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Abstract:

Competitions between places in consequence to rapid development change the environments and the developments trend.
This competition makes the place need to be better than their competitors. It made places development active, and the
emphasis is being the perception of the place as the brand. The paper aims to explore the potential of place branding
strategy as a mechanism in city planning. The paper provides an understanding of the place branding and its role in city
planning. Place branding is a taken aspect of present development. It has expanded into an acceptable answer to the issue
of conflict between the cities. Place branding is one of different practice to recover the position and image of the place or

city.
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1. Introduction

Various places havedifferent image and tastebetween each other. In the progress of development has changed the
physical environment and that bring in the changed of the image of place. The flooding of city construction has attack on the
image and the place (Gordon & Richardson, 2000). In Malaysia, place images have become a concern since 1970. The
politicians and professionals constantly stressed the topic of Malaysian image through infrastructure build. According to
Shuhana Sulaiman and Ahmad Bashri Shamsuddin (2001), in 1991, Federal Government announced that all capital state in the
land must picture an identity by practising landscape components.

2. Place Branding

According to Kapferer (2012), brand is the memory and future of the product. The brand is the judgment of people on
the product or business and which other visions of that (Handley, 2012). Accordingly, the product or business lies in the
appreciation and confidence of a brand signature. In the perspective of place branding, branding is effective when place
constantly produces concomitant modern of place life. The idea is in line with Gilmore (2002) that the nation continuously
increased to the modern style, branding operating to benefit. Kavaratzis and Ashworth (2005) said that the branding fixates
people judgments and vision to the products. Branding is necessary to whole idea of product (Kotler, 2000). Brand is an image
and identity building. From the image and identity, ‘non-user’ started to know and identify the product.

In around the world, place branding publicly practised. Place branding is an innovative perspective on communication
and develops the marketing image of the city in a diversity of styles to modify the visible image and the brand image (Rehan,
2013). According to VanAuken (2014), place branding is complex and exciting. Ritchie and Ritchie (1998) portrayed a place
brand by focusing on the components and capabilities. It helps to consolidate and grow pleasurable thoughts of the place
activity (Ritchie & Ritchie, 1998).

3. City Planning

Lately, city planning was seen as a crucial procedure (Wiechmann, 2008). The public debate on the city planning
system has accentuated on the complexities and the feature of spatial changes by using a global standard of objectivity, which
begins in positivism. The city planning starts influence in the early 1990s. It looked to suggest an exit door for the city which
was dropped by conservative planning (Balducci, Fedeli, & Pasqui, 2011). Healey (1997) said the ‘swing methodology’ in
regional planning is an answer to the weaknesses of an incremental planning procedure by experiments. These days, the
focus is the most challenging missions of spatial (city and regional) administration (Wiechmann, 2008).

The end goal of city planning is to identify and improve the volatility of in city developments. The critical of city
planning has resided at the center crossing within the need for meaningful image and prognosticating the inconceivability of
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crush components. Nevertheless, importance of planning that started at 1950s was ascribed to the necessity for immediately
growing and progressing and the need of dealing with their shares when the prospect itself issued indefinite (Kaufman &
Jacobs, 1987). Also, Albrechts (2004) said that the aspects of the importance of planning indicate to the reformations in the
United States and Europe. In the mid-1970s, the colonial administration in the United States progressively inspired the
effective planning after the curving changes recognised as “life crises, statistic changes, evolving values, the unpredictable
economy” (Albrechts &Broeck, 2004).

4. Place Image

The city image is reliable was a continuous experiment and continually “under construction.” Calvino (1997) in the
“Undetectable Cities” described city spaces as creative places and formations of playfield for intelligent imaging the city. Pike
(1981) stated that "the existing of the city not in place, but in story time." Thus, the place image is highlighted by the fantasies,
dreams, desires, and myths. Raban (1974) said a city resided on the maps, in perspicacity, and talk. In the absence of the story,
the creative potential of urban folks is remaining secret. The paper suggested it regardson the game between the image and
the city.That take in more about the image through the city than about the city through the image. That is the reason such a
large number of image of the city let us know so minimal about the city itself.

