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PREFACE 
 
This master thesis regarding the use of place branding within brownfield redevelopment is not only the result 

for my conclusion of the master track Real Estate Management & Development but also my conclusion of the 

Architecture, Building and Planning study at the Eindhoven University of Technology. I look back with great 

pleasure to my time as a student.  

 

When searching for my master thesis subject, I immediately new that the subject needed to be related to 

redevelopment of a building or a site due to my strong attraction to such real estate projects. It is the genius 

loci, the own and unique features behind the building or site that attracts me the most.  

It was then when I read a publication of VROM, former Ministry of Housing, Spatial Planning and Environment 

in the Netherlands, regarding the unique redevelopment possibilities of urban transformation that I wanted to 

research how these industrial sites, called brownfields, should be redeveloped with regards to their genius loci. 

In order to do so I incorporated a relatively new field of expertise in the real estate sector called place 

branding, which is able to create a new identity for an existing place, into my master thesis.  

I found the combination of the two subjects very inspiring which motivated me to create a model that is not 

only theoretical but predominantly practical in use. I therefore hope that my model is perceived that way and 

that it will be used in practice to support the redevelopment process of a brownfield regarding the creation of a 

new brand identity. 

In general I can say that the combination of theory and practice together with the dynamic and multifaceted 

character of the two subjects proved to be very challenging and educational.  

 

Besides an extensive literature review to substantiate my model theoretically, a lot of information is used from 

practice. In particular from face to face interviews in which I want to thank the interviewees for their input that 

proved to be vital to substantiate my model practically. Their different perspectives on the matter and 

professional comments motivated me to be critical and to create a model that is widely applicable in various 

(re)development projects without losing focus on the master thesis subject.  

 

Many thanks go to my supervisors, Leonie van de Ven and Brano Glumac, and other researchers and professors 

at the Eindhoven University of Technology for their professional supervision of my graduation. Their critical 

attitude and constructive comments have contributed greatly to the final version of this master thesis.  

 

I would also like to thank my family and friends for their interest and support during my years of study and 

graduation. Special thanks go to my parents, brother, sisters and girlfriend for the opportunity and love they 

gave me in good times and bad times.     

 

Finally, I would like to thank you for your time and interest in reading my master thesis. I hope that my master 

thesis will generate new insights and will be of value for your own research. 

 

 

Nick Opbroek, 

Eindhoven, 17th February 2012 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

SUMMARY 
 

The Dutch Ministry of Infrastructure and Environment mentioned in the structural vision for the Netherlands in 

2040 that restructuring and transformation locations are (re)developed as much as possible to generate quality 

instead of quantity. Since many cities have unused areas that are often derelict and contaminated, called 

brownfields, which affect neighborhoods economically and environmentally it is desirable that they will be 

transformed. However, brownfield redevelopment is complex and entails numerous uncertainties that need to 

be dealt with. The appropriate approach to deal with the complex redevelopment process and negative image 

of a brownfield is place branding. How to use place branding to deal with a complex brownfield redevelopment 

process is fairly new and unknown for most stakeholders. The problem stated in this master thesis is defined 

as: 

 

How does a stakeholders’ organization of a brownfield redevelopment project achieve the place branding 

approach that is best suited to deal with the criteria that are not present sufficiently within the 

stakeholders’organization but are required to brand a unique and specific brownfield successfully? 

 

To come to the solution of the problem definition a model will be created that recommends what place 

branding approach is best suited to deal with the criteria within the redevelopment process of a unique and 

specific brownfield project that are required to brand a brownfield successfully. 

 

Redevelopment 

The credit crunch that hit the Netherlands in 2008 had a profound impact on the real estate market which is in 

a transition from a supply market to a demand market and from a quantitative approach to a qualitative 

approach. New ways of cooperation need to be present in which the public actors should facilitate the 

(re)development, the private actors provide real estate knowledge and creativity and the (end) user is involved 

to meet their needs and to generate a feeling of mental ownership. These three actors influence and are 

influenced by a (re)development project and are therefore the most important actors. However, another 

important actor will emerge due to its increasing influence by funding; the investor. For the actors to cooperate 

successfully, they need to adopt a bottom up strategy which is characterized by an open and organic plan 

process. Within this process the right actors need to be involved, a collectively-agreed ambition and 

subsequent vision need to be created and a flexible and sustainable cooperation in which communication is 

clear and support is generated need to exist.  

Besides the change in cooperation, project development will focus more on redevelopment opposed to new 

development since a lot of sites in the cities need to be transformed and due to a growing resistance against 

developing rural areas. The Ministry of Infrastructure and Environment recognized the change and created the 

ladder of sustainable urbanization which mentions that future developments will be assessed first if they can 

be developed within the existing urban area by using restructuring or transformation locations. 

Another essential change in (re)development is temporary usage of the site to generate income and to improve 

the image. Temporary usage and the involvement of the three main actors need to be present already in the 

pre-initiative phase, initiative phase and first sub phase of the plan development phase since these phases 

identify what to expect from the project and what is desired regarding the identity and feasibility. 

 

Brownfields 

A common type of (urban) redevelopment is brownfield redevelopment. A Brownfield is any land or premises 

which has previously been used or developed and is not currently fully in use, although it may be partially 

occupied or utilized. It may also be vacant, derelict or contaminated. A brownfield site is therefore not 

necessarily available for immediate use without intervention. Most of the brownfield sites were used for 

industrial purposes and got encapsulated by urban areas throughout the years. The density of brownfield land 

in The Netherlands comprises approximately 0.3 per cent, which is roughly the size of Utrecht. Regarding other 

Western European countries, the density is fairly low. 

Brownfield sites can be classified in an A-, B- and C-category referring to the costs and benefits involved when 

redeveloping. A-category brownfields are self-redeveloping sites since they have an attractive costs/benefits 

ratio. B-category brownfields are potential redevelopment sites since they bear a fair amount of risks regarding 

the remediation and redevelopment costs compared to the expected benefits. C-category brownfields are non-

redeveloping sites since these sites have a great financial risk and no potential for redevelopment. B-category 



 

 

sites are the most intriguing and complicated brownfield sites to deal with and will therefore be the main focus 

in this master thesis.  

When redeveloping a B-category brownfield site it is important to be aware of the brownfield dynamic in which 

the uncertainties of a brownfield redevelopment are addressed by a policy push, governmental measures to 

facilitate brownfield redevelopment, and an opportunity pull, measures that attract investors to reduce the 

(financial) risks. The uncertainties regarding brownfield redevelopment can be divided in financial risks 

regarding the liability of the remediation, feasibility of the redevelopment and environmental externalities, 

social risks regarding the diversity of actors and property owners, the image and the lack of information, and 

technical risks regarding the legislation/procedures.  

To deal with these uncertainties the policy push consists of the aforementioned ladder of sustainable 

urbanization and functional remediation policy which indicates to what extent the soil needs to be remediated 

depending on the end use assigned to the site. Besides these measures, the Dutch government also founded an 

innovation program called Mooi Nederland to improve the spatial quality by connecting to the identity of the 

place and preserving the cultural history. The government linked cooperation and financing to improve the 

spatial quality. However, these measures are not sufficient and more measures need to be present such as 

increasing the flexibility of the master plan and zoning. 

An important opportunity pull is enhancing the often rich and meaningful character of brownfield sites by 

implementing a process called place branding which creates a strong place identity to generate attraction 

towards the site both socially and financially.    

 

Place branding 

Place branding, derived from product branding, is the process in which a brand in the form of a clear, 

distinctive and memorable message that represents the distinctive characteristics of a place, as interpreted by 

actors to create a focus of identity, as well as the associations that reside in the customer’s heart and mind is 

created. For place branding it is of importance to communicate an experience and promise that creates an 

emotional attachment to the desired audience. However before creating emotional attachment, primary 

features such as safety and stability need to be established first as a basis for human development to higher 

needs and benefits.  

A place brand identity comprises of four components which are more inherent to the place brand identity and 

three components that are externally imposed. The four components brand culture, brand image, brand 

personality and brand drivers correspond to the genius loci which characterizes the place’s identity and 

provides core values for the place brand identity. The three components conditions surrounding the 

redevelopment (e.g. legislation, procedures and finance), ambitions and vision influences the creation of the 

place brand identity as well but depend on the actors involved and the place that needs to be worked in. After 

the seven components are analyzed a place brand can be created and will be tested by the stakeholders to 

generate support and commitment. Thereafter, a brand strategy will be created which includes the vision and 

mentions how the experience and promise of the place brand identity needs to be communicated and 

translated into the redevelopment plan. Before executing the place brand identity, it needs to be implemented 

by the stakeholders and in the program in brief. Lastly, the place brand identity will be monitored and managed 

to ensure progress. 

With regards to brownfield redevelopment, place branding needs to be incorporated in the redevelopment 

process to work efficiently and to shorten the duration of the project as much as possible. This master thesis 

will focus on the pre-initiative phase, initiative phase and first sub phase of the plan development phase since 

the incorporation of place branding in these phases deals with the deployment of the right incubators and the 

creation and implementation of a strong place brand identity. Important to notice is that place branding not 

only focuses on the creation of a place brand identity but also influences other criteria that are of importance 

to redevelop a brownfield successfully.  

To position the different place branding approaches in use in practice, a positioning scheme has been set up 

that distinguishes a project and process approach and a program and positioning approach. 

 

Project and Process management 

Before creating the model it is important to understand how a project looks like. Every project, even though 

unique, consists of four elements that influence its course. The two main elements are organization and 

mission, which are derived from the two elements Actors and Place (site and its environment) respectively, and 

interact with each other. The structure and agreements made within an organization depend on the mission 

and the way the mission will be executed depends on the organization’s actions. 



 

 

To address a unique project, project, program and process management are mainly used. Project management 

is a top-down approach in which a clearly defined and collectively-agreed result needs to be realized by 

activities with limited resources and within a predetermined finite time horizon. Program management deals 

with a unique complex of efforts (including projects) that is goal-oriented and has to be realized with limited 

resources. Process management is a bottom up approach in which an elaborated but yet unclear result or 

preliminary status of an envisaged result will be established by successive activities or events. Program 

management is not of importance in this master thesis since the focus is on one instead of multiple projects 

and is result-oriented instead of goal-oriented. 

The main differences between project and process management is that project management is more content 

based and operates in a closed environment opposed to process management which is more organization and 

cooperation based and operates in a dynamic environment. Even though project and process management 

take place simultaneously regarding the redevelopment process, process management is more present in the 

first half of the redevelopment process and project management more in the second half of the redevelopment 

process. 

 

The model 

After the analysis of the former subjects, a model is created to achieve a place branding approach that is best 

suited to deal with the complex redevelopment process of a unique and specific brownfield project in order to 

brand the brownfield successfully. The model is structured as a decision hierarchy in which numerous criteria 

regarding brownfield redevelopment and place branding relate the aforementioned goal to the alternatives 

which can be roughly divided into four place branding approaches (see below for structure and appendix V for 

content). 

The model comprises of three parts that combined together achieve the best suited place branding approach. 

First part consists of a list of pairwise comparisons of all criteria to determine their importance. By using the 

method Pairwise Comparison it will be determined to which intensity one of the two criteria is preferred above 

the other. The intensities will then be entered in the decision support software program Expert Choice 2000 to 

compute absolute numbers between zero and one, called priorities, which indicate the degree of importance.  

Second part of the model consists of a questionnaire to indicate the presence of all criteria and to provide basic 

information regarding the redevelopment process of the brownfield project necessary to know before 

engaging in a place branding process. The presence of the criteria is determined by applying the method Visual 

Analogue Scale (VAS) in which the respondents are asked to indicate in which degree the criteria are present by 

marking a horizontal line with the interval [0, 100]. The distance from the right end of the line to the point on 

the horizontal line, corresponding to a score on the interval [0, 100], that the respondent has marked will be 

measured. The distance is called the VAS score.  

Third part enters the priorities and VAS scores in formulas to compute an average VAS score which will be 

indicated on the axes of the place branding approach positioning scheme. When the average VAS scores are 

connected with each other the best suited place branding approach will be visualized and a ranked list of 

criteria will appear to indicate which criteria need to be addressed first. 

The model already needs to be implemented in the pre-initiative phase and will be completed in more detail in 

the initiative phase. It is developed for relevant stakeholders in a stakeholders’ organization that are involved 

in brownfield redevelopment and have decided that they want to create a brand identity for the place. 

However, it can even be used for every (re)development project since the model also raises awareness of the 

necessary criteria regarding a sustainable cooperation and design.  

 

Case studies 

After the model is validated, its applicability needs to be examined by means of case studies. The 

Westergasfabriek and the Oostergasfabriek, being in their initiative phase or early stages of the plan 

development phase, regarding their use of place branding have been analyzed to examine the applicability. 

Both former gas plants in Amsterdam with equal contamination problems and of which the initiative to 

redevelop started around the same time. 



 

 

The stakeholders’ organization of the Westergasfabriek used a process approach to firstly determine what the 

result should be regarding the various criteria of place branding within the redevelopment process. When the 

stakeholders’ organization did not know how to execute the results regarding the contaminated soil, the 

national monuments, the design, program and creating attraction, they attracted several experts to deal with 

these issues. Important to notice is that they did not wanted to create a place brand identity beforehand but 

let the place grew organically and let the users create a place identity of their own. The place branding 

approach used for the Westergasfabriek can be characterized as a project-program approach and was also 

clearly present according to the model. 

The stakeholders’ organization of the Oostergasfabriek lacked of a clear facilitator, a realistic ambition and 

subsequent vision. They postponed the creation of a place brand identity to the realization phase and focused 

mainly on the creation of a design and program. Their approach used, characterized as a project-program 

approach, proved to be unsuccessful to generate attention. The model called for a process-positioning 

approach to firstly determine what the result should be regarding the various criteria of place branding within 

the redevelopment process. This way, the Oostergasfabriek would generate attention in the early phases of the 

redevelopment process. Eventually, the stakeholders’ organization used the process-positioning approach to 

communicate a new character that corresponds to the redevelopment.   

Both case studies indicate that the model is applicable in practice since it called for the same place branding 

approach as used in the successfully branded Westergasfabriek and a better place branding approach than the 

one used for the less successful branded Oostergasfabriek. Both case studies also prove that the model needs 

to be incorporated as soon as possible in the redevelopment process, preferably in the pre-initiative phase, to 

generate attention and to deal with uncertainties that need to be addressed before execution of the 

redevelopment plans. 

However before applying the model in practice, two improvements should be applied to optimize the model. 

First improvement addresses the inconsistency of the lists of pairwise comparisons of the criteria by digitalizing 

the lists and to narrow down the options for intensities for particular pairwise comparisons in order to maintain 

consistency and to avoid revision. Second improvement addresses the created ranked list of criteria after the 

best suited place branding approach is known. Since the top criteria of the list of criteria that need attention 

can be of more importance than the bottom criteria of the list of criteria that have priority an overall priority 

list should be created to involve all criteria that need to be addressed first.  

 

Conclusion and recommendations 

The created model needs to ensure that the best suited place branding approach is achieved by the 

stakeholders’ organization of a brownfield redevelopment project to deal with the criteria that are not present 

sufficiently within the stakeholders’ organization but are required to brand a unique and specific brownfield 

successfully. The model is also a supportive and monitoring tool for the approach taken within the 

redevelopment process and creates awareness for the criteria that need to be present when (re)developing a 

place successfully and is therefore employable in a wide range of (re)development projects. 

The proposed recommendations are mainly concerned with optimization of the model. The model can be 

adjusted by implementing the aforementioned improvements, its applicability can be examined more 

elaborately and new policy pushes and opportunity pulls should be analyzed and can be incorporated into the 

model.  
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CHAPTER 1 | INTRODUCTION 
 

 

 

 

 

 

 

 

‘‘The moment of thinking of and creating the solid identity is crucial. This has to be 

incorporated in the early stages of the process, when nothing has been developed yet.’’ 
Kees Schipper, Director at Heijmans Bestcon 

 

 

 

Enka, Ede 
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1 Introduction 
‘Abandoned and contaminated industrial sites where you do not want to be, especially during evenings.’ ‘Not 

really a feast for the eyes.’ These are just two of many negative public perceptions that people have regarding 

brownfield sites. They are not known as attractive areas. However, they can be.  

‘I  NY’, ‘I AMsterdam’, ‘Incredible !ndia’. These are just some of many examples of place branding. It is a 

strategic approach addressed to the public to alter their perception in a positive way that stays for a very long 

time. Place branding can be used from countries to cities and even to small neighborhoods. 

Brownfield and place branding are two subjects that have not been linked that often. But they do have a 

connection where place branding can help the redevelopment process of brownfield sites. 

This chapter will elaborate the research context, comprising a problem statement, problem definition and aim 

of research, and research model. First, the motivation that covers the link between brownfields and place 

branding briefly will be discussed. 

 

 

1.1 Motivation  

According to the structural vision, created by the Ministry of Infrastructure and Environment, a changing 

demand is occurring in the real estate market where quality precedes quantity. The ambition for the 

Netherlands in 2040 with regards to the spatial planning policy is that residential and working locations in 

urban and rural areas connect to the (qualitative) demand and that restructuring and transformation locations 

are (re)developed as much as possible [Ministerie van Infrastructuur en Milieu, 2011b]. There is also a growing resistance 

against the development of rural areas, called greenfields. Since many cities have derelict and even 

contaminated industrial areas, called brownfields, that affect neighborhoods economically and environmentally 

it is desirable that they will be transformed. 

Throughout the years, brownfields are enclosed due to city expansion and therefore are unique areas near the 

city center. By transforming these abandoned areas into a vivid area, the city itself will also benefit from it.  

However, there are disadvantages in brownfield redevelopment. The biggest disadvantages are the great 

number of stakeholders, the contamination problem and a resulting negative image which hamper the 

redevelopment process [EUBRA, 2007]. Addressing these and other disadvantages of brownfield redevelopment 

are subjects that deserve more attention to successfully redevelop a brownfield. REVIT, a transnational EU 

project which aims at improving the efficiency and sustainability of brownfield regeneration projects, also 

showed that stakeholder engagement, community support, communication and accompanying activities that 

give the site a positive image are necessary to redevelop successfully [REVIT, 2007]. Especially nowadays, projects 

demand innovation and a more flexible approach.  

The appropriate approach to deal with the complex redevelopment process and negative image of a brownfield 

is place branding. It is a strategic and integrated approach, with its origin in the consumer’s goods and services 

markets, which has found its way in differentiating places. Place branding nowadays is mainly in use as a 

marketing tool to create the desired identity of a nation, region or city to attract tourists. However, the power 

of branding can be bigger with regards to urban development and especially in the case of brownfield 

redevelopment.  

 

 

1.2 Research context  

To specify the subject of this master thesis, a problem will be stated which will result in a problem definition 

and an aim of research.  

 

1.2.1 Problem statement 

Place branding can be used to create progress and guide the redevelopment process of a brownfield project. 

Especially to address laborious start-up stages of a redevelopment process it can be a very useful strategic 

approach. Even though we are familiar with the power of product branding, there is still some uncertainty 

towards place branding as a strategic approach if it can achieve the same kind of benefits for places as it does 

for products and if all places can be branded.  

There is a growing interest from both academia and branding practitioners to deal with these issues to close 

the gap between product branding and place branding and to define place branding as a strategic approach. 

For example, REVIT [2007] pleads for more stakeholder engagement and/or participatory practice within 

brownfield redevelopment to strengthen sustainable decision making and to be aware of the criteria necessary. 

Kavaratzis and Ashoworth [2005] suggest that those places with characteristics that can differentiate them from 

• 
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other places, such as brownfields, can be branded. Peek [2006] mentions that there are several place branding 

methods in use, each with their own approach, to guide brownfield redevelopment. So when using place 

branding with regards to brownfield redevelopment it is very important to be aware of the required criteria, 

the identity of the place and what kind of place branding approach is best suited for the specific brownfield 

redevelopment project. 

However, the required criteria to brand a brownfield are yet unknown. The kind of place branding approach 

that is best suited for a brownfield redevelopment, its use and the implementation in the redevelopment 

process are also fairly new and unknown for most stakeholders.  

 

1.2.2 Problem definition  

In order to use a place branding approach that best suits the redevelopment process of a brownfield 

redevelopment project, it is necessary to indicate which criteria are required and to which extent they are 

present within the stakeholders’ organization. This master thesis will focus on this matter which is formulated 

in the following problem definition:  

 

How does a stakeholders’ organization of a brownfield redevelopment project achieve the place branding 

approach that is best suited to deal with the criteria that are not present sufficiently within the 

stakeholders’organization but are required to brand a unique and specific brownfield successfully? 

 

To come to the solution of the problem definition, it is divided into several sub questions. The answers of these 

sub questions will lead to the overall solution for the problem definition. The sub questions have been 

structured in the following outline: 

 

Chapter 2 | Redevelopment 

Chapter 2 will mainly discuss the redevelopment process, the actors and stakeholders involved and the 

cooperation between them. The following questions will be elaborated: 

- How can the real estate market be characterized? 

- How should redevelopment projects need to be approached? 

- What is the governmental vision regarding redevelopment? 

- What does a redevelopment process look like? 

- Which phases from the redevelopment process are most important? 

- Which actors/stakeholders are involved in redevelopment? 

- How should the actors/stakeholders need to cooperate? 

 

Chapter 3 | Brownfield 

Chapter 3 discusses the concept of brownfield by means of classification and mentions the aspects that are 

involved when redeveloping a brownfield. The following questions will be elaborated: 

- What is a brownfield? 

- What are the different types of brownfields? 

- How large is the scale of brownfield land in The Netherlands? 

- What characterizes a brownfield? 

- What are the policies regarding brownfield redevelopment? 

- What are the uncertainties when redeveloping a brownfield? 

- What is the difference between brownfields and greenfields? 
 

Chapter 4 | Place Branding  

Chapter 4 discusses the concept of place branding by mentioning its use, objectives and benefits.  The following 

questions will be elaborated: 

- What is (place) branding? 

- What are the similarities and differences between product branding and place branding? 

- What are the objectives of branding? 

- What are the benefits of branding? 

- What is the place’s identity? 

- How is a place brand identity created? 

- What are the different kinds of place branding methods? 

- How can place branding be incorporated in the redevelopment process? 

- How should place branding be used by the relevant stakeholders of brownfield redevelopment? 
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Chapter 5 | Project and process management  

Chapter 5 discusses the concept of a project and how it can be managed properly.  The following questions will 

be elaborated: 

- Which elements are included in a project? 

- How can a project be addressed? 

- What is project, program and process management? 

- How do project, program and process management operate in the redevelopment process? 

 

Chapter 6 | The model 

Chapter 6 discusses the background, the design and the use of the created model. The following questions will 

be elaborated: 

- Are the research findings valid? 

- How will the model be structured? 

- Which methods provide the backbone for the model? 

- How does the model need to be used? 

- By whom does the model need to be used? 

- When does the model need to be used? 

 

Chapter 7 | Case studies  

Chapter 7 discusses two case studies to validate the applicability of the model. The following questions will be 

elaborated: 

- Which case studies will be used? 

- What place branding approaches did the case studies used? 

- How applicable is the model? 

- What are the points for improvement? 

 

Chapter 8 | Conclusion and recommendations 

Chapter 8 concludes the findings of chapter 2 to 7 and will provide recommendations for the practitioners and 

further research.   

 

1.2.3 Aim of research  

The aim of this research is: 

 

To create a model for a stakeholders’ organization of a brownfield redevelopment project to achieve the place 

branding approach that is best suited to deal with the criteria that are not present sufficiently within the 

stakeholders’organization but are required to brand a unique and specific brownfield successfully 

 

The model created will be applicable for both new and existing brownfield redevelopment projects that would 

like to incorporate place branding and will serve as a guide by recommending what kind of place branding 

approach would be best suited for each specific brownfield redevelopment project to brand it successfully.  

 

 

1.3 Research model 

The research model in figure 1.2 shows the outline of this master thesis graphically. The chapters 

Redevelopment, Brownfield, Place Branding and Project and Process Management will conclude the literate 

study by creating a set of conditions and measures, in particular the criteria required to brand a brownfield 

successfully, that will be incorporated into the model. The conditions and measures will be discussed by face to 

face interviews with several experts in the field of brownfield redevelopment, place branding and project and 

process management for validation. After validation, the model will be designed and its applicability will be 

examined by two case studies. If necessary, the model will be adjusted according to feedback from the case 

studies. Finally, the master thesis will conclude with a conclusion and recommendations.  
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 Navy yard Willemsoord, Den Helder 

 

 

 

CHAPTER 2 | REDEVELOPMENT 
 

 

 

 

 

 

‘‘A long time, urban development dealt with everything but the site itself and the people that 

lived there. Due to projection of a multitude of ambitions and fragmentation of interests, 

users and residents of the sites have been left out for a long time. The current market forces 

us to a ‘no nonsense’ approach in which we first look at the needs of the users and the 

quality of the site. This should also apply to the choice of location.’’  
Diana de Jong, Director Area Development Bouwfonds Ontwikkeling 
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2 Redevelopment 
Redevelopment, like urban or rural development, consists of five successive phases where each phase has its 

own content and deals with several actors that have different interests. When looked at the content, urban 

redevelopment aims to achieve coherence in which a framework of (pre)conditions guides the creation of an 

integrated vision for the redevelopment of a site. To achieve this coherence, cooperation between the 

different actors is necessary. How to cooperate depends on the actors involved, the arrangements made and 

the characteristics of the redevelopment site.  

This chapter will elaborate the structural vision for the Netherlands in 2040, the redevelopment process, the 

actors and stakeholders involved and the cooperation between them. First, the impact of the credit crunch and 

the changing markets on urban (re)development will be discussed. 

 

 

2.1 From development to redevelopment 

The credit crunch that hit the Netherlands in 2008 had a profound impact on the real estate market. The 

progress of urban development projects stagnated and the cooperation between public and private actors 

experienced pressure due to finance problems, reducing demand and focus on risk reduction. But there are 

also several structural changes to be noticed which change the way of development, e.g. from a supply to 

demand market and from a quantitative to a qualitative approach.  

The traditional development strategy called Urban Development 1.0, in which the municipality cooperates with 

one or more leading developers and controlls the demand, will not be sufficient any more. In the traditional 

strategy land is acquired by use of planning tools, such as the zoning, the design is created integrally with more 

or less developed end-images, large pre-investments take place combined with a long development time and 

the image of the site is determined by landmarks and icons. This top down strategy needs to be converted to a 

bottom up strategy in which the developing actors focus on flexibility and the incorporation of the end user 

into the early stages of the (re)development process. This strategy is called Urban Development 2.0; 

characterized as an open and organic plan process in which continuity and value are created for the long-term 

[Peek, 2010 & de Zeeuw et al., 2011]. Within this strategy, municipalities facilitate local and small initiatives for end-

users such as self-realization. Due to the increasing control of the end-users in the (re)development of their 

neighborhoods, new actors and cooperation models will come to light. Another difference that distinguishes 

urban development 2.0 from urban development 1.0 is prematurely thinking of exploitation to fully utilize the 

investment potential of the site. Strategic acquisition of the land is limited and the focus of land use is shifted 

towards temporary use to generate income. This way, pre-investments do not have to be that large as they 

used to be. Temporary use is not only preferable to generate income but also to improve the image of the site 

by using incubators; public functions or (temporary) usage of land and buildings that create a sphere of 

belonging for a particular function or sector for stimulation and to attract attention. Practice shows that 

incubators are preferred and sometimes even necessary to make the redevelopment successfully. When the 

pioneers of the target group settle in the area, it will attract the main stream group.  

There is even a new strategy in use called Urban Development 3.0 in which the real estate sector should work 

together with other financially strong actors, such as different public utilities, that are of influence on the 

(re)development. The intention for this strategy is to invest in accessibility and to ensure a more sustainable 

quality which must be ensured by managing the exploitation after realization [Peek, 2010]. The (temporary) use 

of land and buildings to generate income and to attract attention is the same as in urban development 2.0. 

