GEOG 3023- Week 10


City-branding and the Olympics: The Case of Beijing 

Place marketing and urban development – urban imagery and “mega events”

Projecting positive images – i.e. large architecture buildings to help bring investments and portray city as big up and comer, modern and esthetically pleasing and positive attributes niche not found in others cities) i.e. financial capital of the world

Identity of a city with a symbolism and material nature to stand out on the globe stage, and training to citizens to be good welcoming hosts and modernize with society ( good citizenship and good conduct) Universalizing notion of what is acceptable 
What gets left behind from the representations: Selective criticism, poverty, corruption, suicides, inequality, evictions, and how are the stadiums used afterward?

Entrepreneurial urban governance: urban glamour zones – presenting the city of Beijing as up and coming. Done through business and sub contracted and business oriented (state, local, national) prime the pump for investment, creative class, tourist, etc in the name of economic development   

The conspicuous construction: land cost labour, migrant workers, bringing in foreign architects, and didn’t buy real market value of land 

Outside looking in versus inside looking out 

I.e. the bird’s nest 

What happens when it’s all done? Debt, hard to reuse stadiums (ie. privatizing of the water cube) appose to investing in cultural things

Urban imagery, marketing and the production of space 

-Representations do more than merely convey information and impressions about places. They are also implicated in struggles over notions of identity and the material development of places (Hall and Barrett, 2010, p.224)

 i.e. Lansdowne park redevelopment 

Struggles over they ways in which places are represented are a form of cultural politics, conflicts, often involving unequal power relations… (p.225)

City-marketing

Typical urban images” or the “carnival mask”: multicultural, environmentally friendly, cultural attractions, ideal location for new investment 

Attracting investment that benefits some but not others

Selling: trying to convince consumers they want to buy what you are selling 

Marketing: what one has to sell is shaped by an idea of what one thinks the consumer wants 

-Tourist attractions

-City marketing has an impact on the built environment 

-“City landscapes are increasingly shaped by the necessity to project urban images to the outside world”

Look in the slides for Mechanisms of neo-liberal urbanization 

Urban imagery and city-marketing 

-Place competition and promotion: urban image construction, place marketing, city branding (“I love New York”

The city as a “space of performance, centered upon commodity display and symbolic consumption”

Staging of mega-events enables:

-Fast-tracking of urban restructuring 

-Involvement of non-elected bodies

-strategies to quell democratic decision-making or protest 

-Media attention and tourism  

AGO, and Spain building > creating a landscape you think people want 

Mega-projects 

-Fairs, festivals, expositions, and sporting events 

-Sporting events: World Cup, Olympics, Formula One Facing, etc

-Distinctiveness of Olympics as spectacle: global media attention, sponsorships, advertizing, and revenues to offset costs

-Growth coalitions and pressure on local governments

Beijing Olympics

-Authoritarian state and the “fast-track” urban makeover: powers to evict citizens, limit civic rights, expropriate lad, exploit labour, etc 

-city rebranding and “global city status” where the “monotonous quality of socialism has been replaced by the spectacular inequalities of capitalism”

-Role of flagship architecture 

-Olympics venues to be privatized/commercialized- new leisure spaces for tourists and elites 

-New spaces of exclusion – funded by public money 

-Role of discourse in disciplining protest 

Spaces of representation? 

Eviction from and demolition of historic inner- city neighbourhoods (Hutongs) 

-Representational space versus everyday spaces for living 

-Right to the city- use value over exchange value 

The “other” costs of mega-projects 

Rio de Janiero- 2014 World Cup and 2016 Summer Olympics 

“Pacification” of favelas: police presence 

-Evictions for development: Rio in Watch 

Focus on mega-projects not social projects to alleviate poverty 

-Securitization of public space – the streets, or access through the Internet 

Geopolitics of Brazil – South investing in the North

Look at the slide on counter-marketing – bread not circuses 

Class debate 

“Be it resolved that the staging of the Olympics presents a positive opportunity for local economic development” 

· No evidence of economic gain 

· Effects to migrant workers 

· Outward broadcast of representation 

· Modernization takes away from the cultural perception (branding the city) 

· Public takes the risk and private gains the benefits 

· Uneven spatial development 

· Competition between cities 

If Ottawa held the Olympics what conditions and ideas have to happen to make it a better outcome

· Long term sustainable buildings 

· Building well and not cheaply 

· Protecting and Promoting local businesses 

· No evictions 

· Keeping construction and develop local

· Include Gatineau and surrounding area 

· Sponsorship contracts 

· Controlling of restate prices 

· Make sure funds go to things that need to be developed for the local population 