According to Lynch (1960), city image has three segments which are structure, personality, and significance. These
segments classify the imaging capability, which is “the quality of a physical object that gives the possibility of making a solid
picture by the eyewitness” (Lynch, 1960). That standard is driven by the combination of segments such as shading and spatial
link in the image. However, the influences of physical position as a “free variable” also form on the “social value of a place”
(Lynch, 1960). Andreoli (1996) portrayed that city image forms by the building. Place image is delivered in the structure 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.

5. Intertwining Place Branding and City Planning

The place branding unites the diversity of the issues and problems to the study in city management and public
participation in planning (Van Assche & Lo, 2011). The authority is a group of managing the direction, and it is not only
restricted to the specialist. As stated by Jessop (1997), it was the social and spatial procedures intentionally arranged in points
of dependence. It needs to be noted that city planning is a policy-making process, operating with multi-partner of
stakeholders, and produce strategies based on skill and logical (Allmendinger& Haughton, 2009; Van Assche, Beunen,
&Duineveld, 2012). The process of city planning can be substantive, procedural, plan to form, administer run, led by political
group, and the spatial type of financial and legal (Van Assche et al., 2012). Also, city planning is much about the method as it is
regarding institutional guidelines (Albrechts & Broeck, 2004).

What encourage transpired of place branding in the city planning? Albrechts (2013) claim spatial planning is prepared
to take an important move in its direction culturally and financially to increase the place image by adopting various devices.
Some European countries practice planning tools, such as building control and zoning in practising the place branding. Also
,Jimportant to understand how a brand of place can build imaginative and passionate connections with the place. The paper
discusses upon the place branding as an idea where the method of thought must meet to the idea of the brand needs of the
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 is to
recognise whether the place needs to be produced, improve, pressure, or stay away from place branding approach (Ashworth
& Kavaratzis, 2010). Drawing on this, Balducci, Fedeli, and Pasqui (2011) in designed the concept of place branding as an
instrument in city planning and considered place branding as the tool in city planning. Place branding in city planning may
encourage to construct more combine place brand with components of the place. Besides, the study of city planning for
branding activities can prevent damaging factor. The application of place branding as a practice in city planning is fascinating
to corporate interests and profit proceeding. The strategy of place branding is to meet the community need nearly, and this is
not the latest procedure.

Place branding attempts to catch on the more useful aspect of the physical component where image, assets, condition,
and personalities are important to the place improvement. However, it is important to enable the stakeholders to be
connected to a place and become agents of the combination. Also, this understands authority as the primary authority in the
process of place branding. Also, flexibility and versatility of place help that the unique characteristics of city planning that
should consider when drafting the place branding strategy. Healey (2009) said the ventures of the real framework is
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.

That important to recall that city planning own some tools as city development strategies, development plans, and
urban designs strategy. However, the multifaceted of place landscape and the difficulties face now demand the alternative
procedure and innovative tools. According to Kavaratzis (2010), place branding is a definite method to growth activities of
the place for a global position, dynamic shape, and good financial. Additionally, Pasquinelli (2010) said, place branding is
related to the economic improvement activity. Then, it could be an alternative medium that city authority is seeking for. In
both city planning and place branding fields, characterising a clear image of a place is quintessential. This is the dream of a
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place which areto recognise what the place is and the long-term plans for the place. The dream comes together with a
comprehensive procedure, budgetary, human resources, and projects. Ashworth and Kavaratzis (2010) said, to fill the
‘dream’, the place should use the creative ideas of place activities as a ‘formula." To do the idea, it need explore the questions
of ‘why’ and ‘how.’

The ‘why’ is the place must change in reaction to the challenges of social, financial, and identical improvement bearing.
Seeing place branding in the main of city planning could efficiently pull the talents interest, develop the quality, grow
supplies and character, and called some of the readability on the specialist (that is, the soul of place). These can achieve by
getting to potential tenants, specialists, investors, visitors, labourers, and other place roles (the ‘how’). Putting place branding
as city planning tool could enhance the commitment of place participants by fixing up their view on the political and
economical through "zooming in" on places needs, quality, and assets. Albrechts (2010) claimed that a principal planning
practice ought to remove from the social and political critique of the place to which a definite place or society is engaged.