However the use of public real estate, financial consolidation between public actors, private actors and public 

utilities, more attention for flexibility and a robust underground within the design and a sustainable and self-

sufficient image are new factors that distinguish urban development 3.0 from urban development 2.0.  

Especially with regards to redevelopment, innovative and sustainable techniques should be used to address its 

contamination problems and to change the image people have of these sites as being unhealthy. The case of 

Strijp-S in Eindhoven [project 1] shows how a site can be remediated and at the same time is sustainable.  

Table 2.1 shows the difference between urban development 1.0, 2.0 and 3.0 regarding the aspects 

cooperation, land use, finance, design and image which are of importance for this master thesis. 

Not only has there been a shift in how to develop urban areas but also which areas to develop. Since there are 

a lot of sites in the cities that need to be transformed, such as deprived areas or abandoned industrial sites, 

and due to a growing resistance against developing rural areas, the call for redevelopment and a more 

qualitative approach is strongly present. Because of this, a shift needs to take place from developing to 

redeveloping in which urban development 2.0 or even 3.0 will play an important role by integrating the existing 

environment, involving the end-users and exploiting the site with new financially strong actors. 
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2.2 Structural vision for The Netherlands in 2040 

The Ministry of Infrastructure and Environment have set up a structural vision, incorporating ambitions for the 

Netherlands in 2040, as a response to the changing markets. One of the main reasons to create the new 

structural vision is to address the administrative pressure, complicated legislation and a sectoral view that 

occurs too often. In order to do address these issues, the government strongly decentralizes by assigning the 

spatial planning to the provinces and municipalities. This way, the national interests decrease, the legislation 

simplifies and the responsibilities of the coordination between urban and rural areas on a regional scale are left 

to the provinces. The coordination and implementation on a local scale is left to the municipalities within 

provincial boundaries.  

Unlike before, there are no agreements set by the government about percentages for inner-city building. Only 

in the urban regions surrounding the mainports Amsterdam and Rotterdam the government will create 

agreements with the decentral governments regarding the programming of the urbanization. However to 

ensure a viable and safe environment in which unique natural and cultural heritage values are retained, one of 

the three main goals to make The Netherlands more livable in the medium term (2028), the government uses 

the ladder for sustainable urbanization which is the only real stimulus for redevelopment [Ministerie van 

Infrastructuur en Milieu, 2011b]. 

 

The ladder of sustainable urbanization, incorporated in the spatial planning for careful consideration of land 

use, comprises of the following steps: 

w 

< 
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PROJECT 1 I STRIJP-S (EINDHOVEN) 

Strijp-S is an industrial complex of Philips in the cent re of Eindhoven. The complex, comprising of 

27 hectares, is the birthplace of the electric company and houses several buildings that were used 

for research, design, production and storage. Half of these buildings are appointed monuments 

and are the backbone of the design. 

In addition to Eindhoven as a city of knowledge they also want to be known as the creative city 

which needs to take place by redeveloping Strijp-S as a creative hot-spot. In order to do this and 

create attention to t he site, most of the buildings are temporarily used by small creative 

businesses that fit perfectly in the monumental bui ldings. In addition to the creative sector, 

residentia l buildings, offices and other faci lities wi ll be developed [vrom, 20011. 

To be innovative and sustainable, St rijp-S needs to be the most sustainable urban redevelopment 

project of the Netherlands by combining remediation wit h energy production. The underground 

system, called Sanergy, is based on groundwater circulation and warmth-cold storage where 

groundwater is circulated and at the same time warmth and cold is ext racted from the 

groundwater to be used when needed [Sanergy, 20111. 

URBAN DEVELOPMENT 1.0 URBAN DEVELOPMENT 2.0 URBAN DEVELOPMENT 3.0 
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LANDMARKS AND ICONS 
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AND FOCUS ON TEMPORARY 
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INTEGRAL VISION, SEPERATE 

(PRIVATE) DEVELOPMENT OF SUB· 

PLANS 
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DIFFERENCES URBAN DEVELOPMENT 1 .0, 2.0 AND 3 .0 [Peek, 2011 [edited]I 
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UTILITIES WITH NEW ACTORS 
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ACTORS AND PUBLIC UTILITIES 

INTEGRAL VISION WITH GREAT 
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1 Assessment of the involved governmental parties if the desired (re)development provides for a 

regional or local demand for business parks, offices, residential areas and other urban facilities. 

Besides the quantitative assessment, the qualitative demand on a regional scale is equally important; 

2  When the desired (re)development provides a regional or local demand, the involved governmental 

parties will assess if it can be realized within the existing urban area by using restructuring or 

transformation locations; 

3 When restructuring or transformation locations do not offer sufficient possibilities to provide for the 

regional or local demand, then the involved governmental parties assess if it can be realized on 

locations that are appropriately multimodal accessible or are developed as such.   

 

In addition, the environmental aspect and cultural historic qualities are also mentioned in the cultural vision. 

The quality of the environment, such as quality of the soil, water and air, must comply with the (international) 

applicable standard(s) to protect the health of the citizens. When (re)developing land, the environmental 

effects need to be taken into consideration to prevent future costs and social harm. 

Lastly, landscape and cultural historical qualities that give a place its identity needs to be preserved and 

strengthened. They are also of increasing importance for the competitiveness of The Netherlands. The 

government retains responsibility of the cultural heritage but the policy regarding the landscape will be 

assigned to the provinces. 

 

 

2.3 Redevelopment process 

Just like a regular development process, redevelopment will undergo the four general phases of the 

development process: initiative, plan development, realization and exploitation management. The research 

and design of each phase will guide the project from policy to preparation to realization of the project. 

Each phase will be concluded with a document capturing the agreements and decisions of that particular phase 

for the next phase. With each phase the result will become much clearer. As mentioned in the previous 

paragraph the way of urban development has changed and thinking of how to (temporarily) use the site from 

the very first beginning is important. Temporary use takes place in a phase called pre-initiative which precedes 

the initiative phase as shown in figure 2.1.  

 

Pre-initiative phase 

The purpose of the pre-initiative phase is to find out if the project is desirable and if there are better 

alternatives. If the project appears to be feasible the site will be acquired through acquisition [van de Ven, 2006]. 

When the site is acquired it is beneficial to exploit it from the very beginning. The pre-initiative phase should 

thus be based on the investment potential of the site and focus on the continuity and value creation for the 

long-term from a user point of view. The municipality will be responsible to fully use the investment potential 

by facilitating local initiatives (e.g. self-realization or called Collectief Particulier Opdrachtgeverschap (CPO) in 

Dutch), modify the zoning and investing in the public areas [Peek, 2010].   

But also temporary use of the land and buildings will generate income by renting spaces to users that only want 

to stay for a short period of time at a certain location. However, zonings in general do not mention the 

possibilities for temporary use and both developers and municipalities are not familiar with the needs of these 

‘nomadic’ users. Temporarily exploiting the site by different cultural activities will also create life and attention 

which can be used to position the site a certain way to attract future end users.  

To benefit as long as possible from temporary use, buildings will be leased in the following (re)development 

phases until the exploitation phase where the actual and desired functions of the design are exploited for the 

long-term. Even in the realization phase temporary use can take place in those buildings that are addressed in 

the last stages of the phasing. 

• • I I • 

PROGRAM IN BRIEF DESIGN 
PROJECT PLAN REALIZATION PLAN 

URBAN DEVELOPMENT 1.0 

URBAN DEVELOPMENT 2.0 

URBAN DEVELOPMENT 3.0 

REDEVELOPMENT PROCESS (VROM, 2010; Waiting, 2008 & Peek, 2011( 
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Initiative phase 

Initiatives for (re)development generally come from provinces or municipalities, the ‘natural’ initiators, or 

private actors with or without land and/or real estate positions. In the initiative phase, relevant stakeholders 

are involved and a global research on different aspects is conducted: 

- The idea or plan and the globally expected financial end result 

- The actors involved and their possible role, goal, interest and motivation 

- The feasibility 

- The risks 

 

A (re)development strategy and an intention of cooperation between the involved actors are the two main 

documents that will be determined. It is important to give this phase enough attention by creating a solid basic 

analysis of the initiative and not to rush into designs.  

 

Plan development phase 

The plan development phase is the most intensive and complex phase of the process and can be divided into 

three sub phases, each with their own end results: 

- Definition 

This sub phase will give insight in what to expect from the project and what is desired. It will be 

concluded with a program in brief. 

- Design  

This sub phase will come up with a desired design and will analyze the risks again in a quantitative and 

financial manner. It will be concluded with a design. 

- Preparation 

This sub phase will elaborate the design into detail. It will be concluded with a realization plan. 

 

In the plan development phase, calculation and design happens simultaneously in an iterative process to come 

up with the best feasible realization plan in the end.  

 

Realization phase 

The realization phase is aimed at the execution of the design as determined in the plan development phase. 

Since the most important decisions are made, the emphasis will be on monitoring the arrangements and 

conditions such as legislation and finance.    

 

Exploitation management 

After the realization phase, when the project has been completed, the municipality and developers will transfer 

the project to different end-users and investors who on their turn will focus on maintenance and managing the 

exploitation. This is the case in urban development 1.0 and even urban development 2.0. Urban development 

3.0 shows a more integral cooperation where financially strong utility companies work together with several 

real estate stakeholders to create a sustainable and self-sufficient site where they, even after realization, 

manage the utilities to ensure the sustainable quality and to meet the exploitation.   

 

 

2.4 Actors  

Whith regards to redevelopment projects numerous different actors are involved.  

 

2.4.1 Definition of an actor 

Like a complex development, redevelopment involves a lot of actors to make the redevelopment a success. 

Before going in depth of which actors will most likely to participate, a definition of an actor will be given [Pahl-

Wostl, 2005 in Glumac, 2010 [edited]]: 

 

‘’An actor is an individual or an aggregated social entity (collective actor) that has the ability to make 

autonomous decisions and act as a unit with overall accepted rules for collective choice.’’ 

 

 

2.4.2 Types of actors 

Various actors are greatly or hardly involved in the redevelopment process. In general a distinction can be 

made between (semi-)public actors, private actors and other actors with interest. Each of them has their own 
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interests and wants to mark the redevelopment project differently which leads to different decision actions 

[Heurkens, 2008; Loon and Wilms, 2006 in Glumac, 2010]. 

 

(Semi-)Public actors 

The main public actor in redevelopment is the government as the state, province or municipality. Since the 

government decentralized its power and wants to focus on issues of national interests, the main public actor in 

redevelopment is the municipality. Besides these three administrative levels there are other (semi-)public 

actors than can be involved in the redevelopment [Wolting, 2008]: 

- Government (state/povince/municipality) 

- Housing association 

- Public actors as end users; e.g., an educational institution, police department or fire department  

- Water board for water management and water storage 

- Environmental organization 

 

In general, public actors act from a societal perspective to protect the public interest and to come up for those 

that are not in the position to act against possible adverse redevelopment decisions. The government’s role is 

indisputable regarding legislation, policy and interventions of which the zoning is the most important planning 

tool regarding land use. 

 

Private actors 

There are a various amount of private actors involved in the redevelopment process. A distinction can be made 

regarding land position [Wolting, 2008]: 

- Private actors with land/property position 

- Developer 

- Contractor 

- Property owner/Investor 

- Housing Association 

- Private actors without land/property position 

- Developer 

- Contractor 

- Bank 

- Investor/shareholder 

- Broker 

- Notary 

- Housing Association 

- Utility Company 

- Market research company 

- Urban designer 

- Architect 

- Civil Engineer 

 

Private actors are market-orientated and their main goal will be to maximize the return on invested equity in a 

minimum amount of time and to minimize risks. 

 

Other actors  

Besides the (semi-)public and private actors, there will be other actors that need to be involved in order to 

redevelop successfully [Wolting, 2008]: 

- Local residents 

- Temporary and future owner/user 

- Organization that comes up for the interests of their members 

Their main goal will be to influence the realization plan in such a way that they will also benefit from it. 

 

2.4.3 Actors involvement in the redevelopment process 

Various actors, private as well as public, are involved in the redevelopment process. Some actors are involved 

during the entire redevelopment process like the municipality and most likely the housing association and 

owner/user. Others have a specific role during one phase of the redevelopment process like an architect who is 
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concerned with designing a building or contractor who will build according to design. An overview of the 

various actors regarding their involvement in the redevelopment process is given in table 2.2. 

 

In the pre-initiative phase, the industrial company leaves and sells the site to the municipality, a private 

developer or a redevelopment consortium of public and private actors. The most important actors that will be 

required to redevelop the site are identified in this phase. The consortium will then look into the opportunities 

of how to exploit (part of) the site to already generate income and to make the redevelopment project known 

to the public.  

In the initiative phase the remaining actors, e.g. future users of the site and possible investors, are identified 

and several analyses, along with each demands and goals, are executed. The site needs to be positioned and a 

framework for the urban and architectural design needs to be set by creating an identity. In the initiative 

phase, risk analysis is one of the important assessments since it provides information regarding costs/benefits-

ratio and the likeliness of stagnation during redevelopment [VROM, 2010]. The end of the phase is marked by 

translating the acquired results of the analyses together with an idea into a first sketch of the redevelopment 

plan for the end use of the redevelopment project. The first sub phase of the plan development phase will 

define the ideas, desires and interests of the actors in a program in brief. 

The last two sub phases from the plan development phase will elaborate the findings and demands from the 

(pre-)initiative phase and the first sub phase from the plan development phase. The realization phase will 

execute the design and the exploitation management phase will manage the build environment. In the phases 

that elaborate, execute or manage the design the role of place branding will not be that necessary, except to 

monitor the decisions that are made in the initiative phase.    

Thus, from the five phases of the redevelopment process, the focus will be on the pre-initiative phase, the 

initiative phase and the first sub phase from the plan development phase (figure 2.2). 

 

 

2.5 Stakeholders 

An actor that is not only affected but also can affect the redevelopment process is called a stakeholder [Wolting, 

2008]. The municipality, the developer and the user are regarded as the three most important stakeholders.  

 

 

2.5.1 Changing role of the stakeholders 

The traditional linear (re)development process from government to contractor is no more and has been 

replaced by other cooperation models, mainly public-private partnership, which changed the roles of the 

stakeholders.  

Even though governmental manageability decreased and a shifting took place from urban central planning 

towards a process management approach based upon actors’ decision making, the government still plays an 

important role in urban governance, the process of steering and coordinating urban policies between the 

public, private, and voluntary sectors to achieve collectively-agreed goals [Pierre, 2005]. For redevelopment 

projects the role of the public stakeholder, the municipality, is very important in a way that a completely new 

zoning has to be created in order to redevelop. To create a new zoning that is market conform and will be 
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supported by the other stakeholders, it is of importance to involve the private stakeholder, the developer, and 

the user to incorporate their market knowledge and creativity [VROM, 2010]. Because of this, the role of the 

private stakeholder and the user will gain influence throughout the entire redevelopment process [Glumac, 2010]. 

The participation and co-creation of the user needs to be mentioned in particular since its influential role in the 

(re)development process is fairly new.  

Already in 1969 Arnstein argued for a more sustainable role for the users in planning decision-making. Even 

and especially nowadays, (re)development projects see a growing level of user empowerment which makes the 

decision-making process more complex [Glumac, 2010]. But for a (re)development to be successful, the voice of 

the user needs to be incorporated from the initiative phase on to create insight into (new) developing 

opportunities. Involving the users in the design and program through co-creation develops social capital, 

contributes to community cohesion, meets local needs and generates the feeling of mental ownership by 

narrowing the gap between politicians and citizens [Taylor, 2007]. It will also decrease the amount of objections 

which was the case with Limoskazerne in Nijmegen [Project 2].  

Besides the strongly increasing role of the user, the role of the shareholder, the investor, will increase as well. 

Due to the changing real estate market caused by the credit crunch, banks do not fund real estate projects that 

easily anymore and project developers cannot fund (re)development projects on their own due to their 

insufficient own venture equity. The developer and investor will most likely cooperate to combine their core 

competences of market knowledge and finance to (re)develop more successfully.  

Although the influence of the investor is inevitable with regards to finance, the focus of the master thesis will 

be on the triangle relationship between the three main stakeholders since they are directly involved from the 

first phase on in the decision-making process (figure 2.3). 

 

2.5.2 Cooperation between the stakeholders 

The cooperation of a redevelopment project is very complex due to a great number of actors besides the 

stakeholders, long duration of the project, ambitious integrative policies and high investments in social and 

financial terms. Especially the difference in perception and interests among stakeholders might impair the 

cooperation. The real interests and own agenda of public and private stakeholders in particular are often 

withheld from the cooperating stakeholders and other actors. Regarding urban governance three distinctive 

problems occur that impair the cooperation and thus redevelopment process as well. They are the lack of 

flexibility, the lack of effective coordination and unclear lines of public accountability [Kokx, 2010].  

PROJECT 2 I LIMOSKAZERNE (NIJMEGEN) 

The Limos in Nijmegen-East has been a restricted area for citizens. The 14 hectares of park-like 

terrain was the exclusive domain of the Dutch Air Force. When they left in the early Nineties, the 

municipality acquired the site and made a new land use plan for it. Since the municipality wanted 

to give the site back to the city, they involved the public during the redevelopment process 

through an open plan process where public and private parties together with (future) users 

develop a plan for the area. This has ensured that there were no objections by the time of 

realization, even though not all desires had been incorporated. The site is now avai lable for public 

and offers a park-like area mixed with preserved and new bui ldings. The monumental fence 

marking the terrain has also been maintained. The progress of the project has not always been 

easy since the zoning was very detailed, but the result of the redevelopment proved to be 

successful. All houses, even the re lative expensive ones, were quickly sold due to the cultural

historic ambiance [VROM, 2007] . 

THE RELATIONSHIPS BETWEEN THE THREE MAIN STAKEHOLDERS AND THE SHAREHOLDER [Glumac, 2010 [edited]) 
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To deal with the complexity, there are several factors that need to be present for a cooperation to (re)develop 

successful. To address the lack of coordination, it is of importance to have a competent facilitator that drives 

the (re)development by planning the process, guiding and controlling tasks, is ultimately responsible for the 

choices made by the stakeholders and ensures progress and motivation. Equality in decision making needs to 

be ensured by involving all relevant actors in a way that they can express their needs and desires best. In order 

to do so and to share knowledge, an open/transparent, sustainable, flexible and decisive character and clear 

internal and external communication are crucial. An open/transparent character, clear communication 

(channels) and documentation will also minimize the failure costs, an estimated 10 percent of the building 

costs that are due to insufficient exchanging knowledge and unclear communication [de Zeeuw et al., 2011]. 

For stakeholders to understand what the goal of the (re)development project is and to generate both internal 

as well as external support, a collectively-agreed ambition needs to be created. How to deal with the ambition 

will be elaborated in the vision, used as a framework to guide the entire (re)development. Lastly, self-reflection 

should be used to recognize his own actions with regards to its role in the cooperation and redevelopment 

process and to disregard stereotypes. 

 

 

2.6 Conclusion 

The real estate market is in a transition from a supply market to a demand market and from a quantitative 

approach to a qualitative approach in which redevelopment will become more important opposed to new 

development. The Ministry of Infrastructure and Environment recognized the change and created the ladder of 

sustainable urbanization to motivate redevelopment of restructuring or transformation locations. 

When redeveloping a site the three main stakeholders, which are municipality, developer and (end) user, need 

to cooperate according to a bottom up strategy that is characterized by an open and organic plan process. 

Besides the importance of involving the (end) user, the site needs to be temporarily used to generate attention 

and income. With regads to the redevelopment process, the pre-initiative, initiative phase and first sub phase 

of the plan development phase are crucial for using the bottom up strategy and implementation of temporary 

usage (figure 2.4). 

 

Relevant criteria and their deriving subcriteria and sub-subcriteria are: 
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CHAPTER 3 | BROWNFIELDS 
 

 

 

 

 

 

 

 

‘‘It is important to emphasize that (even a high level of) contamination as such does not 

prevent involvement of private developers. It is the balance of expected costs and expected 

benefits that is decisive.’’ 
Nico Groenendijk, professor of European Economic Governance at the University of Twente 
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3 Brownfields 
The transition from industrialization to a knowledge based economy has resulted in abandoned and often 

contaminated industrial sites, particularly in urban areas. These transformation sites have an average to high 

risk profile since they are financially challenged due to a long developing time, strong phasing and often high 

remediation costs. Even though these projects carry a high risk factor, unlike greenfields, redeveloping 

brownfields can offer great potential and value for each stakeholder involved. The success of the 

redevelopment depends largely on the cooperation between the public and private actors where costs and 

benefits are divided as agreed. Especially the intervention of the national and regional policymakers is very 

important as they have to deal with the contamination problem and the creation of a new zoning to ensure the 

reuse of the site for new economic uses and reintegration into the property market.  

This chapter will elaborate the types of brownfields, based on their costs and benefits, characteristics of a 

brownfield redevelopment including domestic and foreign policies, uncertainties when redeveloping a 

brownfield, the scale of brownfield land in the Netherlands and the difference between a brownfield and a 

greenfield. First, how the brownfields came to exist and their definition will be discussed. 

 

 

3.1 Brownfield 

The Dutch Government mentions in the ladder of sustainable urbanization that future developments will be 

assessed first if they can be developed within the existing urban area by using restructuring or transformation 

locations such as brownfields [Ministerie van Infrastructuur en Milieu, 2011b].   

 

3.1.1 History 

During the industrialization at the end of the 19
th

 century and the first half of the 20
th

 century, many factories 

and industrial sites were built at easy accessible mainly urban locations near harbors, railroads or highways. 

Due to the growth of the population and households (family dilution) and since it was customary to live near 

work, large neighborhoods were built adjacent to urban areas. This way industrial sites that were located near 

urban areas became encapsulated by mainly residential areas.  

At the end of the 20
th

 century there was no need for large industrial sites due to the rise of a knowledge based 

economy and many industrial sites became obsolete. What left were abandoned or underused sites in urban 

areas that were often contaminated due to industrial activities.    

 

3.1.2 Definition 

The term brownfield is used by many organizations, government entities and individuals each with their own 

perception of a definition. According to United States Environmental Protection Agency (USEPA) [2002] a 

brownfield can be defined as:  

 

‘‘The term brownfield site means real property, the expansion, redevelopment, or reuse of which may be 

complicated by the presence or potential presence of a hazardous substance, pollutant, or contaminant.’’ 

 

Concerted Action on Brownfield and Economic Regeneration Network (CABERNET) [Oliver et al., 2005] define a 

brownfield as: 

 

‘‘Brownfields have been affected by former uses of the site or surrounding land, are derelict or underused and 

can be found mainly in fully or partly developed urban areas. They require intervention to bring them back to 

beneficial use and may have real or perceived contamination problems.’’ 
 

According to Belgium brownfield developers PSR [Strobbe, 2010] a brownfield can be defined as: 

 

‘‘A brownfield is a site of which the expansion, redevelopment or reuse is being prevented or considerably 

impeded by the presence of soil and/or groundwater pollution among other things and of which real estate can 

only be (re)used by a series of structural and attuned measures to let them fulfill a social role again.’’ 

 

However, these definitions lack terms to be stated as the general definition. In order to prevent 

misunderstanding and due to the fact that the Dutch government does not state a commonly recognized 

definition it is necessary to state a definition of a brownfield that can be used generally by all stakeholders who 

are involved in brownfield redevelopment. Alker’s [2000] definition is regarded as the agreed, accepted and 

most valuable definition of them all because of its comprehensiveness:  
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‘‘A brownfield site is any land or premises which has previously been used or developed and is not currently fully 

in use, although it may be partially occupied or utilized. It may also be vacant, derelict or contaminated. 

Therefore a brownfield site is not necessarily available for immediate use without intervention.’’ 

 

 

Alker’s definition consists of several criteria (figure 3.1) of which some will be explained to avoid confusion. As 

stated by the definition, for a site to be called a brownfield it must not be used. So when a site is partially used 

only the unused part of the site can be called a brownfield. Another important criterion within the definition 

regards the intervention. To (immediately) utilize a brownfield, intervention is required in the form of a 

financial intervention, physical remediation or alteration of a planning policy. Especially with regard to land 

contamination, indicating a presence of some biological, chemical or physical hazard on or within a site, some 

remediation is required before reuseing the site [Alker et al. 2000].  

 

It is highly recommended that Alker’s definition will be adopted by the stakeholders. The goal of the definition 

is not only to prevent misunderstanding, it also leads to common understanding and it provides a framework 

for all stakeholders involved in brownfield redevelopment. In addition, the adoption will enable clear 

communication and will flatten out the barriers in the redevelopment process of brownfields. 

Finally, the definition can be used to specify an individual brownfield site in order to clarify the problems and 

opportunities presented.  This will facilitate the decision making regarding the entire redevelopment process 

[Alker et al. 2000].   

 

 

3.2 Types of Brownfields 

Knowledge of the type of brownfield actors are dealing with is important in order to be prepared for the 

financial burden, associated risks and the time it will take to redevelop.  

The classification of brownfields made in this master thesis distinguishes brownfield sites based on their 

financial incentives; its costs and benefits in relation to the level of contamination and its end use. This way, it 

will become clear which type of brownfield needs the most attention. It should be noted that a brownfield 

does not necessarily has to be contaminated as mentioned in the definition. However, when a brownfield is 

contaminated it will have a big (financial) influence on the success of the redevelopment.  

 

3.2.1 Costs 

Besides the usual costs that are related to regular (re)development, brownfield redevelopment also involves 

additional costs concerning the contamination [Bartsch & Wells, 2003 cited in Groenendijk, 2006]: 

- Early stage site assessment costs 

- Remediation (planning) costs 

There are two characteristics within the redevelopment process that influence the amount of costs. The first 

one is that remediation costs are linked to the actual end use of the site. When the site will be redeveloped for 
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recreational use it will most likely require a different level of remediation than for residential use. The other 

characteristic is that remediation costs are hard to predict since the exact level and place of contamination will 

most likely be fully known during the remediation itself. 

These two characteristics show that it is important to be flexible about the end use of the site and the exact 

arrangement of buildings and facilities throughout the entire redevelopment process. Thus, it is best to develop 

a redevelopment plan that is adjustable to deal with uncertainties [Groenendijk, 2006]. In practice remediation is 

pushed back as far as possible in the redevelopment process in order to reduce the costs in the beginning and 

to generate revenues by temporary use.  

 

3.2.2 Benefits 

Costs have to be made to (re)develop a site but the main objective is to benefit from it, mainly financially. 

There are however other benefits to achieve of which the occurrence and magnitude depend on the actual end 

use of redevelopment (e.g. recreational or industrial). The numerous benefits for various actors are:  

 

Social benefits 

Potential social benefits deriving from brownfield redevelopment, including economic and environmental 

benefits, for society at large are numerous [De Sousa, 2000; NRTEE, 2003; RESCUE, 2005 in Groenendijk, 2006]: 

- Revitalization of abandoned, unused and contaminated sites. Especially those in urban areas.  

- Revitalization and thus increased property value of adjacent neighborhoods 

- Reduction of development pressure on greenfield sites 

- Protection of public health and safety, including protection of groundwater and soil 

- Development of sustainable urban communities 

- Reduction in air pollution from transportation due to reduction in commuter travel 

- Maintenance of existing jobs and creation of new ones by settlement of companies on the 

redeveloped site when planned and by increasing the attractiveness of the site and its neighborhoods 

involved 

 

An example of economic empowerment of a declined site and the local economy is the case of navy yard 

Willemsoord in Den Helder [Project 3]. 

 

Commercial benefits 

The main objective for private actors involved in redeveloping a brownfield into an exploitable and marketable 

object, is to profit from it financially. The main commercial benefits are [De Sousa, 2000:839 in Groenendijk, 2006]: 

- Operating profits (cash flow) from economic objects on the redeveloped site like housing, offices or 

recreational facilities 

and/or 

- Yield from selling off redeveloped property 

 

Although mainly private actors benefit commercially, public actors can benefit commercially as well if they are 

involved in exploitation and/or property selling. 

