analysis have begorted along with recommendations to optimizgrth
potential.

3.2 Area of Study

Like other cities in the Middle East, Abu Dhabi hmsen working towards establishing and securingsd-p
oil economy. Recent years have witnessed the emeggef a unique city image, strongly themed around
concepts of culture, leisure and sustainabilitacBlBranding has been a pivotal strategy in thieavour
and is exemplified through projects such as thetutall District at Sadiyat and the Leisure and
Entertainment District at Yas.

The selected area of study is the southern zottgeoYas island, a 2,500 ha development project lwivas
initiated in 2006, by Abu Dhabi based Aldar proertwith the aim of creating the region’s primesige
and entertainment destination. The project progobalve since been sufficiently developed to support
physical evidence which can be recorded and disdussing visual research methods.

The island is located at a distance of about 15kmnfthe international airport and is connectecht dity
through the major transportation arterials — E10 RAha Beach Highway) and E11( Sheikh Zayed Road
which connect Abu Dhabi to Dubai and E12 (Sheiklali€a bin Zayed Highway) which connects the island
to the city via Sadiyat island (Fig 1). The E12ates a strong edge within the island bisectingtd 2 zones.

A park known as the gateway park, extending belwsvE12, attempts to create a partial seam alortg wit
minor roads facilitating access between the 2 z{FRig2).

As illustrated in Fig. 1 and 2, the island enjog®d global connectivity. However, connections vitth city
itself and surrounding areas are limited. Furtkiee, exclusivity in the island location, makes is&#ial to
rely on vehicular access.

The 3 major anchor attractions at Yas — the Yad,Nfa Ferrari World theme park and the Formula One
motor sport track are all strung along a road, kmag the Leisure Drive. The development is further
supported by marinas (one existing and one proppaduaeach, golf course, equestrian sport tragty bind
hotels and a water theme park called Yas Waterworld
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Fig. 1: Yas island (highlighted with dark boundajid.inkages and Connectivity. Source: Abu Dhabiri®u and Culture Authority

The island first shot to international attentionJanuary 2006 at the Formula one Grand Prix festive
wherein it was announced that Abu Dhabi had worritites to host the Grand Prix races from 2009 1620
thus establishing itself as an important landmaitk weference ot the much-loved sport. The ope@nand
Prix event was considered an important triggeratoth and brand the Yas development and eventgtagi
continues to be used as a branding strategy. $tsapported by the provision of several event veraunl
associated characteristics.

Water Edges

Edge created due to
high speed arterial
ateways

Fig. 2: Entrances and Edge Conditions
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The strong association of the F1 races has helpade the development and the architectural icopbgra
as seen in Ferrari World and the Yas Viceroy hatahdscaping and urban design detailing evidestrimet
furniture etc. are of a high quality and are algm# of the branding process (Fig. 3). Howeves,tdmporal
nature of events implies that the activity patteshew wide fluctuations and in non-event times esavof
the places seem desolate. The large setbacks letheattractions and the street also result im ppage
structure along the streets.

Fig. 3: Yas Island —Branding through street furtdandscaping and architectural iconography.

3.3 Units of Study

Units of study for detailed analysis were identfiafter a general review of existing public spadese
Leisure Drive, the primary circulation corridor,otigh essentially intended for the vehicle, has been
provided with generous pedestrian areas on eiilerand is also used as a cermonial route for amtas
Leisure spaces along the waterfront include the Masna and the beach. However, the beach lacles fre
access and has therefore not been considered ast @fustudy. Many of the attractions and tourist
destinations have a public component such as aanest lobby or forecourt which often sees a Ighuilic
activity. Similarly entrance areas of event venoesy also be considered as another public space type
witnessing concentrated periods of very high ativi

The Gateway Park is an example of the more trawitipublic space typology. However it has not been
considered as a site of study since much of theirddp development on the northern side is yetdo b
completed and is expected to have a strong infi@mcthe use of the park. Yas Mall and adjoininacep
are also excluded since the mall had not opened wieeresearch was being conducted.