Joining place branding in the city planning exercises could support a meaningful resolution. For example,
repositioning, reorientation, and turning the image of place forward with the raised volume of social and financial
improvement. It is just same a popular catchword, ‘small steps big changes.” Additionally, city planning implies to plan
mutually with citizens and build efforts for their singular accomplishment. Ashworth and Kavaratzis (2010) stated the people
change a unique part in guaranteeing the completion of place branding exercises. 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 nearby from the experts to put into it. Thus, if individuals feel like a part of the place branding process,
they probably understand the place in general.

The chance to use place branding as an instrument, yet that demands more work and engagement than regularly by
the experts to put into (Therkelsen et al., 2010). Hence, if people think like a member of the place branding activities, they
apparently know the place in broad. The desire of experts is constant to practice branding as a powerful, smart, modest, and
“dreamlike composition” in contact to put the brand to the grapples and weak place (Ashworth & Kavaratzis, 2010).

The paper emphasises that the ‘ideal strategy’ of city planning that ever exists is place branding benefits in physical
exercises. Nevertheless, when managing the standard exercise, it relies on the place. Amongst concerns that need to be
looked at is whether the ‘place’ has previously has a brand, and how stable it is. Place branding as a mechanism of city
planning could work and create a partnership by setting the place personality and by highlighting the assets and
congregating in planning exercise. These advantages are convenient to increasing the place reputation and image. Those
benefits are accessible to improving the place image and place reputation. According to Zenker and Braun (2010), place
branding work should be signified by the guidelines, communication, features, qualities, and the culture of the society and
stakeholders. By that, it is necessary to set up a right approach for the production of the dynamic practice of place branding.

6. The Potential of Place Branding Strategy in City Planning

Brands can be defined as goods or services. It is blended with its identity, name, image, and respect. It is subject to
interpretation by the users itself which are doing sections. The sections are formed of its image, identity, equity, and desire.
Anhold (2007) said that there is plenty of advantages from branding. The benefits are that branding should be as based on
Anholt (2007) are:

e Open domestic venture on national identity and community goals;

An environment where difference is appreciated and felt;

Soaring valuable in worldwide exhibitions offering;

More efficient efficiency in investment promotion;

More useful in tourism and business travel advertising;

A stronger “country of origin effect” for exporters of goods and services;

Excellent perception in the global media;

More straightforward acceptance into regional and international groups and associations; and,

Richer cultural connections with other regions and countries.
Those benefits can be obtained if the three important components of what place branding is being understood. First, the
brand can bring investors, talent, users, tourists, recognition, and admiration. Second components are confident and robust
brand can be attached to the activities. The last one is the brand has potential in order, as it can help corporations within
different crowds, which might usually argue, to achieve a purpose. Sequentially the thought to make those profits is a
complexresponsible for the place. The more businesses, the more meaningful profits will be transferred,and the economy will
increase. However, those earnings commitments need be applied towards additional improvement.

Other advantages, which can be obtained from place branding, include more significant investment, profits, and export
advantages. The investment to the place shows the benefits of exporting. The advantage from the altruism of place can be
delivered through branding by containing strong brand and great reliability in activities. Users are more sensitive to the
products or businesses if they are connected with a positive place image or reputation. Thus, it encourages the businesses to
export their goods and enter other markets, if they are ready to join and understand their cooperation with the values and
purposes of place. Still, branding demands to go into the creative method of communicating with the stakeholders. The
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creative process involves the parts of planning, communicating, designing, and, and ideally connects the users with the
product and association.

7. Conclusion

In branding, perspective is everything. The engagement with crowds put roles respectively and having help in building
brand is track ahead of successful approach. Place branding may look like tiny parts of procedure, but when performing that in
a position of small gains is a more appropriate approach than placing it all in one box. In such manner, place branding hashad
function of delivering something to everyone. However, it only results if everyone works their part. Place branding in city
planning improves the important relationship between the place users.

8. Directions for Future Research

To study result of strategies and approach in the long-term to users in more in-depth perspectives of economic, social,
and environmental. That study demands a continued duration of the study as in five years, ten years, or more. The findings
that provide sustainability and influence of procedures and approach to users to be classified.
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