 

Fiscal benefits 

Besides gaining possible commercial benefits, public actors will most likely benefit from it fiscally [Groenendijk, 

2006]: 

- Revenue from development charges 

- Increase in revenue from property and income taxes 

- Increase in revenue from user charges for existing public services 

  

3.2.3 Classification 

With regards to the expected costs and benefits in relation to the level of contamination and its end use, a 

classification of different brownfield sites will be made by using the ABC model of CABERNET [Groenendijk, 2006]. 

This model consists of three types of brownfield sites (figure 3.2 & 3.3): 

- A-category: self-redeveloping brownfield sites 

- B-category: potential redevelopment brownfield sites 

- C-category: non-redeveloping brownfield sites  



32 

 

A-category: self-redeveloping brownfield sites  

When the financial benefits exceed the redevelopment and remediation costs, the redevelopment of the site 

will be rather unproblematic from a financial perspective. The property will have a high value and the 

remediation costs will be fairly low. Since self-developing sites in general have attractive costs/benefits ratio 

for private actors there is no immediate financial intervention required by the public sector and are therefore 

mainly private driven [Groenendijk, 2006].  

 

B-category: potential redevelopment brownfield sites  

B-category brownfield sites have a fair amount of redeveloping risks regarding redevelopment and remediation 

costs but also have a specific redevelopment potential. Whether these brownfield sites are redeveloped 

successfully or not depends on the end use and cooperation between the stakeholders. First, due to functional 

remediation the type of end use determines the type of remediation meaning that a site that has been 

appointed for residential use will be remediated to higher standards than a site that has been appointed for 

recreational use. The end use has thus a great impact on the remediation costs and influences the market value 

after redevelopment as well. Second, the commercial benefits made are slightly above, even or slightly below 

the total costs made. Therefore, it is most likely that public actors are involved to minimize the financial 

redeveloping risk. A public-private partnership will thus be created to not only share financing but also to share 

other risks involved and coordinate the redevelopment clearly. The aim will be to reduce the total costs and to 

create high end use values [Börner, Paternoga & Ferber, 2000 in Groenendijk, 2006]. 

 

C-category: non-redeveloping brownfield sites 

C-category brownfield sites have a great financial risk and no potential for redevelopment. Private actors will 

not get involved in redeveloping these sites but public actors often have to for ecological, environmental or 

safety reasons. The remediation process that takes place will be with the minimum amount of costs [Groenendijk, 

2006]. C-category-brownfield sites in the Netherlands, such as former landfill sites, are not present in urban 

areas and do not pose a threat in spatial (re)development. 

PROJECT 3 I NAVY YARD WILLEMSOORD (DEN HELDER) 

In 1814 the Maritim Establishment Willemsoord, comprising of a dozens of buildings, was build on 

a desolated area of approximate ly 20 hecta res in Den Helder. The navy yard was the source of 

expansion of the city Den Helder and heroic stories. In the nineties of the twentieth century, the 

navy left the municipality a declined area. The entire area became entitled as a monument and 

needed to be preserved. The municipality sought to a new function that could compensate the 

loss of employment and weak position of the city. In 2004 'Cape Holland Willemsoord', a nautical 

theme park with functions such as the National Rescue Museum, museum harbor, cinema, an 

arcade room and other family entertainment, was opened to the public. Yearly, 200.000 visitors 

come to see the park. 

In addition, Willemsoord also houses offices and workplaces and needs to boost the local 

economy by attracting attention to the city. The municipality of Den Helder wants to expand the 

cite centre with a new city hall and expansion of retail , horeca, services and culture [Vrom, 2007]. 
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B-category sites are the most intriguing and complicated brownfield sites to deal with and will therefore be the 

main focus in this master thesis.  

 

 

3.3 The scale of brownfield land in the Netherlands and other related Western European countries 

Since the Dutch government does not state a commonly recognized definition, exact figures of the scale of 

brownfield land in the Netherlands are difficult to capture. However, a study commissioned by the Ministry of 

Economic affairs in 2000 states that between 9,000 and 11,000 hectares of land throughout the Netherlands 

can be branded obsolete industrial areas, the equivalent of A-category and B-category brownfield sites. C-

category brownfield sites hardly occur in the Netherlands. Looked at the density of brownfield land in the 

Netherlands, the A-category and B-category brownfield sites cover approximately 0.3 per cent of the total land 

area. Even though 0.3 per cent does not sound that much, it is roughly the size of the city of Utrecht.  

With regards to other European countries it appears that The Netherlands can be best compared with Western 

European countries such as United Kingdom, Belgium (Flanders), Belgium (Wallonia), France and Germany. 

They are all very competitive when looked at the economic and governmental performance and all have some 

of the world’s highest population density with the exception of France, although the highly industrialized 

regions that are marked by a concentration of brownfield land are also marked by a high population density. 

Consequently, greenfield land becomes scarce and the need to regenerate previously developed land, such as 

brownfields, has top priority. Lastly, they all use a comparable definition of the term brownfield; land that is 

previously developed, abandoned or underused and may be contaminated, which ensures a proper comparison 

of the collected data. Figure 3.3 shows that the density in The Netherlands is above that of France (0.05 per 

cent), similar with that of the United Kingdom (0.3 per cent) and below that of Germany (0.4 per cent), Belgium 

(Flanders) (0.45 per cent) and Belgium (Wallonia) (0.54 per cent) [Oliver et al., 2005]. Even though the density in 

the United Kingdom and The Netherlands is smaller than that of Germany, the need for redevelopment differs. 

In Germany a lot of brownfields are still owned by major industries and the pressure on land is lower than in 

the United Kingdom or The Netherlands. Cooperation and public-private partnership are the most advanced in 

the United Kingdom and The Netherlands since their need to redevelop brownfields is much higher than other 

Western European countries. 

 

 

3.4 Policies regarding brownfield redevelopment 

To stimulate redevelopment in general the Dutch government has created the ladder of sustainable 

urbanization. For brownfield redevelopment more policy pushes are required to address possible 

contamination and the preservation of the spatial quality.  

 

3.4.1 Public intervention 

Most of the time, a brownfield holds a diverse amount of owners such as companies that accommodate there, 

a municipality that has bought land and buildings and private actors whose’ land position have to guarantee 

their involvement in redevelopment which was the case in Bergen op Zoom with Bergse Haven [project 4]. 

However, transformation projects usually lack of a clear initiative actor who can organize and lead the project. 
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Since legislation and procedures are one of the problems involving brownfield redevelopment, the 

government, and moreover the municipality, plays an important and initiative role by integrating 

environmental and land use planning policies, such as the creation of a new zoning, for urban redevelopment.  

The importance of public intervention is also stated in a process-based brownfield regeneration model 

developed by POST [1998]. According to this model, called the brownfield dynamic, the process of redeveloping 

a brownfield is a three-way dynamic process (figure 3.4). Policy Push facilitates brownfield redevelopment to 

achieve social benefits for the society at large related to the desires for urban regeneration and sustainability. 

Uncertainties are the risks and deficits faced by the stakeholders of brownfield redevelopment. Opportunity 

Pull encourages brownfield redevelopment by means of social and financial benefits gained after realization. 

The policy push and opportunity pull need to encourage brownfield redevelopment by providing procedures, 

measures and insight that deal with the uncertainties.  

Practice shows that the only real push for redeveloping brownfields results from the ladder of sustainable 

urbanization. But this push is not enough to stimulate brownfield redevelopment and added measures need to 

be taken. The planning system of the municipality is rather rigid and needs to be more flexible in order to push 

brownfield redevelopment. The current planning system is based on certainties and less on opportunities. The 

master plan and zoning need to be more flexible to adjust in order to let the brownfield site redevelop more 

organically and thus successfully. 

An important pull for brownfield redevelopment is enabling opportunities to attract investors. Recently, several 

major municipalities consider grouping various small projects in an investment fund with a value of at least 50 

million to attract pension funds and real estate investors [Trappenburg, 2011]. Another important pull is focusing 

on and enhancing of the rich and meaningful identity of brownfield sites to generate attraction. In order to do 

so, a strong place identity that will generate attraction towards the site needs to be created. The process of 

creating such a place brand identity is called place branding and will be elaborated in the following chapter.  

In 2007, Dixon added three aspects to the POST-model to incorporate sustainability. The first aspect social 

stands for stakeholder engagement to make sure that every stakeholder is heard and to emphasize the 

cooperation between them. The second aspect environment deals with the importance of minimizing 

environmental impact. The last aspect market promotes economic growth in a rationalized manner.  

 

Even though the public actors can be seen as the ‘natural’ initiators, the involvement of private actors and 

users during the redevelopment process is equally of importance. The policies made by the public actors will 

POLICY PUSH 

PROJECT 4 I BERGSE HAVEN (BERGEN OP ZOOM) 

The municipality of Bergen op Zoom has initiated a project called 'Bergse Haven' to make that part 

of the city attractive that is now a neglected industrial site. By redeveloping the area, the city gets 

its own public waterfront. Therefore water is very important within the redevelopment and is 

strongly used to create opportunity for employment in tourism. The concept comprises of the 

gathering of history, present and future. Core values are water, cultural history, multiple use of 

space, nature and recreation. 

However, for the municipality to obtain a strong position it had to acquire land by buying a 

denatured alcohol factory among others due to the fragmented ownership. By doing so, the 

municipality showed initiative to redevelop the site decisive [vram, 20011. 

•• '/ 
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only have full effect when accepted by the different stakeholders that will use them or are affected by them. It 

is thus preferable that their interests, to some extent, are taken into account in the making of these policies. 

Especially during the creation of the new zoning, the involvement of the private actors and (end) users is one 

condition to create a sustainable community that supports quality of life. Off course, the financial stimulus and 

knowledge of the market by private actors is essential in brownfield redevelopment as well. 

 

3.4.2 Dutch policy regarding brownfield remediation  

When looked at the Dutch soil contamination policy, it can be noticed that there has been implemented a 

change in policy. Formerly, the point of view focused on the health and environmental risks with an emphasis 

on the social costs. The soils had to be remediated to the maximum level of soil quality. This however, proved 

rather rigid and unprofitable and did not offer much flexibility to regional and local policy-makers. But in 1997, 

the government realized that the policy had to change to a more flexible approach. They set up a renewed soil 

contamination policy called BEVER (BEleidsVERnieuwing bodemsanering) in which the economic development 

opportunities or end use after the remediation process is also taken into account [van de Berk, 2007]. This new 

approach, called functional remediation, links the remediation result to the existing or planned end use which 

entails a decrease in remediation costs for most redevelopments. The desired program is thus very likely to be 

influenced by the principle of functional remediation. Of course, the basic principle of reducing the risks to 

humans and the environment to an acceptable level is paramount.  

The remediation of the brownfield site should be performed by the party responsible or the owner of the site. 

However, it is not always clear who is responsible for the contamination of the soil which causes the 

government the substitutive power to be. To relief the pressure of remediation on the government, the BEVER 

policy states that the stakeholders that have an interest in redeveloping the soil are also responsible for 

remediation. Final core element of the BEVER policy is decentralization stating that municipalities and 

provinces execute the soil contamination policy to their own regulations but within the framework presented 

by the government [Provincie Noord-Holland, 2004]. 

The BEVER policy encouraged brownfield redevelopment since it has created more attention towards positive 

returns for several actors. For the stakeholders, the costs of remediation will most likely increase and more 

possibilities regarding the end use will be thought of. The user and the area in which the site resides will 

benefit as well since the brownfield will be remediated more rapidly to revitalize the site and to protect the 

health of humans and the environment. The policy should also encourage landowners of operating industrial 

sites to adopt a more pro-active environmental attitude [Nijkamp et al., 2002].  

 

3.4.3 Dutch policy regarding the improvement of spatial quality  

The Dutch government has set up an innovation program called Mooi Nederland to counter land clutter, use 

space economically and to improve the spatial quality. The current policy regarding the improvement of spatial 

quality is largely derived from the Nota Belvédère, a program that has stimulated the use of cultural history 

within (re)development projects from 1999 to 2009. The Nota stated two principles; preservation through 

(re)development, in which cultural history is preserved by new ways of use, and (re)development through 

preservation, in which cultural history is used within the (re)development to strengthen the identity, 

knowledge and attractiveness. This has been done in the case of navy yard Willemsoord in Den Helder [project 

3] but also strongly in the case of Hart van Zuid in Hengelo [project 5]. A good foundation to create spatial 

quality is the ladder of sustainable urbanization. To improve the spatial quality, it is crucial that the emphasis 

shifts from a quantitative to a qualitative supply that connects with the identity of a place.  

Mooi Nederland must contribute to a beautiful Dutch landscape by strengthen the identity, the coherence 

between image, use and meaning of the specific place, of areas and locations. This has to be accomplished by 

connecting policy, practice and education with sharing knowledge and finance. There are three central 

innovation themes that have to be addressed [Ministerie van Infrastructuur en Milieu, 2011a&b]: 

- Spatial quality 

Spatial quality needs to ensure the transition from quantitative to qualitative planning by connecting 

to the identity of the place. 

- Cooperation 

The main actors to achieve this goal concern the spatial planning professionals who will have to work 

closely and transparent to pursue the goal to make Dutch landscape beautiful. 

- Financing 

It is important for stakeholders of a brownfield redevelopment to be aware of various (new) ways 

regarding sharing costs and benefits. 
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These innovation themes form a cycle that creates value out of the existing identity (figure 3.5). The spatial 

quality, the core value, influences the way of cooperation, where coherence and continuing involvement 

between stakeholders are essential, which will lead to a financing method that strengthens and renews the 

spatial quality.   

 

Lastly, the innovation program is strongly encouraged by private actors. There are different entrepreneurs from 

several disciplines within the real estate sector who joint together in a workgroup to start a discussion 

regarding the spatial development in the Netherlands [Laten we Nederland mooier maken, 2011]. 

 

 

3.5 Points of attraction (cultural history) 

As mentioned by the two principles in the Nota Belvédère, cultural history needs to be preserved by new ways 

of use and it can be used to strengthen the identity, knowledge and attractiveness. With regards to brownfield 

sites, they often have cultural heritage, some even proclaimed monuments, which should be preserved to 

remind users of the cultural history of the site. If there is no cultural heritage to be found, the site can still 

possess symbols or represent a historical moment. When redeveloping a brownfield site, these characteristic 

buildings need to be integrated into the new zoning. Even though there are strict regulations regarding the 

protection and maintenance of these characteristic buildings, the developers are free, to some extent, in how 

to embed them in the realization plan and possibly use them as points of attraction to catalyze the 

redevelopment. To map the cultural historical qualities of the site, the Rijksdienst voor het Cultureel Erfgoed 

(RCE) can help. The RCE carries out the Monumentenwet, a Dutch law regarding the preservation of cultural 

heritage. Besides that, the RCE is a knowledge institute where it investigates how cultural heritage can be best 

preserved [Rijksdienst voor het Cultureel Erfgoed, 2011]. It can thus be an important actor within the design of a 

redevelopment. 

Cultural heritage however is not the only potential point of attraction. In general, a newly created zoning 

combines housing, working and (semi)public accommodations like educational, governmental or cultural 

institutions since brownfields are often situated near city centers and/or junctions of public transportation. 

Especially these (semi)public accommodations attract public attention and can also serve as point of 

attractions. This way, they have an initiative impulse and a positive influence on the neighborhoods. The 

government plays an important role in this by admitting such a function. The case of De Hallen in Amsterdam 

showed that a public function catalyzed the redevelopment project [project 6].  

 

 

PROJECT 5 I HART VAN ZUID (HENGELO) 

In Hengelo an industrial site in metal was founded in 1867. The metal industry grew over the years 

which has led to a site that comprises 50 hectares. Nowadays, the industry is still housed on the 

site but can suffice with 7 hectares of land. The land that became available will be redeveloped as 

a mixed-use urban environment. 

The history of the location serves as the carrier of the concept and spatial quality. Prior to the 

development of the plan, a extensive cultural historic research has been done that is elaborated in 

a Convenant lndustrieel Erfgoed that discusses the outlines of which buildings and spatial 

structures deserve preservation. A supervision team has been founded to ensure the compliance 

of the covenant. The public has also been involved by creating a social quality plan that needs to 

ensure the quality of life in the area of redevelopment {vrom, 20011. 

SPATIAL QUALITY 

~

LUE CREATl~O 
OUT OF THE 

EXISITING IDENTITY 

FINANCING COOPERATION 

THE INNOVATION THEMES CYCLUS {Ministerie van lnfrastructuur en Milieu, 2011) 
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3.6 Uncertainties when redeveloping a brownfield 

Transformation projects like brownfield redevelopment have an above average risk profile with additional 

uncertainties involved compared to a regular project development. Specific market knowledge is needed to 

address or at least minimize the additional uncertainties. The most common uncertainties within brownfield 

redevelopment will be described [Besemer & Puylaert, 2009] and are divided into financial, social and technical 

aspects for the purpose of this master thesis to indicate which uncertainties will be dealt with. 

 

3.6.1 Financial aspect 

The following uncertainty regarding the financial aspect is involved within brownfield redevelopment:  

 

Financial risk  

Transformation projects like brownfield redevelopment are financially complex which is mainly due to an 

increased risk of contamination, a long preparation time and the uncertainty regarding the sale of the property. 

Especially the uncertainties regarding the contamination highly determine the feasibility of the redevelopment.   

To address contamination, the site needs to be remediated which involves remediation costs. These costs 

depend on the type and amount of contamination and the end use. It is therefore important to be aware of the 

level and location of contamination to have clear insight into the accompanying remediation costs.  

It should be noted that when the polluter can be appointed than it will be clear who will bear the costs. 

Otherwise the stakeholders that have an interest in redeveloping the brownfield are responsible for 

remediation.  

The way the cooperation is established between the stakeholders also determines how the costs and benefits 

will be shared and how they address the risks involved. Especially for risk-adverse stakeholders, two types of 

market failures can occur; overestimation of the costs and underestimation of the benefits. Overestimation of 

the costs is mainly due to uncertainties regarding the contamination problem and the impact on the market 

value after remediation which can be addressed by a more thorough analysis of the site. To manage the risks 

involved two essential rules have to be used in the earliest stages of the redevelopment process to ensure 

progress [Groenendijk, 2006]: 

- Risk should be allocated to the party that is best able to manage it 

- Taking risks should be rewarded 

Regarding the benefits, successful brownfield redevelopment will be beneficial for a multitude of actors. Even 

actors that have no direct link with the redevelopment but do indirectly benefit from it can be urged to share 

costs. This principle, called internalization, not only leads in dividing costs and minimizing risks but can also be 

decisive if the brownfield will be redeveloped or not [Groenendijk, 2006]. Besides, it is important to grasp that the 

value of a brownfield redevelopment will manifest slowly. Therefore, the investors need to have perseverance 

since their investments will recover in a long period of time [VROM, 2010]. However, income can already be 

generated by temporary use of the site. This will not only affect the exploitation beneficially during the 

redevelopment, but will also contribute to a positive positioning of the site.  

 

3.6.2 Technical aspect 

The following uncertainty regarding the technical aspect is involved within brownfield redevelopment:  

 

Legislation/Procedures 

The governing entities create legislation for urban planning to set a framework in which (re)development can 

take place. It is needed to preserve the environment, the aesthetics of the build environment, to control the 

market of (re)development and to protect the users. The legislation is numerous and often complex which 

make multifunctional redevelopment, as it is mostly the case with brownfield redevelopment, just as complex.  

PROJECT 6 I DE HALLEN (AMSTERDAM) 

In 1995, borough Oud-West in Amsterdam acquired a former tram depot called 'De Hallen'. It is an 

unique complex of a dozen of connected halls that comprises a tota l area of 1,6 hectares. Because 

of its remarkable architectural features it is a national monument. 

When the initial project developer retreated in 2004, the design for the complex changed for some 

parts. The borough wants to create a cultural centre for a broad audience by functions such as a 

cinema, a theatre, a library and a kindergarten. To make the project financially viable, the area of 

redevelopment has expanded to 2,5 hectares. This way demolition and replacement of the 

borough office became part of the redevelopment project and served as a catalyzer [vrom, 20011. 
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Besides the standard legislation and procedures for development, brownfield redevelopment will also deal with 

a strict cultural heritage law and environmental legislation regarding its pollution. However, current soil 

legislation, stating that the soil needs to be remediated only to the extent that corresponds to the end use of 

the site, has become more flexible to make it more attractive to redevelop brownfields. 

Besides the numerous legislation and procedures, legislation can be changed or created since governing 

entities are elected periodically. Brownfield redevelopment is complex and has a long time-span which it may 

face several legislation changes that have a negative impact on the redevelopment process. Of course, changes 

in legislation could also have a positive influence.   

Lastly, there is also the risk that the required building permits are delayed or will not be granted, that people 

start to object to the planned realization or that the zoning will be changed which will delay the redevelopment 

process and thus involve extra costs [van de Ven, 2006]. For any redevelopment, a flexible zoning will ease the 

redevelopment process and gives room to a more multifunctional design.  

 

3.6.3 Social aspect 

The following uncertainties regarding the social aspect are involved within brownfield redevelopment:  

 

Environmental externalities 

Contamination of a brownfield does not only pose a threat to the site itself, but also to its environment. Since it 

is very common for a brownfield site to be situated in an urban area the health of the public and environment 

has to be taken into account. Because chemical or biological substances can be spilled or dumped in the ground 

or into the water, they can harm the public health through air or water pollution. This way, brownfield sites 

have a depreciation of its land value. Since the condition of a property or site highly determines the value of 

the surrounding land and properties, they also suffer a decrease in land value due to their proximity to the 

brownfield site. This can be addressed by remediating the brownfield site and thus creating a higher land value 

for the site itself and the neighborhoods.  

 

Image 

Brownfield sites often have a damaged image due to the polluted activities of former industries. Because of this 

the site will not be appealing to visit even though it can possess potential for attraction. The Dutch 

Governement created an innovation program Mooi Nederland to improve the spatial quality by connecting to 

the identity of the place. For brownfields, the identity is mainly created by activities held at the site and their 

cultural history.  

 

Various actors 

As mentioned before a transition took place towards a process management approach based upon actors 

decision making. The stakeholders have to work closely together in order to get the redevelopment going in 

the right direction. Besides the three main stakeholders there are a lot of other actors involved during 

redevelopment such as property owners. Therefore, stagnation due to lack of support amongst various actors 

has to be watched out for. 

 

Lack of information  

Scientia potentia est, a Latin phrase meaning knowledge is power. Having and sharing knowledge is the basis of 

being of influence, thus power. Of course this also counts for brownfield redevelopment. 

Lack of knowledge delays redevelopment and makes it costly. Simply sharing the required information between 

actors improves each other’s knowledge and immediate action can be taken. Information regarding the 

presence and nature of the contamination, remediation technologies and the availability of the land is 

important in order to make effective decisions [Wright, 1997 and Nijkamp et al., 2002]. Especially since brownfield 

redevelopment is a long term project, information regarding the availability of the land, the feasibility of the 

redevelopment and the phasing is necessary to plan when what to build and when sales can start. 

 

Table 3.1 shows an overview of the uncertainties regarding brownfield redevelopment. The financial aspect has 

received the most attention in literature and practice due to the increased risk of contamination. Besides the 

involvement of the technical aspect such as legislation and procedures, the financial aspect also depends 

strongly on the social aspect that deals with the stakeholders’ organization of a brownfield redevelopment, the 

place itself and the place’s community as mentioned in subparagraph 3.4.3. This master thesis will focus mainly 

on the social aspect with emphasis on a sustainable and long-term cooperation, user involvement and 
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preservation of cultural history due to their strong connection with regards to the creation of a place brand 

identity. 

 

 

3.7 Brownfields versus greenfields 

The opposite of brownfield redevelopment is greenfield development. For developers, greenfields are the most 

interesting sites to develop. They are undeveloped land in mainly rural areas currently used for agriculture, 

landscape design or left to naturally evolve. But on the other hand, there are also disadvantages in developing 

these sites. 

 

3.7.1 Definition 

There is no specific definition of the term greenfield. Local authorities each have their own interpretation often 

qualified by reference to local circumstances. For example, a greenfield is interpreted by London SERPLAN [1999 

in Alker et al., 2000] as: 

 

‘Greenfields are not just agricultural fields and other rural uses such as woodland and dunes,  

but also playing fields, parks, allotments, etc.’ 

 

But even though there are a lot of interpretations, there is one that is generally understood as stated by POST 

[1998 in Alker et al., 2000] and Cheshire Housing Land Monitoring System [1998 in Alker et al., 2000]: 

 

‘‘A greenfield site is any land which has not been previously developed, nor is despoiled by  

mineral extraction or contaminated by waste disposal.’’ 
 

 

3.7.2 Difference between brownfields and greenfields 

From the definition of a brownfield and greenfield we can conclude that most criteria for a brownfield, do not 

apply for a greenfield. The only thing they do have in common is that they are vacant and therefore are 

appropriate for (re)development.  

For developers, greenfields are very lucrative to develop since they are more of a tabula rasa (Latin for blank 

page), without possible contamination or complicated landownership. Compared to a brownfield 

redevelopment, there is no complexity involving many actors, special expertise or imposing considerable 

externalities on neighboring people and businesses which simplifies greenfield development [Groenendijk, 2006].  

Despite the disadvantages included in brownfield redevelopment, developers also see potential and diverse 

possibilities. To begin with, there is an obstacle cited concerning urban living that concentrates too much on 

the negative aspects associated with cities like crime, parking problems, small homes with small or no garden 

and environmental problems. The redevelopment of brownfield sites presents the opportunity to minimize 

these problems and create a dynamic interaction with neighboring urban areas or even the entire city. By 

developing the cities needs with high design standards and environmental quality it is possible to create an 

environment without depravation, social exclusion and poor environmental quality. This way, the new 

developed urban areas will be pleasant places to work and live in and at the same time improve the city’s 

sustainability [POST, 1998]. Because of this, brownfield redevelopment will not likely get resistance from the 

public unlike greenfield redevelopment.  

As mentioned, points of attraction can be used to catalyze brownfield redevelopment and create a positive 

influence on neighborhoods. On many brownfield sites, industrial or cultural heritage like warehouses, 

factories and barracks reside that can be transformed into points of attraction. These buildings often have a 

significant architecture and, despite their decayed state, have an economic, societal and cultural potential. De 

Westergasfabriek in Amsterdam and the former navy yard Willemsoord in Den Helder are examples where 

most of the buildings have been renovated and reused.  

FINANCIAL ASPECT TECHNICAL ASPECT 

FINANCIAL RISK LEGISLATION/PROCEDURE 

UNCERTAINTIES REGARDING BROWNFFIELD REDEVELOPMENT [Besemer & Puylaert, 2009] 

SOCIAL ASPECT 

ENVIRONMENTAL EXTERNALITIES 
IMAGE 
VARI OUS ACTORS 
LACK OF INFORMATION 
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As a conclusion, even though brownfield redevelopment may be financially challenged and complex, it serves a 

much broader scope than most greenfield developments. Due to revitalization of the brownfield site, adjacent 

neighborhoods will benefit through an increase in land and property value. But moreover, the environment and 

public health will benefit since redevelopment strengthens the sustainability of the city, remediates 

contaminated sites and saves open spaces.  

 

 

3.8 Conclusion 

Many cities have unused areas that are often derelict and contaminated, called brownfields, which affect 

neighborhoods economically and environmentally. They are therefore desirable to be transformed. The B-

category brownfield sites will be the main focus since they bear a fair amount of risks regarding the 

remediation and redevelopment costs compared to the expected benefits and are therefore most intriguing.  

When redeveloping brownfields uncertainties occur that need to be addressed. The uncertainties can be 

divided into a financial, technical and social aspect which are linked with each other. The uncertainties 

regarding the social aspect, which deals with the stakeholders’ organization of a brownfield redevelopment, 

the place itself and the place’s community, will be focused on predominantly. 