The units of study (Fig. 4) were identified basedlweir representative value, ease of access $eareh and
appropriateness of size and scale. Only spacewilaid free, non-ticketed entry were considered.tigro
criteria was also the requirement that adjoiningaarwhich could influence the use of these plavese
sufficiently developed.

3.3.1 Yas Marina (P1)

Essentially a marina for yachts overlooking theeradrcuit, the Yas Marina has a promenade, seveal
restaurants and a recently opened children’s plag.a'he interactive water fountain is a highlighthe
place and temporary markets and other events &me béld here.

3.3.2 Ferrari World Entrance (P2)

Entrance, vehicular drop-off and waiting area ferr&ri World, a Ferrari-themed amusement park which
opened in 2010. With 86,000 sg.m. enclosed area-dhrari World structure claims to be the largedoor
amusement park and its popularity as a touristrtEgtin ensures that there is heavy footfall in $b&ected
public space.
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3.3.3 Entrance Hall to Ferrari World and Yas Marina (P3)

The pneumatic roof covered structure encloses @moimpublic space which functions as an entranbbylo
for Ferrari World and also provides direct connétstibetween Yas Mall and Ferrari World.

3.3.4 Du arena entrance (P4)

The plaza and entrance area is associated witldihdrena, an outdoor enterntainment venue which
regularly hosts high-profile musical concerts. Bpace withesses wide ranges in temporal activitly thie
presence of large crowds on event days.

3.3.5 Leisure Drive (P5)

Though the Leisure Drive is itself intended for ieltar circulation, it is flanked by wide strips pédestrian
areas with great attention paid to landscapingestiurniture and detailing. One such stretch adjgi the
du Arena entrance has been considered for the,studyder to investigate the changing role of lihear
public space.

Fig. 4: Selected units of study — Yas Marina (FF&yrari World Entrance (P2), Internal Hall connegtlyas Mall and Ferrari World
(P3), Du Arena entrance (P4), Leisure Drive (P5).
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3.4 Typological Analysis of selected Public Places

A framework for typological analysis of the pubBpaces (Table 1) was created to analyse the p@thysic

characteristics of the places, how it related ®gdreater public realm and could foster public. lifais was
done under 2 heads respectively — Place chardier{§pace configuration, Program, Design of publi
space) and Network characteristics (Edge Conditidwsess, Connection / relation to larger netwofk o
public spaces).

UJ

Place Characteristic

Space Configuration

Program

Design of Public Space

Promenade and small-scal
plazas and open spaces.

pdlandscaping with play areas f
children. Events such as weekK
market fairs, themed evening
and outdoor film screenings a
frequently organized.

oiHigh quality landscaping wit
Iyhe interactive water fountai
yserving as a very popular
rdeature. Promenade widths gre
fairly restricted and Vvisito
amenities like toilets etc. ane
insufficient.

Yas Marina
(P1)

Network Characteristics

Edge conditions

Access

Relation to larger publiacsy
network

Active and permeable edd
with restaurants. Edges
spaces blend with ground flog
uses of buildings. All
restaurants have outdo
seating areas and some hg
walls with very large windows|
which are kept open in coolg
weather.

eAccessed  through

bfvehicles and tourist buses onl

prVehicular access is off a fairl
large distance from the ma

picirculation.

\ve

Br

privateLimited access

by public
ytransport results in this being|a

ystand-alone place. A security
ncheckpoint (though it does not
stop vehicles) may crea
ambiguity regarding the publi
status of the space.

O

Place
Characteristics

Space Configuration

Program

Design of Public Space

Shaded open space al

ndNo formal program. Essentiall

pedestrian areas between tha drop-off and waiting area fqg

Ferrari world and the entrang
hall create a sense of enclosu

ea destination. Also a commg
emeeting place between grou
of people who are visiting th
attractions.

ySpace configuration betwee
rbuildings allows it to be shaded
nat most times. Paving of areas
pallows pedestrian priority,
e Sufficient seating is provided.