To motivate brownfield redevelopment and to address the uncertainties involved, governmental measures to 

facilitate brownfield redevelopment (policy push) and attraction of financially strong actors (opportunity pull) 

need to be present. Even though the government has founded an innovation program to improve the spatial 

quality by connecting to the identity of the place and preserving the cultural history, the only policy push are 

the ladder of sustainable urbanization and functional remediation. However, these measures are not sufficient 

and more measures need to be present such as increasing the flexibility of the master plan and zoning. 

An important opportunity pull is to focus on and enhance of the rich and meaningful identity of brownfield 

sites to generate attraction.  

 

Relevant criteria and their deriving subcriteria and sub-subcriteria are: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

PROFILE OF THE PLACE 
ENVIRONMENTAL ISSUES 

CULTURAL HERITAGE 

PHYSICAL SPATIAL CONCEPT 
DESIGN 

MASTER PLAN 

PROGRAM 

CREATING ATTENTION 
ATTRACTION 

CRITERIA 

SUBCRITERIA 

SUB-SUBCRITERIA 
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CHAPTER 4 | PLACE BRANDING 
 

 

 

 

 

 

 

‘‘In the 21
st

 century cities will increasingly compete on the value that they provide in terms of 

their physical, service and experiential offer, their heritage, their ambitions, and their 

character. In short: they will compete on their brand and will develop in line with it.’’ 
Malcolm Allan, founding director of Placebrands 
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4 Place Branding 
There are different places around the world, each with their own unique characteristics. Towards some of them 

we have a strongly emotional bond since they hold memories of our lives or reflect a certain personality that 

appeals to us. We want to identify with a place that reflects our social status, our life choices and a place where 

we want to spend our future. In order to be attached to a place, a place must carry out a strong identity that 

represents an experience. Place branding, with its roots in product and service branding, is the strategic 

approach to create such an identity.  

This chapter will elaborate a definition of place branding, similarities and differences between product and 

place branding, place identity, the creation and components of a place brand identity, how it should be 

incorporated by the stakeholders into the redevelopment process and branding methods that are in use in 

practice. First, a brief history of the development of branding in general, its definition, benefits and positioning 

will be discussed. 

 

 

4.1 Brand and branding 

Before engaging in a place branding process it is of great importance to understand what branding in general is 

and what its consequences can be. Too often, a brand is merely seen as a logo, slogan or theme for selling or 

gaining attention to a product or service. Just using a catchy slogan or hoping to create a Nike-like brand 

awareness will not generate the full effect that a brand can achieve for its object.  It can in fact even cause 

confusion and devaluation of the branded object.   

 

4.1.1 History and development of branding 

Marketing 1.0 is a kind of product-centric branding and marketing with functional value which was on the rise 

during the Industrial Revolution from the late 18
th

 century to the 19
th

 century when products were produced in 

large quantities (mass production). Since these products had to compete with local products, they were 

branded to raise public awareness. Soon, after James Walter Thompson made a commercial explanation of 

product advertisement in the beginning of the 20
th

 century, companies followed by adopting slogans, mascots 

and jingles to create attention and sell products to a market that is seen as mass buyers that have physical 

needs.   

Marketing 2.0 emerged in the 1940’s when it became known that brands not only distinguish products 

rationally but also intuitively [Gobé, 2009 & Ibrahim, 2011]. Especially due to information technology the consumers 

became smarter, compared equal products better and even let its buying decision be influenced by their heart. 

The brands changed by firstly stimulating our emotions and then satisfy our logic in a one-to-one interaction to 

add to the consumers’ self esteem and satisfaction of their emotional needs. In return, the consumers 

increased their trust and loyalty to the brand [Baker, 2007]. This new way of branding and marketing is in use 

even to this day. 

Marketing 3.0 is a renewed way of branding and marketing that builds upon marketing 2.0 and emerged since 

the beginning of the 21
st

 century. It is is based upon consumer participation. Due to the usage of new wave 

technology individuals and groups can connect and collaborate with one another all over the world and can 

express themselves more clearly through social media [Kotler et al., 2010]. The new consumers want to interact 

with the product developers through open source where they can influence the end result and be part of a 

community. They want to connect with the world in a spiritual way and create a sustainable environment.  An 

overview of the comparisons between marketing 1.0, 2.0 and 3.0 is shown in table 4.1. 

OBJECTIVE 

MARKET 

CONCEPT 

VALUE 

INTERACT 

MARKETING 1.0 

MASS BUYER WITH PHYSICAL 

NEEDS 

PRODUCT DEVELOPMENT 

FUNCTIONAL 

ONE-TO-MANY TRANSACTION 

MARKETING 2.0 

SATISFY AND RETAIN CONSUMERS 

SMARTER CONSUMER WITH MIND 

AND HEART 

DIFFERENTIATION 

FUNCTIONAL AND EMOTIONAL 

ONE-TO-ONE RELATIONSHIP 

DIFFERENCES MARKETING 1.0, 2.0 AND 3.0 [Kotler et al., 2010] 

MARKETING 3.0 

WHOLE HUMAN WITH MIND, 

HEART AND SPIRIT 

VALUES 

FUNCTIONAL, EMOTIONAL AND 

SPIRITUAL 

MANY-TO-MANY COLLABORATION 
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4.1.2 Definition of a brand 

Regarding the definition of branding it can be said that there is no general accepted definition in use. There are 

numerous descriptions of a brand. According to Philip Kotler [2005], professor in international marketing and co-

founder of the field of marketing, and the American Marketing Association (AMA), one of the most influential 

professional associations within the (academic) marketing world, a brand is described as: 

 

‘‘A brand is a name, term, sign, symbol or design, or a combination of them intended to identify the goods and 

services of one seller or group of sellers and to differentiate them from those of competition.’’ 

 

Even though this definition at first sight may seem to strengthen the bias of a brand being nothing more than a 

logo or slogan to identify a product or service, it encompasses the idea that branding should persuade the 

audience that a particular product or service is the best alternative. A brand therefore must ensure a positive 

connection between the sender and the receiver, the audience, in order to sell the product or service. This is 

also stated by De Chernatony and McDonald [in Kaplan et al. 2010]: 

  

‘‘A brand is an identifiable product, service, person or place, augmented in such a way that the buyer or user 

perceives relevant, unique, sustainable added values, which match their needs most closely.’’ 

 

For a brand to exist, the consumers’ trust and loyalty is of upmost importance. They are achieved by 

connecting to the consumers both rationally and emotionally as mentioned previously. A good brand is 

therefore not determined by the branding professional but the consumer as stated by Janelle Barlow and Paul 

Stewart [2004]:    

 

‘‘A brand is a metaphor for a complex pattern of associations that exists in the heads of individuals, not in the 

heads of the marketing department.’’  

 

According to the definitions above it can be said that a brand contains the following elements as mentioned by 

Bill Baker [2007 [edited]]: 

- A name, term, sign or symbol 

- Distinctive or added value 

- Personality 

- The source of a promise 

- Connection on an emotional level 

 

Put into a definition: 

 

A brand is a name, term, sign, symbol or a combination of them intended to identify and distinct a product, 

service, person or place from competition. It should represent the personality of the company, person or place, 

contain a promise to its audience and connect with them on an emotional level  

to fulfill their needs most closely. 

 

 

4.1.3 Branding and marketing 

When building a brand, various steps need to be undertaken before a brand will be made public. This process 

in which a brand is developed and perpetuated for the long haul is called branding. According to the objectives 

of a brand and Bedbury [2002]:  

 

‘‘Branding is the process or action where something common must be improved in ways  

that make it more valuable and meaningful.’’ 

 

Like the given definition of a brand, Bedbury states that the focus of a good brand is not embedded in the 

physical values but in the communication with its audience on a deep emotional level.  

 

In literature, when describing the process of branding the term marketing is often used. This is due to the fact 

that the two terms are strongly linked to each other where branding and marketing are influenced by each 

other. To distinguish these terms, Riezebos has stated the following difference between branding and 

marketing [2007]: 
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Branding  focuses on the creation of the brand identity from the sender’s viewpoint  

Marketing focuses on the positioning of the brand and is mainly concerned with the image as perceived 

by the users 

 

4.1.4 Benefits of branding 

Branding generates external benefits concerning the place and its audience and internal benefits concerning 

the stakeholders of the brand. By charging a product with an identity it will increase the recognition of the 

product and will make the place more attractive economically. However, there are more benefits to be 

achieved. The different types of benefits between the brand and its end users are shown in the brand benefits 

pyramid (figure 4.1). The various benefits relate to the three distinguishable benefits related to the renowned 

hierarchy of needs of Maslow. There are functional benefits that satisfy the basic needs of the consumer. The 

experiential benefits relate to what it feels like to use a product that satisfies our pleasures. The symbolic 

benefits relate to underlying needs for social approval or personal expression and reflect the consumer’s self 

image [Morgan et al., 2004].    

For any product, and especially for a product that is in a competitive struggle with another product, it should 

strive to reach the pinnacle of the pyramid to differentiate, connect and satisfy the audience’s emotional needs 

[Baker, 2007]. To move up the pyramid it is of importance that the primary features and attributes are present to 

satisfy the rational needs before focusing on the emotional benefits which is apparent in the redevelopment of 

Katendrecht in Rotterdam [project 7]. The emotional values and benefits can be achieved by bonding with the 

personal values and beliefs of the consumers and actually satisfy them. A product that satisfies the deep 

emotional needs will enjoy more trust, loyalty, positive word of mouth and financial benefits than places that 

only satisfy the rational needs.  

 

For the stakeholders of a brand, the benefit to achieve is mainly financially. However, there are more benefits 

to be achieved. Using branding will not only create attention for the specific product but also for the company 

as a whole and its other products. A brand can also be used as a compass to structure the development 

process, as a communication tool between stakeholders and to identify the target group and their needs. 

During the development process a brand can be applied to create internal motivation and support to improve 

the coherence between the various stakeholders.  

 

4.1.5 Brand positioning 

There are two ways in which a brand can be approached; by its identity and its image [EURIB, 2011]. The 

difference:   

 

Brand identity  is the perception of the brand as defined by the source 

Brand image  is the perception of the brand as experienced by the receiver 

 

 

MOST MEANINGFUL 

MOST DIFFICULT TO DELIVER 

MOST DIFFICULT TO COPY 

LEAST MEANINGFUL 

EASIEST TO DELIVER 

EASILY TO COPY 

VALUE 
& 

BENEFITS 

EMOTIONAL 

BENEFIT 

RATIONAL 

BENEFIT 

PRIMARY FEATURES 
& 

ATTRIBUTES 

SYMBOLIC 
THE DEEP EMOTIONAL NEEDS, SOCIAL 

BENEFITS ANO VALUES THE PRODUCT 

SATISFIES 

EXPERIENTIAL 
HOW THE EXPERIENCE MAKE 

CONSUMERS FEEL ANO CONNECT WITH 

THE PRODUCT 

FUNCTIONAL 
HOW THE ELEMENTS OF A PRODUCT 

SATTISFY THE BASIC NEEDS OF THE 

CONSUMERS 

THE BASIC AND DISTINGUISHABLE 

ELEMENTS OF A PRODUCT 

BRAND BENEFITS PYRAMID AND THE RELATED BENEFITS OF MASLOW [Baker, 2007 & Morgan et a l., 2004) 
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When a brand identity is created, it will be introduced to the consumers in general and to its target audience in 

particular by brand positioning after which a brand image will emerge automatically (figure 4.2).  

 

Not only the identity of the brand but also the way of communication determines how the audience perceives 

the brand (brand image) and inherent the brand’s value. According to Kotler [1993] brand positioning can be 

stated as: 

 

‘‘Brand positioning is the process where marketers create a unique and sustainable selling proposition  

in the customer’s mind by managing the brand components.’’ 

 

A good brand positioning consists of a simple and truthful message with limited associations that links key 

attributes of a product or place to a desired experience to help rationalize the decision making process of end 

users [Balakrishnan, 2009]. To evoke associations deriving from the brand promise marketing is mainly used. 

The success of the brand is determined by the two brand perceptions, especially the combination of them. 

According to Kapferer’s Brand Identity Prism (figure 4.3), there are six aspects of brand positioning that bring 

together the perceptions of the source and the receiver in order to create a strong brand. A distinction is made 

between aspects that are incorporated into the brand (internalisation) and aspects that determine the external 

expression (externalisation) [Kapferer, 2004]: 

 

Internalisation 

- Personality embodies the character of the brand. 

- Culture with its own values and basic principles to which a brand has to adjust its behavior 

- Self-image is created by looking at oneself in a mirror. This way, a receiver will understand how other 

receivers perceive them using a particular brand. This intrinsic value is often not recognized in the 

creation of a brand, but can make a big difference.   

 

Externalisation 

- Physical is the fundament of the brand and consists of physical characteristics like appearance, 

functionality and recognition. 

- Relation through interaction between the brand and the receiver 

- Reflection is the source of identification and refers to the stereotypical use of the brand. It is important 

not to create a real reflection of the actual audience but create a group or person which a certain 

audience can relate to.  

 

With regards to internalisation, Kapferer has left out an aspect that influences the identity of the brand. This 

aspect is called drivers and uses the unique attributes of a product or service to distinguish and strengthen the 

PROJECT 7 I KATENDRECHT (ROTTERDAM) 

Untill 1895, Katendrecht was a small village with an important ferry service to the centre of 

Rotterdam crossing the Nieuwe Maas. When Rotterdam decided to built a harbor at the Nieuwe 

Maas, the village was demolished and it became a peninsula with cheap public houses for the 

working class, sailor bars, prostitutes and a rail yard. Then Katendrecht, or De Kaap, was known as 

an unsafe neighborhood with prostitutes and many Chinese immigrants. 

Nowadays, Katendrecht is no longer known as a problem area. Safety and stability, two main 

aspects for the redevelopment to be successful, have returned and the vibrant area gets positive 

media responses. The identity however, has not been lost within the redevelopment. The 

unpolished and sturdy character, the Chinese influences and the 24/7-lifestyle are core values that 

form the brand essence and are incorporated into the redevelopment. The slogan Kun jij De Kaap 

aan?! (Dutch for Can you handle De Kaap?!) communicates the unpolished and sturdy character 

and is an incentive to create attraction for an area that is somewhat out of the ordinary 

[kunjijdekaapaa n]. 

BRAND IDENTITY 
DESIRED PERCEPTION 

BRAND POSITIONING 
COMMUNICATION 

RELATION BETWEEN BRAND IDENTITY AND BRAND IMAGE [Kavaratzis & Ashworth, 200S) 

BRAND IMAGE 
ACTUAL PERRCEPTION 
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identity of the brand. Figure 4.3 shows the brand identity heptagon with the six aspects of Kapferer and the 

added aspect drivers.  

 

 

4.2  Branding places 

The success of product branding has led to a relatively new discipline of branding during the 1990s; place 

branding. A term first stated by Simon Anholt who mentions that places are amenable to branding [Anholt, 2002]. 

It was first introduced at a national level by nations of Australia, Hong Kong and Spain. Soon after, branding 

was being used at city level where major cities like Seattle and Las Vegas used this strategic approach to market 

their city. Nowadays neighborhoods and even a main street are branded [Baker, 2007]. Place branding is an 

independent form of branding that strongly relates to but also differs from product branding [Pryor & Grossbart, 

2007].  

Most of the place branding literature regards tourism. This master thesis however, focuses on place branding in 

the context of a place selling itself for buyers and regular users.  

 

4.2.1 Place brand definition 

The terms place branding and destination branding are mainly used to put into words the process of branding a 

place. Bill Baker referred to a destination as [2007]: 

 

‘‘A destination is a place that gains relevance because of its power to entice people to leave one location in 

order to visit or relocate to another. Destinations include many types of geographical entities such as countries, 

cities, neighborhoods, malls, museums, theme parks and a variety of other places.’’  

 

The difference in use of the terms resides in the widely accepted assumption that destination branding 

indicates a tourism dimension and place branding a more business and marketing dimension.  

 

Just like a brand or branding in general, there are several definitions of what destination or place branding 

should invoke. There are several definitions from people who have extensive experience in branding places 

that are commonly used in literature. With regard to a destination brand and destination branding Bill Baker 

[2007] states: 

 

‘‘A destination brand is the totality of perceptions, thoughts and feelings that customers hold about a place. 

Destination branding is an organizing principle that involves orchestrating the messages and experiences 

associated with the place to ensure that they are as distinctive, compelling, memorable and rewarding as 

possible.’’  

 

Even though these definitions are based on a tourism point of view, they can also be applied to places that 

people would like to relocate to. Like Baker, Kevin Lane Keller [1993] and Sebastian Zenker and Erik Braun [2010] 

argue that a place brand is not the brand identity or the physical attributes of the place but the perception that 

resides in the mind of the consumer. They also include the difference in culture and design of the place in their 

definition: 
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‘‘A place brand is a network of associations in the consumers’ mind based on the visual, verbal, and behavioral 

expression of a place, which is embodied through the aims, communication, values, and the general culture of 

the place’s stakeholders and the overall place design.’’ 

 

Susie Pryor and Sanford Grossbart [2007] define place branding as a process that is derived from interpretive 

rather than managerial techniques whereby the characteristics of a place are very important: 

 

‘‘Place branding is the process of inscribing to place symbols and images that represent that set of central, 

enduring, and distinctive characteristics that actors have ascribed to that place, thereby creating a focus of 

identity.’’ 

 

According to these definitions a successful place brand includes the following elements: 

- A clear, distinctive and memorable message  

- Distinctive characteristics of a place 

- Actors’ interpretation  

- Customers’ associations  

 

Translated into a definition: 

 

A place brand is a brand in the form of a clear, distinctive and memorable message that represents the 

distinctive characteristics of a place, as interpreted by actors to create a focus of identity, as well as the 

associations that reside in the customer’s heart and mind.  

 

The process of creating a place brand and perpetuating it for the long haul is called place branding. 

 

4.2.2 Similarities and differences between product and place branding 

The primary goal for product branding and place branding is adding value to create a favorable identity and 

corresponding image for the internal and external benefits of both sender and receiver. In order to do this, 

both products and places should be managed as a brand to shape and control their identity and need to be 

positioned by communicating the distinctive brand identity and its values [Iversen & Hem, 2008]. Objectives such as 

creating attention, trust and loyalty and the emotional connection to the target group are just as important for 

product branding as it is for place branding [Kaplan et al, 2010]. 

However compared to product branding, place branding is a more complex process and by no means simple. As 

stated by Kotler and Gertner, a new product that comes to life does not have any associations yet and can be 

seen as a tabula rasa (Latin for blank page). A place however already exists and can be characterized by the 

local culture, its structure and distinguishable features. Even if a place is not branded at all it will evoke 

associations. Products can also more easily be discontinued, modified, repositioned or replaced. For places to 

reposition their image, it most likely takes years to take effect since the problem(s) can be rooted more 

structurally. Since places already have various attributes and associations attached to them, they need to be 

incorporated into the analysis of the brand identity. Analyzing and defining the attributes and perceptions 

require a more analytical and interpretive process that is not directly inherent to product branding. Due to a 

more complex analysis of brand identity for places, the brand process designed to support this analysis is 

therefore more elaborate and complex. Unlike product branding place branding often involves multiple public 

and private stakeholders with different interests. Lack of unity of purpose, central authority and marketing 

experience make the creation of a widely accepted brand identity for places more difficult [Frost, 2004 & 

Papadopoulos and Heslop, 2002]. The way of communicating will be very important to establish a united front 

following a unanimous brand identity. 

 

 

4.3 Place brand identity 

When branding a place, the interpretation of distinctive characteristics of a place and associations that users 

hold towards a place are important for the creation of a strong place brand identity.   

 

4.3.1 Place identity 

A place can be viewed as a physical environment that has a relationship with its users in a social and emotional 

way. A place together with its culture mainly determines the identity of the users who behave a certain way 

and will personalize their direct environment to reflect their identity. This way, a place and its users interact. 
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The identity of a place, also called genius loci (Latin for spirit of a place), can be interpreted as a core value for 

the development of a place that holds multiple layers such as its history, its current meaning and references to 

the future [Ministerie van Infrastructuur en Milieu, 2011a]. The genius loci distinguishes places and areas by its unique 

characteristics to which humans like to identify themselves with. 

According to Canter [1977 in Vroemen, 2009], the genius loci consists of three coherent components: 

- Physical attributes; referring to the built environment, the public space and infrastructure 

o Corresponds to the drivers component of branding 

- Behavior; referring to the actions and activities of the users of that place. 

o Corresponds to the culture component of branding 

- Experience; referring to the physical attributes and behavior that lead to place attachment 

o Corresponds to the image and personality component of branding  

 

As mentioned in subparagraph 3.4.3, the government has stated the importance of use of the identity of a 

place to ensure the spatial quality. The genius loci should be an inspiration for (re)development and needs to 

be handled carefully. Otherwise it will impoverish urban areas and deprive human characteristics and traits 

that are much needed. However, not every identity is worth preserving and sometimes new identities have to 

be created to add value to the existing identities. To ensure that the genius loci is carefully identified within 

place branding, the involvement of (end) users is essential. They are already connected with the place and are 

the ones that use it for many years to come.  

 

4.3.2 Place brand identity components 

To create a solid place brand identity it should incorporate seven components that, blended together, create 

the identity (figure 4.4). These components can be divided into the four components brand culture, brand 

image, brand personality and brand drivers and the three components conditions surrounding the 

redevelopment (e.g. legislation, procedures and finance), ambitions and vision. The four components, 

corresponding to the four components of internalisation of the brand identity heptagon discussed in 4.1.5, are 

more inherent to the place brand identity, the genius loci, and the three components are externally imposed. 

When addressing these components, the desires of end users have to be taken into account to create added 

values. 

 

Brand identity 

The brand identity is the core component and defines the perception of the sender regarding the brand. Aaker 

[1996 in Kaplan et al., 2010] states that: 

 

‘‘A brand identity is a unique set of associations that the brand strategist aspires to create or maintain.’’ 

PLACE BRAND IDENTITY COMPONENTS [Kaplanidou & Vogt, 2003 (EDITED]] 
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The unique set of associations will derive from the seven components that create the brand identity and its 

brand essence which can be described as the core of the brand identity [Upshaw, 1995].  

 

Brand image  

As mentioned before in subparagraph 4.1.6 brand image refers to the perceptions of the receiver towards the 

brand. The perception and behavior of the receiver towards the place is based on the beliefs and knowledge 

that the receiver holds towards the physical attributes of the place and the emotional associations that the 

receiver holds towards the experience of the attributes and surroundings of the place [Baloglu and McClearly, 1999 in 

Hosany et al., 2006]. Although brand image normally derives brand identity, as a component of brand identity it 

refers to the experience and associations the consumers have when they are in direct contact with the place 

before and during the creation of the brand identity. Thus, the image of the place will change before, during 

and after the creation of the brand identity and (re)development of the place.  

 

Brand personality  

A solid brand has the power to entice people by representing a certain personality. Aaker [1997 in Hosany et al., 

2006] state the term brand personality as: 

 

‘‘Brand personality is where a brand is given a set of human behavioral and emotional characteristics.’’ 

 

Even though there is a strong relationship between brand image and brand personality, research shows that 

brand image studies are insufficient in describing how the perception of consumers affect their attitudes and 

behaviors. Creating a place that express the consumers’ actual or ideal dimension is highly preferable and will 

determine the solidity of a place brand [Belk, 1988; Sirgy, 1982 in Kaplan et al, 2010]. Brand personality is seen as one of 

the most prominent brand component for the creation of a brand identity.  

 

Brand drivers 

Besides basic features (end) users expect to get from every place, a place often holds unique features that 

distinguish them from other places. Walter Landor [in Cassedy, 2001] describes these unique features as brand 

drivers: 

 

‘‘Brand drivers are the essence of a place, the destination’s unique and own-able qualities  

that make it different from other places.’’ 

 

When redeveloping a place, its history and unique feauters should be taken into account to honor its genius 

loci and to attract users and buyers. Especially when redeveloping brownfields a genius loci will be apparent 

since these sites have been used for industrial purposes in particular. After the departure of the industrial 

companies, the sites offer places that hold both unique tangible, cultural and/or industrial heritage, and 

intangible assets, such ad the atmosphere of the place. These assets are often very distinctive and can be used 

as brand drivers to strengthen the brand identity.       

 

Brand culture 

For a place to entice people it has to embody values and beliefs derived from the place’s culture. Clifford 

Geertz’s [1973 in Hahn, 2009] definition of culture shows that the values of how people think and behave are 

rooted in their history and inheritance: 

 

‘‘…a historically transmitted pattern of meanings embodied in symbols, a system of inherited conceptions 

expressed in symbolic forms by means of which people communicate, perpetuate and develop  

their knowledge about and attitude towards life.’’ 

 

People want to join and participate in a culture that relates to their self image in order to express their values 

and beliefs [Hahn, 2009]. Therefore, brand culture is all about creating a world with a sense of identity to which 

people with similar interests are attracted to. 

 

 

4.4 Place branding methods 

There are several place branding methods in use by various place branding consultancy bureaus. They all 

identify the place’s identity, create collectively-agreed core values, a brand essence to which both content and 
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process must comply and ensure implementation within the cooperation. However, the approach to create and 

implement the place brand identity varies.  

 

4.4.1 Various place branding methods 

In the Netherlands there are several place branding consultancy bureaus that create a concept or place brand 

based on the identity of the place. The methods of seven prominent consultancy bureaus that operate with the 

identity of the place as their core business will be elaborated. Each of the place branding consultancy bureaus 

are interviewed face to face with open-ended questions to indicate how their place branding method operates. 

The list of interviewees and question design can be found in appendix I and II respectively. 

 

Beaumont Communication & Management 

Beaumont Communication & Management is specialized in communication and process management within 

(re)development projects. Creating a desired place brand identity and support amongst the stakeholders is 

their core business. In order to achieve this, a positioning workshop is held with the stakeholders to create a 

SWOT-analysis comprising the ambitions of the stakeholders and the possibilities the place offers. After the 

positioning workshop a positioning paper is created mentioning the place brand identity and core values that 

are defined and positioned according to a lifestyle analysis by Smart Agency Company. The place brand identity 

that is created from the core values will also be implemented within the cooperation by using the same 

lifestyles from the analysis to adapt the stakeholders’ mindset. This approach is based on the idea that one can 

only understand the emotions and feelings of end users when one is aware of his own lifestyle and 

accompanying mindset. The positioning paper serves as the input for the actual urban design and program. 

Together with the stakeholders, the degree of citizen participation is determined to structure the creation of 

the urban design and to generate end user support [Beaumont Communication & Management, 2011].  

 

Berenschot 

Berenschot is an organizational consultancy bureau with a branding department that focuses on the branding 

of areas, cities and regions with a strong emphasis on the stakeholders’ organization. Berenschot has created a 

method (figure 4.5) in which the balance needs to be achieved between the identity and image of an area and 

the ambitions of that area. First step is to analyze and interpret the mission, goals and interest of the various 

stakeholders for the long term. Berenschot makes sure that the necessary stakeholders are involved. In the 

second step, the identity, image and ambitions are determined. In order to analyze the first two steps, 

interviews and desk research are held and a consultative group will be established. The outcomes of the first 

two steps and the place itself are the input for step three SWOT-analysis, where the strengths, weaknesses, 

opportunities and threats of the stakeholders and place are analyzed. After the target groups are chosen, the 

brand story can be created. The sixth step deals with the focus of the brand story: the brand concept which will 

be tested by the stakeholders. The final step deals with the elaboration of the brand concept. The first six steps 

are carried out by Berenschot. The final step is usually transferred to the stakeholders where they have to 

elaborate the brand concept themselves. To ensure the elaboration of the brand concept, commitment and 

support amongst the various stakeholders is developed during the first six steps where the stakeholders have 

co-created the brand concept [Berenschot, 2011]. 

+ 1. LONG TERM MISSION AND GOALS, STAKEHOLDERS 

2. IDENTITY, IMAGE AND AMBITIONS 

3 . SWOT-ANALYSIS 

4 . CHOOSING THE TARGET GROUP 

5. BRAND STORY 

6. FOCUS: BRAND CONCEPT 

7. ELABORATION OF BRAND CONCEPT: 
- STRATEGY 
• PROMOTION, MARKETING COMMUNICATION 
· PRODUCT DEVELOPMENT 
- ORGANISATION 
· MONITORING 

PLACE BRANDING METHOD USED BY BERENSCHOT (Berenschot, 2011) 
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Concire 

Concire is a developer of area concepts based on the fierte (Dutch for proud). Concire uses a method called 

V=ADI
2
, where V stands for values, A for Analysis, D for Diagnosis, first I for Idea and second I for Intervention 

(figure 4.6). In the first step Analysis the fierte and the various interests of the stakeholders are determined. 

The following step Diagnosis creates an area concept based on the analysis. In the third step Idea, the area 

concept is loaded by involving other necessary stakeholders in the process and by giving it content. The last 

step is called Intervention and deals with finance in order to get a solid business case. The steps need to result 

in total value including economical, creative, cultural, social, physical spatial and investment value. The output 

of the method is a clear area concept consisting of a qualitative program in brief and an inspiration matrix with 

core values to which the program and functions need to confirm. The output of the method is the input for 

urban designers to create the actual design. 

One of the main goals for Concire is to adjust the ambition if necessary and to involve the required 

stakeholders to create commitment. To ensure that the stakeholders co-create the area concept and support 

it, numerous interactive sessions are held [Concire, 2011]. 

 

De VRBLDNG 

De VRBLDNG is a consultancy bureau for urban concept development whereby cultural and societal values in a 

spatial planning process are developed and depicted. These cultural and societal values are largely derived 

from the identity of the place. The vision of De VRBLDNG is creating future value by connecting stakeholders 

together with the cultural task of the place. A strong cooperation and support of the stakeholders is of 

importance to make the cultural and societal vision a success.  

De VRBLDNG uses a method called ‘Creative Urban Concepting Process
TM

’ that translates cultural factors of a 

place to content, strategy and process using a cultural framework (figure 4.7). The first step preparation 

focuses on the mapping of the stakeholders, their objectives, conditions and desired deliverables. The following 

step vision deals with the creation of the concept/brand vision by researching the brand in its authentic context 

(how the place is perceived now) and the desired development opportunities (how the place should be 

received). The third step expression mentions how the brand values need to be expressed in design and 

program according to the vision. The recognition of the expression of the vision by all stakeholders and 

adjustments are the actions undertaken in the fourth step validation. The fifth step strategy creates the brand 

strategy and a detailed development plan. The final step implementation implements the brand strategy and its 

development plan in the existing and/or new policies [DeVrbldng, 2011]. 

 

Holland Branding Group 

Holland Branding Group (HBG) focuses strongly on the cooperation of various stakeholders within an 

organization and how they should work together to develop demand-oriented, the core of the method. HBG 

uses branding mainly as a tool for alliances, all stakeholders involved, to learn how to work together in order to 

understand the demand and to give the project content. By researching and defining the needs and desires of 

every stakeholder the brand of the alliance can be created. Defining the needs and desires in particular is very 

important to understand the underlying idea of what each stakeholder really wants.  

HBG calls itself an enabler since they identify the required stakeholders to create a widely supported brand and 

make sure that each of them is heard and involved by organizing interviews, theme meetings and creative 

sessions. The brand will be created by the alliance itself to ensure support and commitment. HBG will only 
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guide and intervene the brand creation process when appointments are not respected or when the process 

does not go according to plan. The brand of the alliance consists of several core values, similar to a description 

of a personality, that also determine the brand of the place and to which the content of the project will be 

based. To ensure that the created brand identity and its core values are translated into an urban design, urban 

designers and architects are involved in the process [HollandBrandingGroup, 2011].  

 

Placebrands 

Placebrands is a strategic consultancy bureau that supports and guides stakeholders in the process of creating 

shared vision, common purpose, brand strategy, action planning and implementation. The method used (figure 

4.8) is strongly brand orientated and aims at creating a shared vision that is supported by the stakeholders 

throughout the entire process. The first phase of their method Project Initiation, involves creating a brand 

partnership and introduce them to the effect of place branding through a master class. The second phase deals 

with the analysis of the current situation, by interviews and desk research, and the development of a brand 

vision that takes place simultaneously. These steps are the fundament for creating a brand strategy which is 

followed by the development and testing of brand options including its feasibility and internal support. The last 

phase deals with the development of a marketing strategy and marketing program that also needs to be 

implemented into the organization. Finally, the choices made will be monitored and evaluated to ensure the 

brand and marketing strategies [Placebrands, 2011]. 

 

Red Concepts 

Red Concepts is a concept and project developer with its core business in the creative and social real estate 

with regards to industrial heritage and redevelopment sites such as brownfields. 

As a concept developer, Red Concepts develops concepts for Creative City Zones; area and building concepts 

for the creative industry. In order to create a unique concept that expresses the place’s identity, the place will 

be analyzed from three different angles. Firstly, the market is analyzed quantitatively and qualitatively and new 

trends are identified. Secondly, the location is analyzed to determine the current situation of the place. Aspects 

such as physical characteristics, ownership, stakeholders, ambitions and policies are analyzed. Thirdly, the 

identity of the place, where the cultural historic character, core values, image of the place and the culture of its 

citizens are the ingredients to create the vision for the place, is analyzed. 

The next phase is an iterative process of concept developing and its feasibility. An area concept is developed 

together with a program and a financial feasibility study. The concept will be tested by the stakeholders and 

adjusted where necessary. When the area concept is concretized an area plan is developed to describe the 

translation of the concept into an operational multiannual program. The cooperation of the stakeholders, 

branding and communication, subsidies and fundraising and the urban development plan are all mentioned in 

the area plan [Red Concepts, 2011].     

 

4.4.2 Comparison of the place branding methods 

The place branding methods used by the various place branding consultancy bureaus do not differ much from 

each other since they all analyze the place’s identity, stakeholders’ ambitions and interest, create a place brand 

identity and develop a strategy that needs to be implemented. Also, of importance for all place branding 

consultancy bureaus is the creation of commitment and support of all stakeholders involved to ensure that the 

place brand identity lasts throughout the redevelopment process and even after. 

However, differences can be noticed when looked at the approaches of the various place branding consultancy 

bureaus. Two approaches can be distinguished; a program approach and a positioning approach. 
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The program approach is aimed at creating a clear qualitative and quantitative program in brief that consists of 

recommendations for functions and corresponding square meters based on the core values of the place brand 

identity. Finance plays an important part in this approach since the recommended program in brief need to be 

makeable and feasible. The program approach focuses thus more on the content and is often used by concept-

driven place branding consultancy bureaus.  

The positioning approach is more aimed at positioning of the place brand identity both internally and externally 

and the cooperation between the stakeholders to become aware how to redevelop demand-oriented. 

Implementation and communication are of importance in this approach since the place brand identity needs to 

be adopted and supported by the stakeholders when translating the core values to an urban design and 

maintaining the brand promise. The positioning approach focuses more on the process and is often used by 

brand-driven place branding consultancy bureaus. 

 

Positioning scheme 

To position the different approaches of place branding methods in use, a positioning scheme has been set up 

by Dutch place branding consultancy experts in 2009. To show the difference of the place branding approaches 

the positioning scheme consists of a process-axis and a content-axis. The process-axis is split in a project and 

process approach where the project approach is more focused on the management aspects; money, 

organization, time, information and quality (MOTIQ) and the process approach more on support, network, 

commitment and cooperation. The content-axis is split in a design approach and a brand approach where the 

design approach focuses more on the physical spatial aspects of the redevelopment and the brand approach 

more on the creation of the place brand identity and corresponding core values [Dusseldorp, 2008].  

However, out of the interviews held with seven prominent place branding consultancy bureaus it shows that 

the distinction between a design approach and a brand approach is not clear enough. These approaches are 

very similar since a design is generally considered to be an elaboration of a brand. Thus, in order to distinguish 

the place branding consultancy bureaus more clearly these approaches need to be adjusted. As mentioned in 

this subparagraph, the place branding approaches can be distinguished by a program approach and a 

positioning approach. Figure 4.9 shows the positioning scheme as found in literature and the revised 

positioning scheme.  

 

 

4.5 Use of the place brand identity process  

Out of desk research and interviews with the place branding consultancy bureaus a place brand identity 

process can be created.  

 

4.5.1 Place brand identity process 

Place branding is a process where several subsequent stages need to be addressed to create and manage a 

place brand identity (figure 4.10).  

The first stage Analysis can be regarded as the most important and often longest stage since it involves a 

thoroughly analyzing of the ambitions, interests, perceptions and attitudes of stakeholders with emphasis on 

the (end) users. Besides the stakeholders, the strengths, weaknesses, opportunities and threats of the place 
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and its surroundings are analyzed as well. After the analysis a place brand identity is created in the Brand 

creation stage comprising the place brand identity components, a target group and a vision. This place brand 

identity will then be tested by the stakeholders in the following stage called Brand testing to generate support 

and commitment which is essential for the long term. The fourth stage Brand strategy deals with the creation 

of a strategy which is centered on the place brand identity components and includes a brand vision. The place 

brand strategy mentions how the experience and promise of the place brand identity needs to be 

communicated and translated into the redevelopment plan. The fifth stage Implementation has to ensure that 

the stakeholders support the place brand identity and know how to communicate it correctly. Only then the 

place brand identity will be truly successful. In stage six Execution the execution of the place brand strategy 

takes place by which the place brand identity is translated into the physical environment and tested on its 

feasibility simultaneously. The final stage Monitoring monitors and manages the place brand’s progress after its 

launch and execution. When necessary, adjustments need to be made in order to keep the brand relevant 

[Baker, 2007]. The results of this stage serve as input for the analysis when the brand needs to be slightly altered 

or even completely renewed. 

Lastly, the place brand identity process is an iterative process in which the steps most likely will be analyzed 

several times. When going through the different stages of the place brand identity process it is of vital 

importance to ensure commitment and support between the different stakeholders from the start to create a 

cohesive group with a collectively-agreed vision 

 

4.5.2 Place brand identity process incorporation in the redevelopment process 

To work efficiently and to shorten the duration of the project as much as possible, the place brand identity 

process should be parallel with the redevelopment process. Figure 4.11 shows the incorporation of the place 

brand identity process into the redevelopment process. Important to notice is that the place brand identity 

process not only focuses on the creation of a place brand identity but also influences and is influenced by other 

criteria that are of importance for the redevelopment process.  

Already in the pre-initiative phase, place branding needs to be incorporated. The site is acquired and can be 

exploited temporarily. To not merely exploiting the site but also creating attention by using the right incubators 

a quick scan analysis of the market will be held. The outcome of the quick scan will provide a general idea of 

the desired design, its target audiences and how to approach them. In the initiative phase the market analysis 

will be elaborated taking into account the conditions and ambitions surrounding the redevelopment, such as 

various policies and regulations, the financial aspect, relevant trends, the place itself, perceptions and interests 

of the stakeholders both collectively and individually. The market analysis is not only influenced by the 

conditions and ambitions but interacts with them since the conditions and ambitions are also influenced by the 

findings of the market analysis. The creation of the brand will also take place in the initiative phase and is 

influenced by the vision of the stakeholders. The vision however interacts with the creation of the brand and is 

influenced by it. The testing of the brand and its strategy take place in the initiative phase as well. The strategy 
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of the brand will be implemented into the program in brief which takes place in the definition phase, the first 

sub phase of the plan development phase. After the implementation, the execution can begin where the place 

brand identity is translated into an urban and architectural design. After the realization of the project, the site 

will be exploited for the long term. In this phase, the brand will be monitored in order to keep it relevant. 

With regards to the visibility of the place brand identity it is of importance to communicate and position the 

brand during the entire redevelopment process by various touch points with (end) users. Even when it is still 

unclear how the brand identity will look like, preliminary desired experiences should be disseminated through 

incubators or cultural activities.  

The focus of the master thesis will be on the pre-initiative phase, initiative phase and the first sub phase of the 

plan development phase since the brand identity and the concept are created, positioned and implemented in 

these phases. These phases are therefore highlighted in figure 4.11 which also shows by the circular arrows 

that not only the place brand identity process, as mentioned in subparagraph 4.5.1, but also the 

redevelopment process is an iterative process. This indicates that each phase and/or step of both processes will 

most likely be looked into more than once before achieving the end result.  

 

4.5.3 Place brand identity incorporation by stakeholders 

Place branding was very popular around 2005 where a lot of municipalities and developers contacted place 

branding consultancy bureaus even with the smallest issues. But due to the financial crisis, more thought has 

been put into the use of place branding by the municipalities and developers, mainly from a financial 

viewpoint, and the issues became much more professional and bigger.  

Because of this, most municipalities who are aware of the added value of place branding have shifted place 

branding from the communication department to the economics department. This way, place branding is 

getting more substantive and is implemented into policy documents. However, it is still very important for 

municipalities to generate revenues to compensate the investments. It is therefore necessary to use indicators 

that measure the added values of place branding. 

With regards to redevelopment, practice shows that too often stakeholders still redevelop the old way in which 

they move too fast from the initiative phase to the plan development phase. At the end of the plan 

development phase, the realization plan is very likely to get objections from local residents, who were hardly or 

not involved in the redevelopment process and do not support the program that is drawn. It is then that the 

stakeholders notice that their ambitions differ or were too high and that their approach did not work. They 

return to the initiative phase and understand that it is important to analyze the demand of the end users and 

the identity of the place.  

For stakeholders it is important to realize that the financial benefit is gained in the long term by fewer 

objections in the plan development phase, a demand market in real estate and increase in value, for the 

brownfield as well for the adjacent neighborhoods and even for the entire city. 

 

 

4.6 Conclusion 

A strong place brand identity comprises of the four components brand culture, brand image, brand personality 

and brand drivers and the three components conditions surrounding the redevelopment, ambitions and vision. 

The four components are inherent to the place brand identity and the three components are externally 

imposed. The place brand identity needs to correspond to the genius loci (Latin for spirit of the place) and 

needs to generate emotional attachment. However, before doing so, primary features such as safety and 

stability need to be established first as a basis for human development to higher needs and benefits. 

After the place brand identity is created it needs to be tested by the stakeholders to generate support and 

commitment. Thereafter, a vision and communication strategy is created in the brand strategy which needs to 

be implemented by the stakeholders and into the program in brief. After the the place brand identity is 

executed, it needs to be monitored and managed to ensure progress.    

With regards to brownfield redevelopment, place branding needs to be incorporated in the redevelopment 

process to work efficiently and to shorten the duration of the project as much as possible. The pre-initiative 

phase, initiative phase and first sub phase of the plan development phase are of most importance since the 

incorporation of place branding in these phases deals with deploying the right incubators and the creation and 

implementation of a strong place brand identity. Important to notice is that place branding not only focuses on 

the creation of a place brand identity but also influences other criteria that are of importance to redevelop a 

brownfield successfully. Lastly, to position the different approaches of place branding methods in use, a 

positioning scheme has been set up that distinguishes a project and process approach and a program and 

positioning approach (figure 4.12). 
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Relevant criteria and their deriving subcriteria and sub-subcriteria are: 
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CHAPTER 5 | PROJECT AND PROCESS  

MANAGEMENT 
 

 

 

 

 

 

‘‘Again and again cooperating actors are confronted with situations that they have not 

previously experienced and to which they have not developed natural reactions.’’  
Rudy Kor, partner at Twynstra Gudde Adviseurs en Managers & Gert Wijnen, expartner at Twynstra Gudde Adviseurs en Managers 
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5 Project and process management 
Every project consists of a mission within a specific environment that needs to be addressed by one or more 

actors. For brownfield redevelopment, the mission is challenging due to the environmental issues and their 

corresponding legislation and procedures, the negative image of the site and the abundance of actors. To 

manage these aspects accordingly project, program or process management are useful tools to create an end 

result that meets the diverse interests. 

This chapter will elaborate the differences between project, program and process management. First, the 

elements of a (unique) project will be discussed. 

 

 

5.1 Project 

When actors cooperate within a project, they often face new challenges and uncertainties due to the 

uniqueness of the project. These challenges can be present internally, such as new actors, and externally, such 

as new governmental policies. To deal with these challenges and uncertainties there are different approaches 

that can be utilized. A unique project can be addressed routinely, by improvising or by a certain type of 

management.  

 

A project exists when an organization, comprising one or more actors, performs a complex mission with 

collectively-agreed objectives. To achieve the mission and objectives, agreements are made to cooperate in a 

structured manner. These agreements do not solely depend on the actors involved but also are influenced by 

the place, the site and its environments, in which it occurs. Thus every project, even though unique, consists of 

four elements that influence its course. These four elements can be divided into two main elements 

Organization and Mission. Each of these main elements are influenced by the element or ingredient Actors and 

Place (referring to the site and its environment) respectively that determine the complexity of the project [Kor & 

Wijnen 2005]. The main elements influence each other as well. The organization influences the mission of a 

project by the actors’ ambitions which determine how the organization wants to deal with the mission. On the 

other hand, the mission of the project influences the organization in that it offers challenges and uncertainties 

to which the organization needs to adapt in order to address them properly. Figure 5.1 shows the four 

elements of a project and their relationships. 

 

 

5.2 Addressing the project  

After the actors and place characteristics are identified and the organization and mission are established, the 

way in which the project will be addressed needs to be determined. Depending on the nature of the mission 

and ambitions of the organization there are five ways of addressing a project; improvising, routine, project 

management, program management or process management [Kor & Wijnen, 2005]. 

Improvising is a trial and error approach with ad hoc solutions where the end result and process are 

unpredictable, unknown or vague. This approach is mainly applied to unknown circumstances or when 

something completely new will be developed.  

The opposite of improvising is a routine approach where the end result and process are predictable due to 

repetition. Since the circumstances are known, it is a very efficient approach. A routine approach can be 

applied best in circumstances where an end result needs to be achieved in a steady environment [Kor & Wijnen 

2005]. 

Since a project rarely can be addressed purely improvisational or routinely, there are three distinctive 

management types that incorporate elements of the two approaches. These three types of management are 

project management, program management and process management. It is essential to understand that even 

though a clear distinction can be made between these three types of management, they are applied parallel in 

practice. To understand the difference between these management types and to apply the right management 

type on the project or projects concerned, they will be elaborated in the following paragraphs. 

 

 

ACTORS ORGANIZATION MISSION PLACE 
!SITE & ENVIRONMENT) 

PROJECT ELEMENTS (Kor & Wijnen, 2005 (edited]] 
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5.2.1 Project management 

According to Kor & Wijnen [2005] and Groote & Hugenholz [2005] a project can be defined as: 

 

‘‘A project is a unique complex of activities, which are aimed towards a collectively-agreed unique result,  

that has to be realized with limited resources and within a predetermined finite time horizon.’’ 

 

According to the definition a project includes the following three core elements; activities, result and finite 

time horizon. These elements relate to each other since a clearly defined result needs to be established by 

activities, preferably with limited resources, within a predetermined finite time horizon.   

The way of achieving the result can be characterized by a high degree of uncertainty. To tackle these 

uncertainties, several goals should be drawn to set up activities and to steer towards the end result in a closed 

environment.  

To manage the project carefully, project management interweaves three processes called phasing, controlling 

and deciding in which the following management aspects are used to steer towards a result: money, 

organization, time, information and quality (MOTIQ) [Kor & Wijnen, 2005]. Each of the processes aims at achieving 

the result and fostering the cooperation by means of uniformity, clear roles, pursuit of the rules and careful 

decision-making.   

Project management uses a top-down hierarchical structure in which the project manager controls and 

coordinates the activities.   

 

 

5.2.2 Program management 

According to Kor & Wijnen [2005] a program can be defined as: 

 

‘‘A program is a unique complex of efforts (including projects) that is goal-oriented and  

has to be realized with limited resources.’’ 

 

As the definition states, a program comprises of a unique complex of efforts. These efforts consist of 

improvisational, routine and project work of which the latter is the main effort. With regards to project work, a 

program includes several projects each with their own goals, duration and magnitude. To manage these 

different projects at the same time, program management is an effective approach. Unlike project 

management, program management focuses on the coordination of multiple and sometimes even conflicting 

goals. The processes involved within program management are programming, steering, authorizing, adjusting 

and cooperation in which the following management aspects are used to steer towards a result: goal-oriented, 

efficiency, tempo, feasibility and flexibility (GETFF) [Kor & Wijnen, 2005]. However, there are also similarities 

between project and program management since they both focus on achieving goals and fostering of the 

cooperation. 

 

 

5.2.3 Process management 

The term process is extensively in use in various sectors, each time with a (slightly) different meaning. Even 

within project and program management the term process is used to describe the conduct of activities or 

combination of information and organization management. A general definition that applies to process 

management regarding (re)development is given by Bekkering et al. [2001]: 

 

‘‘A process is a sequential series of activities or events that lead to an elaborated result  

or preliminary status of the envisaged result.’’ 

 

This definition states that a process involves successive activities or events that are aimed to achieve an 

elaborated but yet unclear result or preliminary status of an envisaged result. A preliminary status will be 

achieved when new events occur that change the envisaged idea.  

The environment that has to be dealt with within process management is very dynamic and is mainly 

characterized by interaction evoking changes in perspectives. Therefore, process management must be very 

flexible in its approach to deal with the dynamic environment and ensure that stakeholders are heard and can 

interact with each other in a structured manner. Within process management a clear distinction is made 

between content and process Content refers to those aspects of the mission that are in the interest of the 
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stakeholders and the specifications that are elaborated in the project plan. Process refers to the cooperation 

and interaction between the different actors.  

Cooperation, support, consensus, network, context, decision-making, openness and trust are core elements 

within process management to guide the various interests of each actor and the collectively-agreed interest 

regarding the mission of the redevelopment [Kor & Wijnen, 2005 & Bekkering et al., 2001].  

In practice, stakeholders are not always aware of these core elements which often lead to delay of the process 

and can even jeopardize the success of the project in general. Thus, awareness of the process management 

core elements to stakeholders is essential.  

 

 

5.3 Overview differences project, program and process management 

An overview of the differences between project, program and process management is shown in table 5.1. 

However, Program management will not be elaborated further since this master thesis does not focus on 

multiple projects and is not strongly goal-oriented. 

Within a project, the main difference between project and process management is that project management is 

more content based and process management more organization and cooperation based. Project management 

is suitable for controlling the inside of a closed environment, the project, where it is possible to formulate a 

clear problem definition, a collectively-agreed goal and unambiguous description of the end result. To 

understand the context and to control the dynamic environment, process management is more suited. It deals 

with unstructured problems for which no clear single solution exists. Within process management it is of 

importance to create support and commitment between the stakeholders and to create an atmosphere of 

equality instead of hierarchy, which is the case with project management.  

 

The difference between project and process management can also be made visible when set in time. During 

the redevelopment process both project and process management are present. However in time, the end 

result of the redevelopment project will become clearer after each phase thus making project management 

more suitable in the last phases of the redevelopment. Vice versa, process management is more suited in the 

early phases of redevelopment when the stakeholders are identified and the specifications regarding a project 

plan are determined.  

In figure 5.2 a project fyke is depicted which shows that each phase works towards the end result, that process 

management is gradually decreasing and project management is gradually increasing over time. Of course 

process and project management are two approaches that are interwoven during the redevelopment process. 

Practice shows that even in the last phases of the redevelopment process, process management is often still 

strongly present to guide and recreate stakeholder support due to altered decisions.  

USAGE 

MANAGEMENT 
ASPECTS 

OBJfCTIVf 

AIMED AT 

TIME HORIZON 

PROJECT MANAGEMENT 

MONEY, ORGANIZATION, TIME, 
INFORMATION AND QUALITY 

PROGRAM MANAGEMENT PROCESS MANAGEMENT 

PROGRAM DEVELOPMENT 

GOAL-ORIENTED, EFFICIENCY, COOPERATION, SUPPORT, NETWORK, 
TEMPO, FEASIBILITY AND FLEXIBILITY CONTEXT, DECISION-MAKING, 

OPENNESS AND TRUST 

TO STEER TOWARDS THE END-RESULT FOCUSSING ON THE COORDINATION GOAL SEARCHING WITHIN A 
IN A CLOSED ENVIRONMENT OF MULTIPLE GOALS DYNAMIC ENVIRONMENT ON THE 

BASIS OF CONTEXT AND ACTORS 

PREDETERMINED END-RESULT PREDETERMINED GOALS 

TEMPORARY, ENDS WHEN 
POSSIBLE OR NECESSARY 

NEXT STEP 

TEMPORARY, WITH AN 
UNPREDICTABLE END 

DIFFERENCES BETWEEN PROJECT, PROGRAM AND PROCESS MANAGEMENT !Kor & Wijnen, 2005 & Bruijn et al., 2002J 
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5.4 Conclusion 

Every project, even though unique, consists of the main elements Organization and Mission which influence 

each other and are derived from the elements Actors and Place (site and its environment) respectively (figure 

5.3). 

 

Improvising, routine, project management, program management or process management can be used to 

address a unique project. Project, program and process management are mainly used since a project rarely can 

be addressed purely improvisational or routinely. Project and process management will be focused upon since 

program management deals with multiple projects and is not strongly goal-oriented. The main differences 

between the two types of management is that project management is a top-down approach which is more 

content based and operates in a closed environment opposed to process management which is a bottom up 

approach in a dynamic environment and is more organization and cooperation based. With regards to the 

redevelopment process, process management will be more present in the first half of the redevelopment 

process and project management more in the second half of the redevelopment process. 
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CHAPTER 6 | COOPERATION COMPETENCE  

MODEL 
 

 

 

 

 

‘‘Redevelopment projects are almost always characterized by a slow start: searching for the 

right ambition, program and guidance. Once the project has the spirit, very interesting 

developments are possible.’’ 
Fons Asselbergs, government advisor in cultural heritage and professor of Monumental heritage at the Radboud University of Nijmegen 

 

 

 

----
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6 The model 
Decisions made within a unique project are often unstructured based on experience, insight and/or intuition. 

To order the unstructured chaos of decision making that influences the redevelopment process and its end 

result a model will be created.   

This chapter will elaborate the design of the model that is created for stakeholders of a brownfield 

redevelopment to determine what kind of place branding approach would be best suited to deal with complex 

redevelopment process of a unique and specific brownfield project in order to brand it successful. The model 

consists of lists of pairwise comparisons, a questionnaire of criteria and a place branding approach positioning 

scheme. Before discussing the design of the model, its structure and the two methods behind the model will be 

elaborated. But first, the procedure for designing the model will be discussed. 

 

 

6.1  Procedure for designing the model 

Various steps should be taken to validate and design the model. Validation refers to the extent the research 

findings are well-founded and correspond accurately to what is actually happening in practice [Baarda & Goede, 

2006]. In order to validate, fourteen experts in the field of place branding, redevelopment and project- and 

process management have been interviewed face to face with open-ended questions (appendix I for the list of 

interviewees and appendix II for the question design). Design refers to the structure, the methods and the 

components used to create the model. The required steps for designing the model are: 

 

Step 1: A decision hierarchy 

The structure of the model, a decision hierarchy, will be elaborated  

 

Step 1a: Goal and subgoals 

The goal and the derived sub goals of the model are mentioned.  

 

Step 1b: Criteria, subcriteria and sub-subcriteria 

The criteria, subcriteria and sub-subcriteria of the model, which relate the goal and its derived subgoals to the 

alternatives, and their validation are mentioned. 

 

Step 1c: Alternatives 

The alternatives of the model are mentioned. 

 

Step 2: Priorities by Pairwise Comparison 

Priorities of all criteria are determined by the method Pairwise Comparison in order to determine their weight 

of importance. 

 

Step 3: Scores of all criteria by Visual Analogue Scale 

Scores, indicating their presence within the stakeholders’ organization, of all criteria are determined by the 

method Visual Analogue Scale. 