Ferrari World Entrance (P2)

Network Characteristics

Edge conditions

Access

Relation to larger publiacsy
network

Edged by Entrance Hall an
Ferrari World parking. Limited
interaction with ground floo
uses, particularly since th
ground floor of the Ferrarn
World only has parking and th
building front is not active.

dBy personal vehicles and publ

transport. A bus stop for th
Yas shuttle is also locate
ewithin the space. Location at
i considerable distance from tk
emain island circulation is

deterrent to pedestrian access.

dmportant nodal location due to
eadjacency with Yas Mall and
drerrari World.

a

ne

i}
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not create a built edge.

communities.

% " Space Configuration Program Design of Public Space
% 1,%, Enclosed public space over 2 | Visitor amenities, souvenir Focus on facilitating circulation
S 5 floors having a circular plan | shops, small food outlets, between entrance level and
E g with access to Yas Mall and | ticketing area to Ferrari upper floor from which both the
= @ Ferrari World being attractions. Yas Mall and Ferrari World are
S ) diametrically opposite to each accessed. Food court type
= o other. Translucent roof ensures seating is available on the
= < the area is flooded with natural ground floor. Greater focus
8 o light. appears to be laid on external
> 2 architecture of space.
o= 2
% 8 Edge conditions Access Relation to larger publiaceg
@ -g network
§ ‘g Internal public space — hence | Located at vehicular drop-off | Serves as an internal pedestrian
= = defined through external shell | for Ferrari World. Bus stop for| connection between 2 major
T ) of building island shuttle is located acrosg activity nodes — the Yas Mall
FS| x the road. Location at a and Ferrari world allowing
% g considerable distance from the visitors to continue from one
IS 3] main island circulation is a attraction to the other.
z deterrent to pedestrian access.
2 Space Configuration Program Design of Public Space
7 Crescent-shaped, entranc&Jsed as Queuing area fpMainly paved area with pockets
5 forecourt to major event venue.ticketing. Heavy presence ofof green. Seating provided |s
— g media, event organizers andery inadequate and
N @ security during event times.unimaginative. Temporary
o ) Event-related promotionalinstallations and  signage,
e o activities are sometimesthemed as per the event are
g < planned here. Very limitetl sometimes set up.
) o activity is observed on nor}-
o event days.
g «» | Edge conditions Access Relation to larger publiacsy
S S network
@] x 0
S @ | Edged by Leisure Drive on orleAccessed by vehicle fromLimited connectivity — with
% & | side and the du arena (majoteisure Drive and by publi¢larger public realm probably
b4 g__’E events venue) property line agrtransport — bus stops. Tourigtsince users of this space have
O | the other. living in the hotels choose tpvery narrow interest in the
sometimes walk to the location.event.
g UJ
o S Space Configuration Program Design of Public Space
< 2
S o Major circulation route - a 6 Predominantly a circulation High quality landscape design|—
'g, ‘g lane road with extensiveroute for the vehicle. Serves asidewalks, street furniture,
£ 3 pedestrian strips, cycling tracksa ceremonial route in selectplantation, signage and lighting
c N . . .
‘S O and landscaped plantatigrevents. Also used by cycling|/have been provided.
"g‘ o along its length. jogging_ enthu_siasts. L_imiteJI
c | B pedestrian traffic except in case
*E & o of events.
o «» | Edge conditions Access Relation to larger publiacsy
o . v‘éj network
= S & | Absence of continuous arjdGood connectivity at a globalLimited integration and
% % & | active street wall. Buildings scale. However, edgetransitioning  with public
% z _cC’E have very large setbacks froprconditions of island limit the components of developments,
'E O | property lines and therefore daaccess  from  surroundingwhich adjoin the Leisure Drive

&

Table 1: Framework for typological analysis of sebel public spaces
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4 DISCUSSION AND ANALYSIS

This study discusses the physical manifestationplate-branding which is essentially a non-physical
phenomenon, by analysing resultant public spacadgpes and examining their characteristics.

A common pattern which emerged, when analysingvéhi®us units of study was that place charactessti
appear to have been given far more attention inpemison to network characteristics with most spaces
having poorly defined edges and little or no comngg with the larger public realm. This may albe
interpreted as an indicator of the overall needbietter definition of the larger public space netwitself.