 

Step 4: Output  

Formulas, in which the priorities and all criteria are inserted, are presented to determine the output of the 

model.  

 

        

6.2 Design of the model 

Usually, decision making is characterized by unstructured chaos. Therefore, a model needs to be created to 

structure the decision making as stated by Arentze and Borgers [2004] who define a model as: 

 

‘‘A model is a representation of an object or idea that helps you to better understand it.’’ 

 

The model created in this master thesis, based on a decision hierarchy and the methods Pairwise Comparison 

and Visual Analogue Scale, will structure the decision making process in choosing the best suited place 

branding approach that brands the specific brownfield successfully to preserve the identity of brownfield sites 

and to stimulate its redevelopment. To design the model the aforementioned steps need to be undertaken.  
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6.2.1 Step 1: A decision hierarchy 

To structure a decision problem with multiple criteria that relate the goal of the decision with the alternatives a 

decision hierarchy, commonly used within Analytic Hierarchy Process (AHP), is best suited. AHP was developed 

in the 1970s by Thomas L. Saaty to select the best alternative based on multiple criteria.    

A decision hierarchy breaks down a decision into smaller parts, roughly proceeding from the goal to the criteria 

down to the alternatives. Just like a regular hierarchy a decision hierarchy comprises of a top, the goal that 

needs to be achieved, a possible second level of subgoals, a third level of criteria, a possible fourth level of 

subcriteria and even a possible fifth level of sub-subcriteria and at the bottom the various alternatives possible 

[Arentze & Borgers, 2004]. Due to the unraveling of the goal into subgoals, a decision hierarchy is a very organized 

structure in which common pitfalls are minimized and unnecessary costs are saved since the stakeholders 

become aware of the essential criteria that need to be incorporated [Saaty, 1990].  

Figure 6.1 visualizes a illustration of a decision hierarchy in which each box is called a node. A node that is 

connected with one or more nodes on a lower level is called a parent node and the node(s) that are connected 

with a node on a higher level are called children node(s). 

 

6.2.2 Step 1a: Goal and subgoals 

The goal for the model can be stated as: 

 

To achieve a place branding approach that is best suited to deal with the complex redevelopment process of  

a unique and specific brownfield project in order to brand the brownfield successfully. 

 

To deal with the complex redevelopment of a unique and specific brownfield project, the goal is decomposed 

into two subgoals that are derived from the project elements mentioned in paragraph 5.1. The first subgoal 

deals with the elements actors and organization and can be stated as: 

 

To achieve a place branding approach that is best suited to deal with the organizational aspects within the 

complex redevelopment process of a unique and specific brownfield project in order to brand the  

brownfield successfully. 

 

The second subgoal deals with the elements place and mission and can be stated as: 

 

To achieve a place branding approach that is best suited to deal with the mission aspects within the complex 

redevelopment process of a unique and specific brownfield project in order to brand the  

brownfield successfully. 

 

6.2.3 Step 1b: Criteria, subcriteria and sub-subcriteria  

All criteria that are present to relate the goal and deriving subgoals of the model to the alternatives are based 

on desk research (mentioned in the conclusions of chapter 2, 3 and 4) and face to face interviews with the 

fourteen experts mentioned in appendix I. They were asked to indicate which criteria are of importance when 

GOAL 

SUBGOALS 

CRITERIA 

SUBCRITERIA 

SUB-SUBCRITERIA 

ALTERNATIVES 

ILLUSTRATION OF A DECISION HIERARCHY [Arentze & Borgers, 2004 [edited]] 
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incorporating place branding into the redevelopment process of a brownfield project and to validate a list of 

criteria that was already present by desk research. The list of criteria based on desk research was validated by 

the interviewees and one subcriterion municipal issues, addressing local issues within a municipality, was 

added since it has become very important and will be even more in the future.  

All criteria, when necessary, have been standardized by dividing them into clear and measurable subcriteria 

and sometimes even sub-subcriteria. Figure 6.2 shows the project elements and corresponding criteria that 

need to be incorporated in the redevelopment process of a unique and specific brownfield project to brand the 

brownfield successfully. 

 

Based on the literature review of chapter 2, 3, 4 and 5 the criteria subcriteria and sub-subcriteria are described 

as follows: 

 

Involving the right actors 

A facilitator, relevant public and private actors and target group needs to be involved 

Facilitator  

A competent facilitator drives the (re)development by planning the process, guiding and controlling tasks, 

responsibilities and powers of the stakeholders both individually and collectively with a focus on: 

- Theme (structuring defined activities)  

- Timing (guiding the activities at the right time to ensure progress) 

- Tempo (determining the rate of progress) 

- Involvement (keeping an eye on the involvement of the right actors) 

- Stage (creating a suitable environment to work in) 

- Communication (Communicating in a right tone of voice towards the actors and the environment) 

- Added value (steering towards added value for every actor whilst being aware of the contribution of 

each actor)  

Public and private actors (relevant and involvement) 

The stakeholder organization consists of various public and private actors that influence or are affected by the 

redevelopment and should be involved and consulted to create a comprehensive brand identity. Municipality, 
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developer and housing association are most likely gathered in a stakeholder organization. But also an architect, 

urban designers and individuals with special expertise are common to find in a stakeholder organization. Each 

stakeholder needs to be involved in a way that they can express their needs and desires best. There are 

different methods to be used such as; theme meetings, workshops or creative sessions. 

Target group (relevant and involvement) 

The stakeholder organization needs to include a relevant target group (citizens and (end-)users). It is of 

importance to recognize the target group with the greatest needs and (re)develop to those needs. It is essential 

to involve the target group in the (re)development process to create support. The target group needs to be 

involved in a way that they can express their needs and desires best. There are different methods to be used 

such as; theme meetings, workshops or creative sessions. 

 

Ambition 

The realistic and collectively agreed ambition indicates what the relevant stakeholders want to achieve with 

the site for the future. It is a long term perspective that consists of ideals that need to be pursued and serve as 

guidelines. It is of importance that the ambition is realistic in that it is financially sound and that it meets the 

market demands. It also need to be collectively agreed and supported by the relevant stakeholders involved to 

ensure commitment during and even after the redevelopment. 

 

Cooperation 

A solid character, clear communication, self-reflection and support needs to be present to cooperate properly.  

Character 

A solid character comprises an open, sustainable, flexible and decisive character 

Open and transparent character 

Stakeholders are involved in the decision making process where information and knowledge are shared on a 

transparent basis. 

Sustainable character 

A sustainable character is a close cooperation between stakeholders in the long term. The realistic and 

collectively-agreed ambition stands above the ambitions of each stakeholder. Having commitment, trust, 

respect and perseverance is very important to achieve the realistic and collectively-agreed ambition together. 

Flexible character 

Each stakeholder is open for perspectives of other stakeholders and is willing to corroborate ideas and 

suggestions for the greater good. 

Decisive character 

Each stakeholder dares to express their opinions and stands up for their own principles and ideas in order to 

interact with each other and to understand each others underlying ideas of their needs and desires. A decisive 

character is important to make progress.  

Communication 

Communication comprises a clear communication channel and is both internal and external oriented 

Clear communication channel 

The communication channel is used to distribute information. It is freely accessible to stakeholders and is easy 

to use. 

Internally 

Within the cooperation, a common language is used that is understandable for each stakeholder.  

Externally 

The language used within the cooperation will also apply to communicate externally. The use of the right words 

and tone of voice needs to be understandable to the target group. 

Self-reflection 

Each stakeholder is able to recognize his own actions with regards to its role in the cooperation and 

redevelopment process. Self-reflection is of importance to disregard stereotypes. 

Support 

It is important to have both internal and external support.  

Internal support   

Support within the cooperation is necessary to make progress. There are several choices to be made regarding 

finance, design and program that need to be backed up by the relevant stakeholders. 

External support  

For a redevelopment to be feasible, its design needs to be supported by the target group or end users. 

Documentation 
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Every vital step within the redevelopment process is documented in which it is substantiated. The 

documentation is the backbone of choices made within the redevelopment process and gives direction. Using a 

common language is of importance. 

 

Vision 

A vision is a collectively agreed idea or expectation that the stakeholders have with regards to the 

redevelopment. It follows the realistic and collectively agreed ambition by mentioning how to achieve the 

desired ambition. A vision can consist of a list of critical success factors or distinguishing features, so called 

unique selling points.  

 

Profile of the place 

To understand the profile of the place properly the municipal issues, cultural heritage and the identity of the 

place need to be analyzed thoroughly. 

Municipal issue(s) 

There are often one or more issues that need to be tackled within the municipality. Different (re)development 

projects within the municipality should cooperate to help tackle the municipal issue(s).    

Environmental issue(s) 

A site can be hindered by environmental issues such as noise or water pollution or contamination. These issues 

need to be addressed to benefit human health. 

Cultural heritage 

Cultural heritage needs to be preserved according to standards that are established by Rijksdienst voor het 

cultureel erfgoed, a Dutch heritage organization that works for the protection and conservation of national 

heritage sites. They also can be used as incubators to attract attention towards the place.  

Identity of the place 

The identity of the place comprises culture, drivers, SWOT and user’s perception. 

Culture 

Culture comprises of values and beliefs to which users think and behave. It is examined by a cultural historical 

exploration or impact assessment. 

Drivers 

Drivers are the essence of a place, the destination’s unique and own-able qualities that make it different from 

other places. Drivers consist of tangible (i.e. cultural heritage) and intangible characteristics (i.e. genius loci or 

atmosphere of the place).  

SWOT 

Every place has its strengths and weaknesses internally and is subject to opportunities and threats externally 

(its environment). The SWOT-analysis is a useful tool to shape the vision for the redevelopment.  

User’s perception 

Users and citizens of the redevelopment site hold strong associations towards the place which they often 

describe based on a personality.  

 

Place brand identity 

A place brand identity consists of a brand image, a brand personality, brand drivers and a brand culture. The 

place brand identity is also influenced by the ambition, vision and external conditions such as legislation and 

procedures. The new brand identity needs to be positioned to the target group by communicating a simple and 

truthful message that links key attributes of the place to a desired experience. 

 

Physical spatial concept 

Design and program are present within physical spatial concept. 

Design 

Design comprises master plan, urban design and architectural design. 

Master plan 

The core values defined in the initiative phase need to be incorporated into the master plan. 

Urban design 

The core values defined in the initiative phase need to be incorporated in the urban design. 

Architectural design 

The core values defined in the initiative phase need to be incorporated in the architectural design. 

Program 

The content of the design consists of a program with functions that should meet the user’s demand.   
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Creating attention 

To create attention, it is important to be aware of opportunities, ways of attraction and publicity. 

Opportunities 

To be innovative and sustainable it is of importance to be aware of new opportunities that help redevelop the 

site and fulfill the needs and desires of the target group more closely. 

Attraction (incubators and accessibility) 

For a redevelopment to be successful it is of importance to create attraction from the pre-initiative phase on. 

By using incubators, the land and buildings are (temporarily) used to create a sphere of belonging for a 

particular function or target group for stimulation and to catalyze the redevelopment. For an incubator to be 

successful, it is essential that it is easy accessible. Investing in accessibility is thus an important prerequisite for 

creating attraction. 

Publicity 

To create attention for the redevelopment it needs to be marketed, for example through social media or 

events. It is important to know what to communicate and how to communicate. 

 

6.2.4 Step 1c: Alternatives 

The alternatives of the model are derived from the revised positioning scheme mentioned in subparagraph 

4.4.2. The alternatives, which have been validated by the fourteen interviewees, can be roughly divided into 

four place branding approaches corresponding to the quadrants of the positioning scheme which is based on 

the basic approaches project, process, program and positioning approach:  

 

Process-Program approach 

The process-program approach is a combination of the process approach and the program approach and can 

be characterized as content-driven and focusing on end results. This approach deals predominantly with the 

criterion vision, subcriteria support and program and sub-subcriterion urban design. 

 

Process-Positioning approach 

The process-positioning approach is a combination of the process approach and positioning approach and can 

be characterized as strongly support-driven and focusing on the implementation of end results. This approach 

deals predominantly with the criterion vision, subcriteria communication, support and publicity. 

 

Project-Program approach 

The project-program approach is a combination of the project approach and the program approach and can be 

characterized as strongly content-driven and focusing on the execution of end results. This approach deals 

predominantly with the subcriteria cultural heritage, program and attraction and the sub-subcriterion urban 

design.  

 

Project-Positioning approach 

The project-positioning approach is a combination of the project approach and the positioning approach and 

can be characterized as support-driven and focusing mainly on the execution and implementation of end 

results. This approach deals predominantly with the subcriteria communication, support, environmental issues, 

cultural heritage and publicity.  

 

It is important to note that not all criteria are linked to the four place branding approaches. To understand 

which criteria correspond to the four place branding approaches they are assigned to a project, process, 

program or positioning approach, the basic approaches of which the place branding approaches exist. This way 

it becomes clearer which criteria contribute to each basic approach. The lists of criteria corresponding to the 

basic approaches (appendix IV) has been validated by the interviewees.  

Even though some criteria are assigned both to the project approach and the process approach the way of 

approaching these criteria differs. The criteria assigned to the process approach focus on the creation of a 

result and the same criteria that are assigned to the project approach refer to the execution of the result. 

 

Now that the model is completed (appendix V), priorities and scores of all criteria need to be determined in 

order to relate the goal and derived subgoals to the alternatives. 
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6.2.5 Step 2: Priorities by Pairwise Comparison 

To determine the importance of all criteria, called prioritizing, the method Pairwise Comparison, which refers 

to the process of comparing entities in pairs to indicate a preference for one above the other, will be used.  

All criteria will be compared within its level by pair. By using the fundamental scale for pairwise comparisons 

(appendix III) it will be determined to which intensity one of the two criteria, subcriteria or sub-subcriteria is 

preferred above the other with regards to the contribution to its parent [Saaty, 1990]. An example of the pairwise 

comparisons for the criteria corresponding to the actors and organization elements:   

 

CRITERIA MORE IMPORTANT INTENSITY 

A B A, B OR - 1, 3, 5, 7 OR 9 

INVOLVING THE RIGHT ACTORS AMBITION   

INVOLVING THE RIGHT ACTORS COOPERATION   

INVOLVING THE RIGHT ACTORS DOCUMENTATION   

AMBITION COOPERATION   

AMBITION DOCUMENTATION   

COOPERATION DOCUMENTATION   

 

 

Firstly, the stakeholders indicate for each pair of criteria which criterion is more important by voting for A, B or 

-, meaning neither. Secondly, in which degree the criterion is equal or more important is indicated by voting for 

the intensity 1, 3, 5, 7 or 9 in which 1 means equal importance and 9 means extreme importance (appendix III). 

Appendix VI shows the list of pairwise comparisons of all criteria. After the intensities are known they are 

entered in a pairwise comparison matrix. An example: 

 

 INVOLVING THE RIGHT ACTORS AMBITION COOPERATION DOCUMENTATION 

INVOLVING THE RIGHT ACTORS     

AMBITION     

COOPERATION   

DOCUMENTATION     

 

When for example ambition is perceived more important compared to involving the right actors with an 

intensity of 5, than 5 will be entered in the cell that links ambition with involving the right actors. However, 

when involving the right actors is perceived more important compared to ambition with an intensity of 5, than 

1/5 will be entered in that cell. After all intensities are entered, they need to be computed to indicate the 

degree of importance in absolute numbers between zero and one, called priorities. In order to do so, decision 

support software programs are available. In this master thesis the decision support software program Expert 

Choice 2000 is used. 

The intensities entered in the pairwise comparison matrix can be analyzed to its consistency. When for 

example the criterion ambition is equally important to involving the right actors and cooperation is extreme 

important as involving the right actors than cooperation should also be extreme important as ambition. 

However, the stakeholders will most likely not be able to express consistent preference in case of numerous 

criteria. Therefore, the consistency needs to be computed by the following formula [Mysiak, 2010]: 

 

 

 

Where 

- CR stands for Consistence Ratio and indicates the consistency 

- CI stands for Consistency Index and indicates the deviation in the consistency.  

- RI stands for Random consistency Index and indicates the appropriate consistency index 

 

It is beyond the scope of this master thesis to go in depth of the meaning of the consistency index and the 

random consistency index. However, the consistency index will be computed by decision support software 

program Expert Choice 2000. The random consistency index is fixed corresponding to n which stands for the 

number of criteria used within the pairwise comparison matrix [Mysiak, 2010]: 

 

n 1 2 3 4 5 6 7 8 9 

RI 0 0 0.58 0.90 1.12 1.24 1.32 1.41 1.45 

er 
CR ;;;; ru 
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The consistence ratio has a consistency threshold of CR ≤ 0.1 set by Saaty [1990] which should not be exceeded.  

Within a hierarchy the rule regarding prioritizing mentions that the priorities of child nodes always add up to 

the priority of their parent node and that the priority of the goal is 1 by definition [Saaty, 1990]. Since the two 

subgoals are determined equal, their priorities are 0.5 each.  

It should be noted that the degree of importance, or priorities, of all criteria will be determined by the decision 

makers themselves based on their experience and judgments. 

 

6.2.6 Step 3: Scores of all criteria by Visual Analogue Scale 

Besides the priorities, the presence of all criteria within the stakeholders’ organization of a brownfield project 

need to be determined in order to realize which criteria need the most attention. Therefore, a second method 

called Visual Analogue Scale (VAS) is used. This method is defined by Gould [2001] as a measurement instrument 

that tries to measure a characteristic or attitude that is believed to range across a continuum of values and 

cannot easily be directly measured. The definition indicates that VAS can measure a characteristic or attitude 

on a continuous scale instead of using a scale to measure the characteristic or attitude directly. 

In order to measure the presence of a criterion, a horizontal line labeled not present at one end and fully 

present at the other end is set up. The respondents are asked to indicate in which degree each criterion, 

subcriterion and sub-subcriterion is present by marking the horizontal line: 

  

Not present |
___________________________________________________________________________________

| Fully present 

 

The horizontal line is assigned the interval [0, 100]. The distance from the right end of the line to the point on 

the horizontal line, corresponding to a score on the interval [0, 100], that the respondent has marked will be 

measured [Gould, 2001]. The measured distance is called the VAS score. Important to note is that not present 

corresponds to a VAS score of 100 and fully present to a VAS score of 0. This way, when a (sub) criterion is not 

present, it needs (external) attention which is shown by the VAS score. The higher the VAS score, the higher the 

attention that is required regarding the (sub) criterion. 

 

Questionnaire 

A questionnaire has been set up to determine the VAS scores of all criteria (appendix VII). The questionnaire 

comprises of two parts, one regarding the organization and the other regarding the mission. Each part consists 

of a quick scan and a list of criteria to indicate their presence within the stakeholders’ organization. The quick 

scan consists of open-ended questions that provide basic information regarding the redevelopment process of 

a brownfield project. The basic information is necessary to know before engaging in a place branding process. 

The questions of the quick scan were validated by the interviewees. An example: 

 

A.1.3 Who is/are the target group(s)?  

� Unknown 

� Partly known, namely 

� Known, namely 

 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

 

The respondents are asked to identify the target group(s). Before answering the question, the respondents 

need to indicate which of the three statements unkown, partly known and known applies to them. Only when 

voted for unknown, the respondents cannot answer the question which automatically entails that they need 

help regarding that criterion.  

As mentioned in subparagraph 6.2.4, some criteria are assigned both to the project and process approach. 

These criteria are therefore slightly more elaborate than the criteria that are assigned only to one basic 

approach. An example: 

 

First the respondents are asked if environmental issue(s) are present since they do not necessarily have to be 

present. When indicated yes, the respondents are asked to indicate in what degree an elaborated result with 

Indicate the presence of the crit erium by marking the scale 
No Yes Not Pr e:s.a.nt FUlty pr ese:nt 

8.2.3 Presence of environmental issue(s) D D 
If Yes; presence of an elaborated result of the environmental issue(s) 
If Fully present; clear knowledge of achieving the collectively-agreed resul t 
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regards to addressing the environmental issue(s) is present by marking the horizontal line. Only then when an 

elaborated result regarding addressing the environmental issue(s) is fully present, the respondents are asked to 

indicate in what degree clear knowledge is present to execute the result by marking the horizontal line. This 

way, the questionnaire indicates that it is paramount to establish an elaborated result before executing.  

 

6.2.7  Step 4: Output 

After both the priorities and VAS scores are known, an overall score needs to be computed to determine what 

kind of place branding approach is best suited and to what extent with regards to a unique and specific 

brownfield project. The overall score consists of an average VAS score, which is computed by a formula that 

multiplies the priorities and the VAS scores, sums them up and divides them  by the number of criteria used 

[Akarte, Ravi & Creese, 1999]. Since there are four basic approaches, there are four formulas: 

 

 

(1) 

 

 

 

(2) 

 

 

 

(3) 

 

 

 

(4) 

 

 

Where 

- k stands for a criterion. 

- n stands for the number of criteria. The reason that n is assigned an interval is due to the subcriteria 

municipal issues, environmental issues, cultural heritage and place brand identity since they do not have 

to be present within a brownfield redevelopment project (appendix VII). So the number that will be used 

in each approach depends on the presence of the four criteria.  

- Ck stands for the priority of the k
th

 criterion.   

- VASk stands for the VAS score of the k
th

 criterion.  

 

By multiplying Ck and VASk of a k
th

 criterion the average VAS score of that k
th

 criterion is computed. When the 

average VAS scores of a number of criteria within the project, process, program or positioning approach is 

added up and divided by the number of criteria an average VAS score is computed for the project, process, 

program or positioning approach specifically. The computed average VAS scores of the approaches will be 

indicated on the axes of the positioning scheme mentioned in subparagraph 4.4.2 and depicted in figure 6.3. 

The score on the axes of the positioning scheme corresponds to the interval of a VAS score. 

When the average VAS scores are connected with each other, it is most likely that each of the four place 

branding approaches is present to a certain extent since very often a multitude of criteria need attention at the 

same time. However, the place branding approach with the highest average VAS scores will be best suited to 

deal to deal with the complex redevelopment process of a unique and specific brownfield project in order to 

brand the brownfield successfully. The extent in which the best suited place branding approaches needs to be 

implemented is determined by the size of the average VAS scores.  
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6.3 Use of the model 

The model is developed for relevant stakeholders in a stakeholders’ organization (municipality, developer and 

(end) users in particular) that are involved in brownfield redevelopment and have decided that they want to 

create a brand identity for the place. Figure 6.4 shows a schematic representation of the use of the model.    

 

In the first step of deciding to use place branding to generate attention and to create an experience, it is 

paramount that using place branding is collectively supported. After the initiative phase, the model needs to be 

applied in the second step. The model consists of a list of pairwise comparisons of all criteria to determine their 

priorities and a questionnaire to indicate the presence of all criteria and to provide some basic information 

regarding the redevelopment process of the brownfield project. Thirdly, the list of pairwise comparisons and 

questionnaire need to be completed by each relevant stakeholder in the stakeholders’ organization. Since the 

results of both the lists of pairwise comparisons and the questionnaire are determined numerically, they will be 

added up and divided by the number of stakeholders who completed the model to provide average results for 

both the lists of pairwise comparisons and the questionnaire that represents the stakeholders’ organization as 

one entity. After the average results are known and computed by the formulas, the best suited place branding 

approach will be visualized in the positioning scheme and a list of criteria that need to be addressed 

predominantly will be shown.  

 

As stated in subparagraph 4.5.2, the model needs to be implemented already in the pre-initiative phase and 

will be completed in more detail in the initiative phase when the stakeholders and their ambitions are 

identified and the conditions are researched. When using the model in the (pre-)initiative phase it will become 

PROJECT 
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clear in the early stages of the redevelopment process which criteria need most attention and which place 

branding approach is best suited. For the continuation of the redevelopment process the model serves as a 

supportive and monitoring tool for the approach taken within the redevelopment process to ensure that the 

criteria that need attention will be improved and that those criteria that are sufficient stay sufficient. Before 

each phase of the redevelopment process ends, the model needs to be used to give an indication which place 

branding approach is best suited and which criteria need to be addressed. The model also needs to be (re)used 

when changes occur in the stakeholders’ organization or in the externally imposed conditions. 

Besides visualizing which place branding approach is best suited, the model also raises awareness of the 

necessary criteria regarding a sustainable cooperation and design. It can therefore even be used by 

(re)development projects that do not necessarily want to establish a place brand identity as a checklist to 

ensure that all the relevant aspects to make a (re)development successful are thought of. 

 

 

6.4 Conclusion 

The model created will achieve a place branding approach that is best suited to deal with the complex 

redevelopment process of a unique and specific brownfield project in order to brand the brownfield 

successfully by means of numerous criteria, subcriteria and sub-subcriteria.  

The importance and presence of all criteria are determined by the stakeholders of a brownfield redevelopment 

project to indicate their preference and competence respectively with regards to the criteria. Then, the values 

indicating the importance and preference are entered into formulas which compute four average values that, 

when connected to each other on the place branding positioning scheme, visualize the best suited place 

branding approach. A ranked list of criteria will also appear to indicate which criteria need to be addressed 

first. 

The model needs to be implemented in the pre-initiative phase and is developed for stakeholders who are 

involved in a brownfield redevelopment and have decided that they want to create a brand identity for the 

place. After the initial use, the model needs to be (re)used at the end of each phase of the redevelopment 

process and when changes occur in the stakeholders’ organization or in the externally imposed conditions. The 

model is also supportive and monitoring tool for the approach taken within the redevelopment process and 

can be used for every (re)development project as well since the model also raises awareness of the necessary 

criteria regarding a sustainable cooperation and design.  
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 Oostergasfabriek, Amsterdam 

 

 

 

CHAPTER 7 | CASE STUDIES 
 

 

 

 

 

 

 

 

 

‘‘Although there is a goal, there is no final image. It’s about the direction, not the arrival. The 

journey as a symbol of the dynamics, of life, with the arrival as static, the arrival, death.’’ 
 Evert Verhagen, former projectmanager of the Westergasfabriek 
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7 Case Studies 
To examine the applicability of the model, two case studies will be analyzed. Each case study consists of a 

brownfield redevelopment in an urban area that used place branding to generate attention. The 

redevelopment process and more specific the place branding approach will be analyzed and its outcome will be 

compared with the outcome of the model. First, the selection of the case studies will be discussed. 

 

 

7.1 Selection of the case studies       

To select case studies to examine the output and applicability of the model, several selection criteria are 

established. These selection criteria indicate the frame in which the case studies need to be present in order to 

be selected. The first four selection criteria indicate what the two case studies need to have in common and 

the latter selection criteria indicate the difference between the two case studies in order to examine the 

applicability of the model. 

 

Selection criteria  

- There is a cooperation between at least two actors, including public and private actors 

- The brownfield redevelopment takes place in an urban area 

- The brownfields are equally contaminated  

- The initiative of the brownfield redevelopment deal with the same legislative and procedural 

circumstances 

- Place branding is used within the brownfield redevelopment process of which one case study used 

place branding successfully and the other case study used place branding unsuccessfully    

 

Two case studies are selected that meet the selection criteria. They are the Westergasfabriek and 

Oostergasfabriek (now known as Oostpoort) in Amsterdam. They were both former gas plants which caused 

both sites to be contaminated by various toxic substances that were released during the production of gas and 

gotten into the soil. Despite the contamination, they both had an impressive lay-out and were designed by the 

same architect Isaac Gosschalk in a Dutch Neo-Renaissance style. The initiative to redevelop the gas plants and 

give them back to society started around the same time, in the early 90’s. They both used place branding in 

their own way which proved to be successful for the Westergasfabriek but less successful for Oostergasfabriek. 

 

Interviews 

For each case study one project manager or project director that was involved during most of or the entire 

redevelopment process has been interviewed face to face (appendix I). They were asked to complete the 

model regarding the brownfield in its initiative phase or first sub phase of the plan development phase 

(appendix VI and VII). Hereafter, the outcome of the model is compared to the actual use of place branding to 

examine the applicability of the model. 

 

 

7.2 Case study #01 | Westergasfabriek        

The first case study is concerned with the analysis of the redevelopment process of the Westergasfabriek and 

the place branding approach used. Some basic information regarding the redevelopment: 

 

Project  

Westergasfabriek (14.5 hectares) in Amsterdam West 

 

Stakeholders 

District council Westerpark (initiator), project developer MAB and local residents 

 

Place Brand identity 

‘‘Cultuurpark Westergasfabriek’’  

Creating culture in the broadest sense of the word by:  

- Creation of a park 

- Renovation of the national monuments 

- Attraction of creative, cultural and commercial businesses  
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Redevelopment time 

1992 - 2013 

 

7.2.1 Redevelopment process of the Westergasfabriek 
 

 

 

 

 

 

 

Identity of the place 

Design 

 

 

Target group 

 

 

 

Cultural heritage 

 

Public actor 

Facilitator 

 

In 1883 the gas plant Westergasfabriek was built in Amsterdam West, strategically sited 

between water, rail and access roads. The gas plant provided Amsterdam of coal gas, 

mainly used for lighting streets and buildings. The lay-out received special attention, as to 

the placing of the buildings in relation to each other in which symmetry played an 

important role. The buildings were designed by the architect Isaac Gosschalk in a Dutch 

Neo-Renaissance style in which he combined the functional character of a building with rich 

aesthetic elements. 

After the production of gas ceased in 1967 due to natural gas from Slochteren, the site was 

mainly used by the Gas and Electricity Authority (Gemeente Energiebedrijf (GEB) in Dutch) 

for maintenance and storage. However, since the site was contaminated and local residents 

were pleading for a green destination in the end of the 70’s, the site was appointed a green 

and recreational function. At the end of the 80’s, thirteen buildings were appointed 

national monuments and in 1990 the redevelopment plan of the Westergasfabriek was 

controlled by district council Westerpark. Evert Verhagen, sector head of council works, 

was in charge of the project and established the Westergasfabriek project team in 1992. 

The lines of communication were kept short and clear and sufficient information was 

provided at all times between the various stakeholders. 
 

 

 

 

Vision 

There were various factors that played a crucial role in the redevelopment of the 

Westergasfabriek. At the end of 1991 the district council issued a call for ideas for the 

Westergasfabriek that lead to over 300 submissions. It was the first crucial moment in the 

creative process in order to create the vision of the future of the Westergasfabriek.    
 In 1992, after the Westerpark project team was established, it was decided to temporary 

use the buildings with cultural activities to prevent the buildings from being empty and to 

put the site on a cultural  map. Another purpose regarding temporary use was to create an 

experimental garden to see what would work and what would not. To guide the temporary 

usage Liesbeth Jansen, expert on the field of cultural activities, was appointed as 

Temporary Use project leader. The temporary use was intended to last for one year but 

there was a breakthrough in the process in 1995 when an intended permanent tenant 

withdrew from the project. It was then decided that the temporary use would become 

definitive.  

Verhagen and his project team visited IBA Emscherpark, a very extensive new use project in 

the northern part of the Ruhr region, in 1994 as an inspiration to put the future of the 

Westergasfabriek in a context. He realized that a basic attitude is required in which the 

intended direction must always be kept in view, but without a rigidly fixed goal. The general 

redevelopment process could not take place in a lineair way and flexibility within the sub 

processes was necessary. 

In 1997 five visions of a park were created on the basis of a number of starting points by 

order of the district council. Culture in the broadest sense of the word and cultural activity 

were key concepts. After consulting a committee of experts and the neighborhood 

organization, the design for the park of lanscapearchitect Kathryn Gustafson was chosen. 

Between 1995 and 1999, called the golden age, the Westergasfabriek flourished as a 

cultural park.  
 

Environmental 

issue 

 

Opportunity 

 

Another crucial factor to deal with was the remediation of the site in a responsible and 

affordable fashion. It took several years for the City of Amsterdam and the central 

Environment Ministry to agree on a remediation plan but eventually a function-oriented 

remediation plan was chosen for the Westergasfabriek to make it possible to create a park. 

However, when the remediation began in 2000, it became clear that the soil was even more 

contaminated than estimated. New safety requirements were needed and the remediation 

process not only took much longer but also cost much more. After the remediation process, 

the cultural park could be developed and was opened on 7th September 2003. Even though 

the Westergasfabriek was opened to the public, it was not finished yet. The buildings 

needed to be renovated urgently.  
 MAB was assigned in 1997 to renovate, redevelop and exploit the buildings and district 
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Private actor 

 

 

 

 

 

 

 

 

 

 

Character 

Communication 

Support 

 

Program 

council Westerpark laid down the cultural use of the buildings as well as reasonable rents 

for the cultural activities. They were also assigned with the lay-out and maintenance of the 

park and the progress of the process in its entirety. The financial risks for both parties were 

to be kept to a minimum. At the end of 1999 both parties signed a cooperative agreement, 

the ground rent contract and a new zoning. In 2000 the buildings were handed over and in 

that same year Westergasfabriek BV, a subsidiary of MAB, was set up to manage and 

operate the buildings. The relation between district council Westerpark and MAB were not 

always easy but the fact that the two were bound by a contract ensured that they could not 

withdraw unscathed. So even in difficult times, the project remained upright. 

A communicative project team with an open, creative and flexible character that involves 

the stakeholders and creates support amongst them proved to be essential for the success 

of the redevelopment. Nowadays, the combination of permanent tenants in the form of 

cultural enterprises, temporary rentals for festivals and events, and commercial and 

cultural letting not only provide a sound basis for a healthy operation but also attracts 

visitors by day and evening. 

The success of the redevelopment has been praised throughout the years with several 

(inter)national prizes [Koekebakker, 2003 & Project Westergasfabriek, 2011]. 

 

7.2.2 Place branding approach used 

 When redeveloping the Westergasfabriek it became known that there were more 

uncertainties than certainties. In 1992 it was unknown how to address the contamination 

problem, the national monuments and how the design and program should look like. How 

to approach the uncertainties became much clearer due to a strong process approach and 

the creation of a vision. However, competences to execute the result were not always 

present and experts had to be attracted to the project. 
 To address the contamination problem, Jan Cleij, director of the municipal Environmental 

Department at that time, was involved with the project in which he pleaded for function-

oriented remediation instead of multifunctional remediation. This ensured a more realistic 

ambition and moreover it reduced the costs. 
 

 

 

 

 

 

 

 

 

 

 

 

Target group 

 

Attraction 

To address the national monuments a partner was found in MAB and architectural firm 

Braaksma & Roos which is known for its renovation work. MAB was concerned with 

renovation, redevelopment and exploitation of the buildings. Braaksma & Roos were 

eventually attracted to renovate the national monuments.  

For the design of the park and to create attention for the site Kathryn Gustafson and 

Liesbeth Jansen were attracted to the project respectively. It took little effort to stimulate 

interest and to find the right cultural tenants. The success of the temporary use and the 

withdrawal of an intended permanent tenant ensured that the temporary use, which 

creative energy had such a power of attraction, would become definitive and after opening 

the park, the Westergasfabriek has become one of the city's principal cultural venues. 

There is even a Westergasfabriek Foundation been set up to strengthen the cultural 

identity [Koekebakker, 2003]. 
Publicity What will happen on the site has been communicated extensively by the project team. 

However, what actually does happen on the site proved to be the best communication. 

 Besides the content aspect, the Westergasfabriek is also successfully branded by creating a 

coalition of stakeholders that fit the vision and have an open and flexible character to deal 

with setbacks and uncertainties.  
 

 

 

Place brand identity 

The process approach was strongly used during the redevelopment of the Westergasfabriek 

and was already present within the organization. To deal with the criteria that were not 

present within the organization, a Project-Program approach was used. This approach 

turned out to be a success for creating attraction and a strong identity. Because of this, the 

contaminated gas plant became slowly but surely known as Cultuurpark Westergasfabriek.  

 

7.2.3 Place branding approach according to the model 

The Westergasfabriek, being in the initiative phase, will be analyzed according to the model by completing the 

list of pairwise comparisons of all criteria and questionnaire. The outcome of the model will then be visualized 

in the place branding approach positioning scheme.  
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First, the list of pairwise comparisons is completed to determine the priorities of all criteria by using 

information obtained by desk research and a face to face interview with former project manager of the 

Westergasfabriek (appendix VIII). Appendix VIII also indicates the consistency of the pairwise comparisons. The 

consistence ratios ≥ 1, which are shown in red in appendix VIII, indicate that there is an inconsistency. For the 

Westergasfabriek the inconsistencies are relatively low, with a maximum consistence ratio of 0.204, and are 

only present when four or five criteria need to be compared pairwise. Even though the consistence ratios are 

relatively low, revision of the pairwise comparisons is advised for those criteria with a consistence ratios ≥ 1. It 

should be noted that for the remainder of this master thesis the original determined intensities are used since 

no revision has taken place due to lack of time. However, the inconsistency will be included in the conclusion. 

To compute the priorities, shown in table 7.1, out of the intensities of importance from the list of pairwise 

comparisons decision support software program Expert choice 2000 has been used. An overview of the 

priorities of all criteria can be found in appendix IX. The priorities show that the clusters of criteria involving the 

right actors (0.251), vision (0.227), ambition (0.145) and creating attention (0.134) are the most important. 

 

Second, the questionnaire is completed to determine the VAS scores of all criteria by using information 

obtained by desk research and a face to face interview with former project manager of the Westergasfabriek 

(appendix X).  

The majority of all criteria are largely or even fully present within the stakeholder’s organization in the initiative 

phase. This is mainly due to a creative, competent and inspiring project team of stakeholders led by a 

competent facilitator that can be characterized by an open, flexible and decisive character and communicates 

intensively both internally and externally to create attention and support for the redevelopment. However, 

seven criteria, subcriteria and sub-subcriteria were not or partly present within the project team (table 7.2). 

The project team did not know how to deal appropriately with the contaminated soil, the national monuments 

and even though it had a clear vision of what the design and program should be and how to create attraction 

they did not had the competences to execute the vision yet in the initiative phase. Important to notice is that 

the criterion place brand identity is not applicable for the stakeholder’s organization of the Westergasfabriek. 

Reason not to create a new place brand identity is that they wanted the place to grow organically and see what 

will happen by temporary usage. This way, the people interact more with the place and will create a place 

identity of their own. By word of mouth, the place will be branded by the people instead of forcing a brand on 

INVOLVING THE RIGHT ACTORS 0.2Sl 

VISION 0.227 

AMBITION 0.14S 

CREATING ATTENTION 0.134 

COOPERATION 0.084 

PHYSICAL SPATIAL CONCEPT 0.083 

PLACE BRAND IDENTITY 0.032 

PROFILE OF THE PLACE 0.026 

DOCUMENTATION 0.021 

RANKED PRIORITIES OF THE CRITERIA OF THE WESTERGASFABRIEK [Verhagen, 1996 & 2011 & Koekebakker, 20031 

CRITERIA 

SUBCRITERIA 

SUB-SUBCRITERIA NO YES NOT PRESENT FULLY PRESENT 

ENVIRONMENTAL ISSUES (RESULT) • ~ 
ENVIRONMENTAL ISSUES (EXECUTE) 

~ 
N/A 

CULTURAL HERITAGE (RESULT) • 
CULTURAL HERITAGE (EXECUTE! 

~ 
N/A 

PLACE BRAND IDENTITY (RESULT) • N/A 
URBAN DESIGN (EXECUTE) 

ARCHITECTURAL DESIGN (EXECUTE) 

PROGRAM (EXECUTE) 

ATTRACTION (EXECUTE) 

CRITERIA, SUBCRITERIA AND SUB-SUBCRITERIA WITH A PRESENCE BELOW AVERAGE AND N/ A [Verhagen, 1996 & 2011 & Koekebakker, 2003] 
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to the people.   

The VAS scores, determined by measuring the distance between the right end of the horizontal line and the 

point that is marked, of each criterion corresponding to the basic approaches are shown in appendix XI. 

 

Now that the priorities and the VAS scores of all criteria are known, the average VAS scores of the four basic 

approaches can be computed by the four formulas. Since the criterion place brand identity is not applicable 

within the Westergasfabriek, the number of criteria for the project approach, process approach and positioning 

approach will be 15, 27 and 9 respectively (the maximum of criteria minus one). The absence of the criterion 

has no influence on the number of criteria within the program approach to which the maximum number of 8 

applies. Thus, the formulas used for the Westergasfabriek are as follows: 

 

 

(1) 

 

 

 

(2) 

 

 

 

(3) 

 

 

 

(4) 

 

 

Out of the formulas, the following average VAS scores are computed for the four basic approaches: 

 

VASproject approach   0.759 

VASprocess approach   0.049 

VASprogram approach   1.409 

VASpositioning approach  0.042 

 

These average VAS scores of the four basic approaches are visualized in the place branding approach 

positioning scheme (figure 7.1). The thick blue radar chart represents the VAS scores that are voted for. The 

place branding approach positioning scheme shows three distinctive characteristics of the Westergasfabriek. 

Firstly, the thick blue radar charts indicates that the best suited approach for the Westergasfabriek was the 

project-program approach. This is due to the fact that the criteria that are not sufficiently present within the 

stakeholder’s organization correspond to the project and program approach.  

Secondly, the interval used to visualize the average VAS scores of the four basic approaches is only a fraction of 

1/50 of the maximum interval [0, 100]. This implies that most of the criteria to brand the place successfully are 

already fully present within the stakeholder’s organization of the Westergasfabriek which is evidenced by the 

questionnaire (appendix X). The radar chart is determined mainly by the relatively high priorities of the 

subcriteria Program (0.069) and Attraction (0.057) and their high corresponding VAS scores of 78 and 79 

respectively. Even though the subcriteria environmental issues, cultural heritage and sub-subcriteria urban 

design and architectural design have high VAS scores, their relatively low priorities of 0.004, 0.004, 0.006 and 

0.002 respectively ensure that the criteria contribute only to some extent to the size and shape of the radar 

chart. The relatively low priorities of these criteria compared to that of program and attraction can be 

explained by the fact that these subcriteria are seen as given conditions. Of course they have to be dealt with 

but are not perceived as that of an importance compared to other (sub) criteria.  

Thirdly, the radar chart shows that the criteria corresponding to the process approach and positioning 

approach are already greatly present within the stakeholder’s organization. Therefore, the attention needs to 

be focused strongly to the project-program approach.  

 

 

-
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After it is made clear that the project-program approach is best suited for the Westergasfabriek, it is of 

importance to know which criteria need to be addressed first. The ranking of all criteria depends on their 

average VAS-scores (appendix XII). Table 7.3 shows the ranking of all criteria that need to be addressed to 

brand the brownfield successfully. The criteria that are indicated with priority correspond to the project-

program approach and need to be addressed first. The criteria that are indicated with attention do not have 

high priority but correspond to the redevelopment process in general.     

PROJECT 
APPROACH 

1.5 0.5 

PROGRAM 
APPROACH 

2 

1.5 

.5 

0.5 

1.5 

2 

POSITIONING 
APPROACH 

0.5 

PLACE BRANDING APPROACH POSITIONING SCHEME OF THE WESTERGASFABRIEK 

CRITERIA 

SUBCRITERIA 

PROCESS 

1.5 2 
APPROACH 

SUB-SUBCRITERIA AVERAGE VAS SCORE 

1 I PROGRAM (EXECUTE) 5.382 
2 I ATTRACTION (EXECUTE) 4.503 
3 I URBAN DESIGN (EXECUTE) 0.498 

~ 
4 I OPPORTUNITIES (EXECUTE) 0.399 

a: 5 I ENVIRONMENTAL (RESULT) 0.384 
0 

6 I CULTURAL HERITAGE (EXECUTE) 0.332 a: 
c.. 

7 I ARCHITECTURAL DESIGN (EXECUTE) 0.176 
8 I DOCUMENTATION 0.063 
9 I PLACE'S SWOT 0.020 

10 I PLACE'S DRIVERS 0.008 

1 OPPORTUNITIES 0.228 
2 INTERNAL SUPPORT 0.220 
3 RELEVANT PUBLIC AND PRIVATE ACTORS 0.150 
4 INVOLVEMENT TARGET GROUP 0.072 
5 OPEN CHARACTER 0.072 

z 6 EXTERNAL SUPPORT 0.056 
0 

7 INVOLVEMENT PUBLIC AND PRIVATE ACTORS .: 0.040 
z 

8 DECISIVE CHARACTER w 0.027 

~ 9 FLEXIBLE CHARACTER 0.020 
10 INTERNAL COMMUNICATION 0.015 
11 EXTERNAL COMMUNICATION 0.015 
12 SELF-REFLECTION 0.012 
13 CULTURAL HERITAGE (RESULT) 0.012 
14 ARCHITECTURAL DESIGN (RESULT) 0.008 

RANKING OF THE CRITERIA, SUBCRITERIA AND SUB-SUBCRITERIA THAT NEED TO BE ADDRESSED REGARDING THE WESTERGASFABRIEK 
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Table 7.3 indicates that especially program and attraction have high priority as evidenced by their relatively 

high average VAS score of 5.382 and 4.503 respectively. The other criteria have a low average VAS score which 

indicates that they are already largely present within the stakeholders’ organization, have a low priority or 

both. But even though their average VAS score of these criteria is low, they need to be addressed to achieve a 

solid place brand identity and to ensure progress within the redevelopment process. 

 

 

7.3 Case study #02 | Oostergasfabriek (Oostpoort)     

The second case study is concerned with the analysis of the redevelopment process of the Oostergasfabriek 

and the place branding approach used. Some basic information regarding the redevelopment: 

 

Project  

Oostergasfabriek (now known as Oostpoort), (9 hectares) in Amsterdam Oost 

 

Stakeholders 

District council Amsterdam Oost (initiator), consortium Polderweggebied and local residents 

 

Place Brand identity 

‘‘Beleef Oostpoort’’ 

Creating a high quality urban area with a mix of functions in a characteristic atmosphere in which liveliness, 

experience and discovery come first. 

 

Redevelopment time 

1990 - 2017 

 

7.3.1 Redevelopment process of the Oostergasfabriek (Oostpoort)  
 

 

 

 

Identity of the place 

The Oostergasfabriek was built in Amsterdam Oost, strategically sited between water, rail 

and access roads, at the same time as the Westergasfabriek to provide Amsterdam of coal 

gas for lighting streets and buildings from 1885. Just like the Westergasfabriek the buildings 

were designed in Dutch Neo-Renaissance style by Amsterdam architect Isaac Gosschalk.  
 Since Amsterdam switched from gas to electricity in 1917, the gas production at the 

Oostergasfabriek decreased strongly and even ceased in 1922, many years before the 

Westergasfabriek. After closure of the gas plant, some buildings were demolished and 

other were assigned different usage. The site, covering 9 hectares became a business park 

with a few leisure facilities and residential buildings and served as a tram shed and storage 

place for the municipality.  
 

Public and private 

actors 

 

 

 

 

 

 

Target group 

Around 1990, district council Amsterdam Oost/Watergraafsmeer determined that they 

want to redevelop the site together with private actors. In 1997 district council Amsterdam 

Oost/Watergraafsmeer cooperated with housing associations Ymere and Het Oosten and 

project developer Bouwfonds which formed the OntwikkelingsCombinatie Polderweggebied 

(OCP) in 2001. Together they started a process in which they mapped the opportunities of 

redeveloping the Oostergasfabriek. It became clear in a very early stage that the site would 

become a new city centre for the local residents and the retail sector in Amsterdam Oost. 

Environmental 

issue 

 

 

Opportunity 

Before redeveloping, the soil of the site needed to be remediated since it was strongly 

polluted by large quantities of naphthalene and benzene. After two remediation researches 

have been executed and several scenarios with regards to the way of remediation passed, 

an innovative remediation plan was created in 1998 that linked the remediation to the 

construction program. This way, the construction program could co-finance the 

remediation. According to the first planning, the remediation process would be completed 

in the fall of 2006 but due to numerous factors within the process the remediation plan 

proved to be more complex which led to a difficult start, a delay in the phasing of the 

remediation and increase in costs. The remediation plan had to be adjusted strongly to 

keep the process on track by removing the uncertainties with regards to feasibility and 

time. Not only was the plan adjusted, it was also made public that more soil needed to be 

remediated. The remediation was eventually completed in 2008. 
 With regards to the redevelopment plan the district council erected a process, called 
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Ambition 

Polderateliers, in 1996 in which every involved actor could participate and co-create to 

create a program in brief. However, too many actors were involved and the meetings went 

very disorderly. The redevelopment plan lacked a clear and supported ambition and hence 

lacked a clear vision. The polderateliers and the urban design that was created in 2000 by 

BGSV, an urban planning office in Rotterdam, as a result of the polderateliers were 

questioned by the private developers with regards to its usefulness and feasibility 

respectively [de Vries, 2009]. 
 

 

Program 

Design 

 

 

Cultural heritage 

It was therefore and because of the changing real estate market that the private developers 

attracted architectural bureau Soeters van Eldonk in 2002 who intensified the program and 

put the functions in the right place in 2004. Because of the decisive action of the OCP, both 

the internal and external support was present regarding the urban design and the 

redevelopment process got back on track. The appointed municipal monuments, a sensitive 

matter in the redevelopment, were used as drivers for the design and the name was 

changed to Oostpoort to communicate the change from a former brownfield to a vibrant 

place with mixed functions [Projectbureau Oostpoort, 2011].  
Facilitator 

 

 

In 2005, several successive project managers of district council Oost/Watergraafsmeer 

were concerned with the task to create insight in the financial matter since it had no clear 

vision of the financial status of the redevelopment. This led to adjustments in both the 

remediation plan and urban design to compensate the shortfalls of the land exploitation as 

much as possible.  
 

Support 

Character 

Communication 

Program 

Despite all the factors that delayed the process, a strong urban design has been created 

that meets the need of an attractive city centre and is supported by the stakeholders. 

Perseverance, a decisive character, clear communication and involvement of the (end) 

users proved to be essential for the progress of the redevelopment [de Vries, 2009]. 
 The redevelopment of the west and centre of Oostpoort will be completed in 2013. The 

east of Oostpoort is planned to be completed in 2017 [Langeslag, 2011]. 

 

7.3.2 Place branding approach used 
 

 

 

 

 

 

 

 

 

Attraction 

The first place branding approach took place by architectural bureau Soeters van Eldonk in 

the urban design of 2004. It was clear for Sjoerd Soeters, architect and supervisor of the 

design, that the genius loci had to be incorporated by retaining the own and unique 

characteristics of the place and giving them a prominent place in the design. The creation of 

a vibrant city centre with a broad mixture of facilities refers to the many uses in the history 

of the place.  

Throughout the redevelopment, little was done to create attraction. Only the neighboring 

residents were invited to attend several activities held by district council 

Oost/Watergraafsmeer and OCP to attract them to the redevelopment site and inform 

them about the progress. In short, the first place branding approach can be characterized 

as a project-program approach since it focused mainly on the elaboration of a 

predetermined result by creating an attractive program and design. 
 

 

 

 

 

 

Place brand identity 

 

 

 

Publicity 

After the creation of a new urban design in 2004 and the start of remediation in 2005, the 

project-program approach was replaced by a process-positioning approach. Berenschot, an 

organizational consultancy bureau with a branding department, was attracted to the 

project in order to create a new identity for the place because of its new character. A basic 

concept was created with core values such as experiential, lively, challenging and 

attractively. Doede Jaarsma, a communications advisor, succeeded Berenschot to position 

the place brand Beleef Oostpoort (Dutch for Experience Oostpoort) on a broader level to 

generate attraction. The place brand communicates that Oostpoort is a vibrant city centre 

that has a lot to offer for various target groups. Several other place 

branding/communication bureaus are attracted to the project to communicate specific 

elements of the redevelopment such as residential buildings and retail to the desired target 

groups. To communicate unambiguously, a corporate identity has been created which is 

monitored by a marketing and communication team erected by district council 

Oost/Watergraafsmeer en OCP. 
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7.3.3 Place branding approach according to the model 

The Polderweggbied, being in the early stages of the plan development phase, will be analyzed according to the 

model by completing the list of pairwise comparisons of all criteria and questionnaire. The outcome of the 

model will then be visualized in the place branding approach positioning scheme. 

 

First, the list of pairwise comparisons is completed to determine the priorities of all criteria by using 

information obtained by desk research and a face to face interview with project director at OCP (appendix VIII). 

Appendix VIII also indicates the consistency of the pairwise comparisons. The consistence ratios ≥ 1, which are 

shown in red in appendix VIII, indicate that there is an inconsistency. For the Oostergasfabriek the 

inconsistencies are relatively low, with a maximum consistence ratio of 0.184, and are twice present when four 

criteria are compared pairwise and even twice when three criteria are compared pairwise. Even though the 

consistence ratios are relatively low, revision of the pairwise comparisons is advised for those criteria with a 

consistence ratios ≥ 1. It should be noted that for the remainder of this master thesis the original determined 

intensities are used since no revision has taken place due to lack of time. However, the inconsistency will be 

included in the conclusion. To compute the priorities, shown in table 7.4, out of the intensities of importance 

from the list of pairwise comparisons decision support software program Expert choice 2000 has been used. An 

overview of the priorities of all criteria can be found in appendix IX. The priorities show that the clusters of 

criteria cooperation (0.197), place brand identity (0.183), physical spatial concept (0.183), involving the right 

actors (0.144) and ambition (0.112) are the most important. 

 

Second, the questionnaire is completed to determine the VAS scores of all criteria by using information 

obtained by desk research and a face to face interview with project director at OCP (appendix XIII).  

More than half of all criteria are largely or even fully present within the stakeholder’s organization in the early 

stages of the plan development phase. The subcriteria public and private actors, target group and 

communication are present sufficiently as well as how to address the municipal issues, cultural heritage and the 

analysis of the place. However, a little less than half of the criteria still need attention from external (place 

branding) experts (table 7.5). Especially the criteria ambition and vision and the subcriteria facilitator, character 

and support are not sufficiently present within the stakeholder’s organization which is mainly due to the 

unsuccessful Polderateliers. Moreover, seven criteria, subcriteria or subsubcriteria cannot be addressed 

properly due to lack of a clear and elaborated result in how to execute them which can be explained by the 

result of the Polderateliers as well. Important to notice is that the stakeholder’s organization wanted to create 

a place brand identity but did not know what the result should be. They choose to wait for the creation of a 

place brand identity after the site would be remediated and the redevelopment of the buildings could begin.  

 

The VAS scores of each criterion corresponding to the basic approaches are shown in appendix XI. 

 

 

 

 

 

 

 

COOPERATION 0.197 

PLACE BRAND IDENTITY 0.183 

PHYSICAL SPATIAL CONCEPT 0.183 

INVOLVING THE RIGHT ACTORS 0.144 

AMBITION 0.112 

CREATING ATTENTION 0.063 

VISION 0.0S4 

DOCUMENTATION 0.048 

PROFILE OF THE PLACE 0.018 

PRIORITIES OF THE CRITERIA OF THE OOSTERGASFABRIEK ILangeslag, 2011] 
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Now that the priorities and the VAS scores of all criteria are known, the average VAS scores of the four basic 

approaches can be computed by the four formulas. Since all criteria are present, the number of criteria for the 

project approach, process approach, program approach and positioning approach will be 16, 28, 8 and 10 

respectively (the maximum of criteria). Thus, the formulas used for the Oostergasfabriek are as follows: 

 

 

(1) 

 

 

 

(2) 

 

 

 

(3) 

 

 

 

(4) 

 

  

 

Out of the formulas, the following average VAS scores are computed for the four basic approaches: 

 

VASproject approach   0.225 

VASprocess approach   1.469 

VASprogram approach   0.701 

VASpositioning approach  2.585 

 

These average VAS scores of the four basic approaches are visualized in the place branding approach 

positioning scheme (figure 7.2).  The thick blue radar chart represents the VAS scores that are voted for. The 

place branding approach positioning scheme shows three distinctive characteristics of the Oostergasfabriek.  