The deficiency in network characteristics also ¢sirto light somewhat conflicting goals between elac
branding, where exclusiveness helps create a blead image, and public realm creation, which gaher
aims to be inclusive. While location and edgeshef Yas Island may help create an exclusive braadéen
controlled access and easier place-managementdtheyt facilitate its integration with the greateban
fabric of the city.

As previously mentioned, edge conditions in mostarwere a feature that needed improvement siece th
buildings are separated from the public space mdtintemediate transition spaces. A notable exoeptias

the Yas Marina where the restaurant buildings wlihir porous edges and transition areas in the fafrm
outdoor seating helped create an active edge abrguilding fronts, even though a continuous escte
was absent for the precinct.

The Ferrari World drop-off area and the interndl bannecting it to Yas Mall present an interestaase in
emerging public space typologies. The drop-off aiealirectly plugged onto a circulation route with
favourable public transport access and aims to extnmith the adjoining activity node of the tourtstcuit,

the Yas Mall through an internal hall. These antmable features which can respond positively to&a
greater vibrancy in the public realm. There is agsoattempt to design the drop-off area for publie by
allowing pedestrian priority in crossings, provisiof seating, lighting effects and water featui&sile the
entrance hall may easily be dismissed as a madineidn, it too offers an alternative by servingaas
connector typology and may be found to be an ap@a@presponse, suiting both the context of place-
branding as well as the climate, which often c#dls enclosed or covered public places. This may be
appreciated further when compared with other daitin entrance forecourts such as the Yas Watedworl
(not in study) which does not address issues ofiptransport access and allocates very limitea ameront

of the ticketing check. Hence appropriate treatnaam expansion of this public-private interface bana
strategic measure in activating a greater publpoase.

On the other hand, the du Arena forecourt enjogectinccess off the Leisure Drive, but does notjaately
consider public space design, leaving the spaeel@age neutral space used only for queuing fontsvend

for streamlining large crowds. While it may be aduwhether such spaces for occasional queuing can
rightly be considered a public space, however, tleggain arenas where exchange and interaction takes
place and measures to enhance their place chasticeeand improve their adaptability could helgtsu
spaces become more meaningful components of tHe pealm.

Despite the high quality detailing, the landscapedtions along the Leisure Drive are vastly undered.
This illustrates the problem presented by eventredndevelopments, which are common in branded
contexts, wherein sizing and treatment needsctdddoth peak as well as non-event use.

In addition to the greater importance assigneddogocharacteristics, it was found that specialleans was
given to programming of spaces, primarily througbkrds in order to encourage their use. This mayeas

as a possible counter measure to overcome theiatgfinetwork characteristics of the public spaces.
Announcements for various events of varying scalesmade with regularity and in turn create a pgubli
realm which shows high temporal variations in attiv

5 CONCLUSION

As explained in the section on research methodoltgy paper focusses on the physical public spacke
excludes the other facet of the public realm, ngniksl social use. Another research is simultangousl
underway which studies the use of these spacesdledts feedback from users. It is expected timalirfigs
from that study will provide further insights intbe contemporary public realm created in the cdnbéx
place-branding. It must also be mentioned thatipulglalms require sufficient time to grow and ewlv
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Hence, follow-up studies which track developmentptiblic transport and growth of adjoining areasildo
also yield interesting results regarding the changehe public realm.

The findings from this research help highlight poi@ areas where improvements in typological
characteristics could contribute towards a moreawiband sustainable public realm, while leveraginghe
place-branding efforts. As an example, public congmts of individual project programs could be iifeed
and articulated so as to create a cohesive angratteal public space network. Increased awarenesagam
architecture and urban design professionals regguttie potential of new public space typologieghsas
entrance forecourts to tourist attractions and evenues, would result in greater sensitivity anteptially

a positive contribution.

The heavy reliance on program, as opposed to pspéce typology implies that there is a constanteaatel

on management and programming of public spaceshéospace to be adequately used. The developrhent o
emerging public space typologies can help offsetdemand by offering a useful tool which helpditote

the public realm as an integral layer of the urindirastructure.
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