CRITERIA 

SUBCRITERIA 

SUB-SUBCRITERIA 

FACILITATOR 

AMBITION 

OPEN/TRANSPARAENT CHARACTER 

SUSTAINABLE CHARACTER 

FLEXIBLE CHARACTER 

DECISIVE CHARACTER 

DOCUMENTATION 

INTERNAL SUPPORT 

VISION 

ENVIRONMENTAL ISSUES (RESULT) 

ENVIRONMENTAL ISSUES (EXECUTE) 

PLACE BRAND IDENTITY (RESULT) 

PLACE BRAND IDENTITY (EXECUTE) 

MASTER PLAN (EXECUTE) 

URBAN DESIGN APPRO(EXECUTE)ACH 

ARCHITECTURAL DESIGN (EXECUTE) 

PROGRAM (EXECUTE) 

OPPORTUNITIES (EXECUTE) 

ATTRACTION (RESULT) 

ATTRACTION (EXECUTE) 

PUBLICITY (EXECUTE) 

NO YES NOT PRESENT FULLY PRESENT 

D ~ 

~ 
N/A 

D 
N/A 

N/A 
N/A 
N/A 

N/A 
N/A 

CRITERIA, SUBCRITERIA AND SUB-SUBCRITERIA WITH A PRESENCE AROUND AND BELOW AVERAGE AND N/ A [de Vries, 2009 and Langeslag, 2011) 
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Firstly, the thick blue line indicates that the best suited approach for the Oostergasfabriek was the process-

positioning approach. This is due to the fact that the criteria that are not sufficiently present within the 

stakeholder’s organization belong to the process and positioning approach. These criteria, subcriteria and sub-

subcriteria are facilitator, sustainable character, decisive character, internal support, vision, environmental 

issues and place brand Identity.  

Secondly, the interval used to visualize the average VAS scores of the four basic approaches is a fraction of 1/33 

of the maximum interval [0, 100]. This implies that most of the criteria to brand the place successfully are 

largely or fully present within the stakeholder’s organization of the Oostergasfabriek which is evidenced by the 

questionnaire (appendix XIII). The radar chart is determined mainly by the relatively high priorities of the 

criteria place brand identity (0.183), ambition (0.112) and vision (0.054) and their high corresponding VAS 

scores of 97, 55 and 84 respectively. Even though the subcriteria facilitator and environmental issues and sub-

subcriteria sustainable character, decisive character and internal support have high VAS scores, their relatively 

low priorities of 0.029, 0.007, 0.002, 0.004 and 0.025 respectively ensure that the criteria contribute only to 

some extent to the size and shape of the radar chart. The relatively low priorities of these subcriteria and sub-

subcriteria compared to those of place brand identity and ambition can be explained by the fact that the 

stakeholders’ organization of the Oostergasfabriek is more focused on the creation of a new urban area and 

the translation of their ambition to an actual design and program than on the criteria that are required to do so 

properly.  

Thirdly, the radar chart shows that the criteria corresponding to the project approach are already greatly 

present within the stakeholder’s organization. The criteria corresponding to the program approach are also 

largely present within the stakeholder’s organization but still need some attention.  

In conclusion, the process-positioning approach needs to be addressed first and foremost but the program 

approach will need attention as well.  

 

Now that it is made clear that the process-positioning approach is best suited for the Oostergasfabriek, it is of 

importance to know which criteria need to be addressed first. The ranking of all criteria depends on their 

average VAS-scores (appendix XIV). Table 7.6 shows the ranking of all criteria that need to be addressed to 

brand the brownfield successfully. The criteria that are indicated with priority correspond to the project-

program approach and need to be addressed first. The criteria that are indicated with attention do not have 

high priority but correspond to the redevelopment process in general.     

Table 7.6 indicates that especially place brand identity, ambition and vision have high priority as evidenced by 

their relatively high average VAS score of 17.751, 6.160 and 4.536 respectively. The criteria facilitator, program, 

internal support and attraction have a relatively high average VAS score and therefore relatively high priorities.  

PROJECT 
APPROACH 2.25 1.5 0.75 

PROGRAM 
APPROACH 

3 

2.25 

1.5 

3 

POSITIONING 
APPROACH 

PLACE BRANDING APPROACH POSITIONING SCHEME OF THE OOSTERGASFABRIEK 

2.25 

PROCESS 
APPROACH 
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The other criteria have a low average VAS score which indicates that they are already largely present within the 

stakeholders’ organization, have a low priority or both. But even though the average VAS score of these criteria 

is low, they need to be addressed to achieve a solid place brand identity and to ensure progress within the 

redevelopment process. With regards to the criteria that are indicated with attention it should be noted that 

documentation (average VAS score of 2.256) needs the most attention with regards to the progress of the 

redevelopment process. 

 

 

 

7.4 Improvements of the model 

After analyzing both case studies regarding the applicability of the model two improvements, concerning the 

consistence ratio and the ranking of the criteria, are apparent to optimize the model.  

Firstly, both case studies show that for half of the pairwise comparisons the stakeholders are not able to 

express consistent preference which entails that the model need to be revised over and over again until the 

consistence ratio of all pairwise comparisons stay within the consistency threshold of CR ≤ 0.1. This is evident 

not only when comparing a large number of criteria pairwise but even when only three or four criteria are 

compared pairwise. To address the occurring inconsistency an improvement needs to be implemented that 

ensures that the pairwise comparisons of the criteria do not have to be revised by the stakeholders and that 

the consistency ratio will never exceed the consistency threshold of CR ≤ 0.1. A solution could be to digitalize 

the list of pairwise comparisons and to narrow down the options for intensities for particular pairwise 

comparisons in order to maintain consistency and to avoid revision. When for example criterion x is perceived 

equally important compared to criterion y with an intensity of 1, and criterion z is perceived extreme important 

compared to criterion x with an intensity of 9 than criterion z should also be extreme important compared to 

criterion y. The options for intensities regarding the pairwise comparison of criterion z and criterion y should 

CRITERIA 

SUBCRITERIA 

SUB-SUBCRITERIA AVERAGE VAS SCORE 

1 I PLACE BRAND IDENTITY (RESULT) 17.751 

2 I AMBITION 6.160 

3 I VISION 4.536 

4 I FACILITATOR 2.726 

5 I PROGRAM (RESULT) 2.329 

6 I INTERNAL SUPPORT 1.950 

7 I ATTRACTION (RESULT) 1.369 

8 I ENVIRONMENTAL ISSUES (RESULT) 0.602 

9 I RELEVANTTARGET GROUP 0.585 

10 URBAN DESIGN (RESULT) 0.540 
~ 11 EXTERNAL SUPPORT 0.425 a: 
0 12 FLEXIBLE CHARACTER 0.336 a: 
'1. 13 ARCHITECTURAL DESIGN (RESULT) 0.286 

14 DECISIVE CHARACTER 0.272 

15 SELF-REFLECTION 0.264 

16 PUBLICITY (RESULT) 0.234 

17 INTERNAL COMMUNICATION 0.150 

18 EXTERNAL COMMUNICATION 0.150 

19 SUSTAINABLE CHARACTER 0.140 

20 RELEVANT PUBLIC AND PRIVATE ACTORS 0.098 

21 OPEN CHARACTER 0.096 

22 INVOLVEMENT PUBLIC AND PRIVATE ACTORS 0.066 

23 INVOLVEMENT TARGET GROUP 0.066 

1 I DOCUMENTATION 2.256 
z 2 I OPPORTUNITIES (EXECUTE) 0.810 0 
i= z 3 I MASTER PLAN (EXECUTE) 0.468 
UJ 4 I PLACE'S SWOT 0.044 s 5 I CULTURAL HERITAGE (EXECUTE) 0.010 

6 I PLACE'S DRIVERS 0.004 

RANKING OF THE CRITERIA, SUBCRITERIA AND SUB-SUBCRITERIA THAT NEED TO BE ADDRESSED REGARDING THE OOSTERGASFABRIEK 
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then be narrowed down to 7 and 9 for example. This way the stakeholders will become more aware of their 

preference and the pairwise comparisons will automatically be consistent enough. 

Secondly, after the best suited place branding approach is known a ranking list of criteria that need to be 

addressed is shown. The ranking list of criteria is divided into a list of criteria, corresponding to the best suited 

place branding approach, that have priority and a list of criteria, corresponding to the redevelopment process 

in general, that need attention. However, both case studies indicate that, according to the average VAS scores, 

the top criteria of the list of criteria that need attention can be more important than the bottom criteria of the 

list of criteria that have priority. Therefore, the top criteria of the list of criteria that need attention should be 

more apparent and even gain priority. A solution could be to create an overall priority list that combines both 

the list of criteria that have priority and the list of criteria that need attention and to show for example the top 

10 of criteria, according to the average VAS scores, that need to be addressed first.    

   

 

7.5 Conclusion (applicability of the model)      

The case studies Westergasfabriek and Oostergasfabriek being in their initiative phase or early stages of the 

plan development phase regarding their use of place branding have been analyzed to examine the applicability 

of the model. Both case studies are former gas plants in Amsterdam with equal contamination problems and of 

which the initiative to redevelop started around the same time. Main difference was their use of place 

branding within the redevelopment process.  

Both case studies indicate that the model can be applied in practice since it called for the same place branding 

approach as used in the successfully branded Westergasfabriek and a better place branding approach than the 

one used for the less successful branded Oostergasfabriek. Both case studies also prove that the model needs 

to be incorporated in the pre-initiative or initiative phase of the redevelopment process, preferably in the pre-

initiative phase, to generate attention and to deal with uncertainties that need to be addressed before 

execution of the redevelopment plans. 

However before applying the model in practice, two improvements should be applied to optimize the model. 

First improvement addresses the inconsistency of the lists of pairwise comparisons of the criteria by digitalizing 

the lists and to narrow down the options for intensities for particular pairwise comparisons in order to maintain 

consistency and to avoid revision. 

Second improvement addresses the created ranked list of criteria after the best suited place branding approach 

is known. Since the top criteria of the list of criteria that need attention can be of more importance than the 

bottom criteria of the list of criteria that have priority an overall priority list should be created to involve all 

criteria that need to be addressed first.  
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 Westergasfabriek, Amsterdam 

 

 

 

 

 

 

CHAPTER 8 | Conclusion and 

Recommendations 
 

 

 

 

 

 

The genius loci can only be branded properly when the stakeholders’ competences regarding 

a (brownfield) redevelopment project are analyzed thoroughly. 
 Nick Opbroek, author 
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8 Conclusion and Recommendations 
This chapter will elaborate the conclusion of this master thesis and recommendations, resulting from desk 

research and interviews of this research, for further research.  

 

 

8.1 Conclusion          

Redeveloping has become more and more important opposed to new development due to the transition in the 

real estate market from a supply to a demand market, from a quantitative to a qualitative approach and the 

increasing role of the (end) user and temporary usage. The Ministry of Infrastructure and Environment 

recognized the change and created the ladder of sustainable urbanization to motivate redevelopment of 

restructuring or transformation locations.   

To redevelop successfully, the (end) user needs to be involved and together with the municipality and 

developer they are the three main stakeholders. The stakeholders need to adopt a bottom up strategy that is 

characterized by an open and organic plan process in order to cooperate and redevelop successfully. Besides 

the importance of involving the (end) user, the site needs to be temporarily used to generate attention and 

income. For using the bottom up strategy and implementation of temporary usage the pre-initiative, initiative 

phase and first sub phase of the plan development phase of the redevelopment process are crucial. 

 

The redevelopment of brownfields, defined as any land or premises which has previously been used or 

developed and is not currently fully in use, although it may be partially occupied or utilized. It may also be 

vacant, derelict or contaminated, deserve greater attention. Brownfield sites cover 0.3 per cent of the total 

land area of the Netherlands, which is roughly the size of the city of Utrecht, and are often located in urban 

areas near city centers where they affect neighborhoods economically and environmentally due to their 

derelict and often contaminated status.  

Brownfield sites can be characterized by an A-, B-, and C-category according to their costs and benefits. Since B-

category brownfields are potential redevelopment sites due to their fair amount of risks regarding the 

remediation and redevelopment costs compared to the expected benefits they are the most intriguing and 

complicated brownfield sites to deal with and will therefore be the main focus in this master thesis. 

Even though they are often seen as unwanted areas, they offer possibilities to revitalize neighborhoods and 

improve the image of the city or region. More important, brownfield sites can be characterized by a rich and 

meaningful historical character which is still tangible due to its characteristic buildings that are often appointed 

monuments. The combination of revitalization and strengthening the brownfield’s identity, called genius loci, 

can offer numerous benefits for local residents, the municipality and even a region. However, it is paramount 

that incentives are offered to address the uncertainties, which are divided into financial, technical and social 

aspects, involved with brownfield redevelopment. The uncertainties regarding the social aspect, which deals 

with the stakeholders’ organization of a brownfield redevelopment, the place itself and the place’s community, 

will be focused on predominantly.  

 

In order to address the uncertainties of a brownfield redevelopment both a policy push and an opportunity pull 

need to be present.  

The policy push facilitates brownfield redevelopment to achieve social and financial benefits for the society at 

large. Practice shows that the only real push for redeveloping brownfields results from the ladder of 

sustainable urbanization, which mentions that future developments will be assessed first if they can be 

developed within the existing urban area by using restructuring or transformation locations, and functional 

remediation which links the remediation result to the existing or planned end use. The Dutch government also 

founded an innovation program called Mooi Nederland to improve the spatial quality by connecting to the 

identity of the place and preserving the cultural history. However, these measures are not sufficient and more 

measures need to be present such as increasing the flexibility of the master plan and zoning to let the 

brownfields redevelop more organically and hence successfully. 

The opportunity pull encourages brownfield redevelopment by means of social and financial benefits gained 

after realization and focuses predominantly on the attraction of investors. An important opportunity pull is to 

focus on and enhance the rich and meaningful identity of brownfield sites to generate attraction.  

 

To create a place brand identity that enhances a rich and meaningful identity, place branding will be used. 

Place branding, derived from product branding, is the process in which a brand in the form of a clear, 

distinctive and memorable message that represents the distinctive characteristics of a place, as interpreted by 
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actors to create a focus of identity, as well as the associations that reside in the customer’s heart and mind is 

created. It is important to bond on a deep emotional level with the desired audience to fulfill their needs most 

closely and to gain the highest financial and social benefits. In order to do this a place brand identity needs to 

be created that communicates an experience and promise and comprises the place’s culture, drivers, image, an 

allocated personality, ambition, vision and conditions surrounding the redevelopment.  

After a place brand identity is created it needs to be tested by the stakeholders to generate support and 

commitment. Thereafter, a vision and communication strategy is created in the brand strategy which needs to 

be implemented by the stakeholders and into the program in brief. After the place brand identity is executed, it 

needs to be monitored and managed to ensure progress.    

With regards to brownfield redevelopment, place branding needs to be incorporated in the redevelopment 

process from the pre-initiative phase on to work efficiently and to shorten the duration of the project. The pre-

initiative phase, initiative phase and first sub phase of the plan development phase are of most importance 

since the incorporation of place branding in these phases deals with deploying the right incubators and the 

creation and implementation of a strong place brand identity.  

It should be noticed that place branding not only focuses on the creation of a place brand identity but also 

influences other criteria that are of importance to redevelop a brownfield successfully. There are however 

various place branding approaches in use and each brownfield redevelopment is characterized differently. A 

place branding positioning scheme has therefore been created out of the various place branding approaches 

used in practice and distinguishes a project, process, program and positioning approach.   

 

To redevelop a brownfield project successfully, it is important to understand that every project, even though 

unique, consists of the main elements organization and mission which influence each other and are derived 

from the elements actors and place (site and its environment) respectively.  

To address a unique project, project and process management are mainly used. The main differences between 

the two types of management is that project management is a top-down approach which is more content 

based and operates in a closed environment opposed to process management which is a bottom up approach 

in a dynamic environment and is more organization and cooperation based.  

With regards to the redevelopment process, process management will be more present in the first half of the 

redevelopment process and project management more in the second half of the redevelopment process. 

 

To indicate which place branding approach is best suited to deal with the criteria, within the redevelopment 

process of a unique and specific brownfield project, that are required to brand a brownfield successfully a 

model is developed. The model comprises three parts that combined together achieve the best suited place 

branding approach.  

First part consists of a list of pairwise comparisons of all criteria to determine their importance. By indicating to 

which intensity one of the two criteria is preferred above the other, absolute numbers between zero and one 

which indicate the degree of importance, called priorities, can be computed.  

Second part of the model consists of a questionnaire to indicate the presence of all criteria in the stakeholders’’ 

organization and to provide basic information regarding the redevelopment process of the brownfield project 

necessary to know before engaging in a place branding process. The stakeholders are asked to indicate in which 

degree the criteria are present by marking a horizontal line which will indicate a score, called the VAS score, on 

the interval [0, 100].  

Third part of the model will compute four average VAS scores which will be indicated on the four axes of the 

place branding approach positioning scheme. By connecting these average VAS the best suited place branding 

approach will be visualized and a ranked list of criteria will appear to indicate which criteria need to be 

addressed first. 

The model is developed for stakeholders who are involved in a brownfield redevelopment and have decided 

that they want to create a brand identity for the place. However, it is also a supportive and monitoring tool for 

the approach taken within the redevelopment process and can be used for every (re)development project since 

the model also raises awareness of the necessary criteria regarding a sustainable cooperation and design. The 

model should be implemented in the pre-initiative phase and needs to be (re)used at the end of each phase of 

the redevelopment process and when changes occur in the stakeholders’ organization or in the externally 

imposed conditions.  

 

Former gas plants Westergasfabriek and Oostergasfabriek have been analyzed to examine the applicability of 

the model. The model called for the same place branding approach used within the successfully redeveloped 

Westergasfabriek and for a better place branding approach than what was used within the less successful 
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branded Oostergasfabriek. Both case studies therefore show that the model is applicable in practice and that it 

needs to be implemented already in the pre-initiative phase to generate attention and to deal with 

uncertainties that need to be addressed before execution of the redevelopment plans. However before 

applying the model in practice, the inconsistency of the lists of pairwise comparisons of the criteria should be 

addressed. This can be done by digitalizing the lists and to narrow down the options for intensities for 

particular pairwise comparisons in order to maintain consistency and to avoid revision. Another improvement 

to be addressed is the created ranked list of criteria after the best suited place branding approach is known. 

Since the top criteria of the list of criteria that need attention can be of more importance than the bottom 

criteria of the list of criteria that have priority an overall priority list should be created to involve all criteria that 

need to be addressed first.  

     

 

8.2 Recommendation for further research 

From this research, there are several recommendations for further research that help motivate brownfield 

redevelopment in practice:  

 

Adjusting the model 

As mentioned in subparagraph 7.4, the inconsistency of the lists of pairwise comparisons of the criteria and he 

created ranked list of criteria after the best suited place branding approach is known should be addressed. To 

improve the inconsistency of the lists of pairwise comparisons of the criteria, the lists could be digitalized and 

the options for intensities for particular pairwise comparisons could be narrowed down in order to maintain 

consistency and to avoid revision. To addresses the created ranked list of criteria after the best suited place 

branding approach is known, an overall priority list could be created to involve all criteria that need to be 

addressed first. The stated solutions and other possibilities need to be analyzed in more detail to optimize the 

model the best way possible. 

        

Applicability of the model 

The model has been validated by fourteen experts in the field of place branding, redevelopment and project- 

and process management and the applicability has been examined by interviewing one project manager or 

project director that was involved during most of or the entire redevelopment process for each case study. 

Especially with regards to the applicability of the model, more experts involved in the redevelopment process 

of the case studies should be interviewed and more case studies should be analyzed to examine the 

applicability more closely.    

 

Elaboration of policy pushes 

For stakeholders of a brownfield redevelopment project it is very important that policies facilitate the 

redevelopment to address (most of) the uncertainties involved. The government has created the ladder of 

sustainable urbanization and has implemented functional remediation. They have also founded an innovation 

program to improve the spatial quality. However, these measures are not sufficient and more measures need 

to be present such as increasing the flexibility of the master plan and zoning. Which measures need to be taken 

by the government or municipalities and their impact on brownfield redevelopment should be examined more 

closely. 

 

Elaboration of opportunity pulls 

Besides using place branding as an opportunity pull to stimulate brownfield redevelopment, there will be other 

processes, measures and structures that will do so. Especially the financial uncertainty within brownfield 

redevelopment can be examined more closely since this uncertainty is perceived as one of the biggest fetter. 

New alternatives in cooperation regarding risk and finance sharing between stakeholders of a brownfield 

redevelopment project in combination with (local) utility companies and new ways of attracting investors are 

examples that can be examined more closely.    

 

Incorporation of new policies and/or opportunities into the model 

The model created focuses on the use of place branding within the redevelopment process and its criteria 

involved. However, when new policy pushes or opportunity pulls are known the model can be elaborated with 

new criteria and existing criteria may not be relevant or need to be adjusted. Like the criteria, alternatives can 

also be added, deleted, or adjusted. 
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INTERVIEWS 
 

Introductory interviews   

Bram Brouwer Consultant Process Management/Urban 

Development at Berenschot 

June, 2011 

Mark Pen Senior Advisor at Berenschot June, 2011 

Geer Schakel Partner & Consultant at LAgroup  August, 2011 

Erik Grootscholte  Management consultant at LAgroup August, 2011 

   

Interviews regarding the design and validity of the model 

Frank Bosboom  Owner at Holland Branding Group  September, 2011 

Evert van der Hoek Owner at Concire September, 2011 

Bram Brouwer Consultant Process Management/Urban 

Development at Berenschot 

September, 2011 

Mark Pen Senior Advisor at Berenschot September, 2011 

Steven Grevink Head of Regional Directors Department at DHV September, 2011 

Matthijs Nijboer Manager business unit Purple Blue at Tauw September, 2011 

Jemma Land Conceptdeveloper at Red Concepts September, 2011 

Rob van Kalmthout Director at Proper-Stok September, 2011 

Berci Florian Owner at Cooper Feldman September, 2011 

Harald Wouters Consultant at Placebrands September, 2011 

Jeptha Dullaart Owner at New Urbanity September, 2011 

Arjan Kuilman Partner at TCN October, 2011 

Lida van Tilburg Owner at  

Beaumont Communication & Management 

November, 2011 

Robèrt Dackus Head of Research & Concepts Department at  

3W New Development 

November, 2011 

   

Case study interviews 

Evert Verhagen Former project manager at Westergasfabriek 

Owner at REUSE BV 

November, 2011 

Fred Langeslag Project director at OCP VOF December, 2011 

 Owner at Langeslag Vastgoed BV   

     

 

 

EVENTS 
 

Masterclass Vastgoed 3.0     Van Nelle ontwerpfabriek, Rotterdam February, 2011 

VIA event: How to plan the self made city  Klokgebouw Strijp-S, Eindhoven   February, 2011 

Communique event: Symposium Place Branding  Universiteit van Twente   May, 2011 
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APPENDIX II 
INTERVIEW QUESTION DESIGN 
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Introduction 

Explain the goal of the master thesis 

 

General 

- What is the background of the interviewee (education/experience)? 

- When was the (place branding) bureau founded? 

- Which goals does the (place branding) bureau pursue? 

- What is the vision of the (place branding) bureau? 

 

Place branding method 

- What does the place branding method look like step by step? 

- What is the goal of the place branding method? 

- Which criteria are of importance to achieve the goal of the method? 

- What is the role of the place branding bureau within the place branding method? 

- Which actors are involved in the place branding method and how? 

- How are the (end-)users involved? 

o To which aspects do they contribute most? 

- What components make up the place’s identity? 

- What is the difference between place branding and concept development?  

- What is the difference between branding and marketing? 

- Does the bureau uses incubators of unique selling points within its method? 

o If so, what is the role of cultural heritage? 

 

Show Place Branding Approach for validation 

 

Project and process management 

- What are the main differences between project and process management? 

- Is there a link between project and process management? 

o If Yes; what is it? 

- What part does the bureau play within a project or process management approach? 

- Which actors are involved? 

o How are the actors involved? 

- Are (end-)users involved? 

o If Yes; how? 

o To which aspects do they contribute most? 

- What is the difference between place branding and project/process management? 

- Which criteria are of importance within project and process management? 

 

Show list of criteria for validation 

 

Redevelopment 

- Does the (place branding) bureau acknowledges the pre-initiative phase? 

- Does the (place branding) bureau get involved in this phase? 

o If No; which phase? 

- With what kind of questions or assignments does the (place branding) bureau get approached? 

o Does the (place branding) bureau get approached mainly for guidance of the process or 

change of image? 

- What is of importance to know of a brownfield redevelopment project before engaging in  a (place 

branding) process? 

 

Show Quickscan for validation 

 

- What do actors, in general, think of using place branding? 

- How is the translation of core values guaranteed in the design? 

- How is communicated both internally and exterrnally? 

- How does the bureau deal with the remediation/financial aspects of a project?  

- What is the inlfuence of politics with regards to using the place’s identity when redeveloping? 
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APPENDIX III 
FUNDAMENTAL SCALE FOR PAIRWISE COMPARISONS 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



103 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1 EQUAL IMPORTANCE 

3 MODERATE IMPORTANCE 

5 STRONG IMPORTANCE 

7 VERY STRONG IMPORTANCE 

9 EXTREME IMPORTANCE 

TWO ELEMENTS CONTRIBUTE 
EQUALLY TO THE OBJECTIVE 

EXPERIENCE AND JUDGEMENT 
MODERATELY FAVOR ONE ELEMENT 
OVER ANOTHER 

EXPERIENCE AND JUDGEMENT 
STRONGLY FAVOR ONE ELEMENT 

OVER ANOTHER 

ONE ELEMENT IS FAVORED VERY STRONGLY 

OVER ANOTHER; ITS DOMINANCE IS 
DEMONSTRATED IN PRACTICE 

THE EVIDENCE FAVORING ONE ELEMENT 
OVER ANOTHER IS OF THE HIGHEST 

POSSIBLE ORDER OF AFFIRMATION 

INTENSITIES OF 2, 4, 6 AND 8 CAN BE USED TO EXPRESS INTERMEDIATE VALUES. INTENSITIES OF 1.1, 1.2, 1.3, ETC. CAN BE USED FOR 
ELEMENTS THAT ARE VERY CLOSE IN IMPORTANCE [Saaty, 1990] 
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APPENDIX IV 
CRITERIA CORRESPONDONG TO THE PROJECT, PROCESS,  

PROGRAM AND POSITIONING APPROACH 

 

 



105 

 

 

 

 

 

DOCUMENTATION 
PROFILE OF THE PLACE (EXECUTION) 
MUNICIPAL ISSUES 
ENVIRONMENTAL ISSUES 
CULTURAL HERITAGE 
IDENTITY OF THE PLACE 

CULTURE 
DRIVERS 
SWOT 
USER'S PERCEPTION 

PLACE BRANO IDENTITY (EXECUTION) 
PHYSICAL SPATIAL CONCEPT (EXECUTION) 
DESIGN 

MASTER PLAN 
URBAN DESIGN 
ARCHITECTURAL DESIGN 

PROGRAM 
CREATING ATTENTION (EXECUTION) 
OPPORTUNITIES 
ATTRACTION 
PUBLICITY 

PROFILE OF THE PLACE (RESULT OR EXECUTION) 
MUNICIPAL ISSUES 
ENVIRONMENTAL ISSUES 
CULTURAL HERITAGE 
PHYSICAL SPATIAL CONCEPT (RESULT OR EXECUTION) 
DESIGN 

MASTER PLAN 
URBAN DESIGN 
ARCHITECTURAL DESIGN 

PROGRAM 
CREATING ATTENTION (RESULT OR EXECUTION) 
ATTRACTION 

PROCESS APPROACH 

INVOLVING THE RIGHT ACTORS 
FACILITATOR 
PUBLIC & PRIVATE ACTORS 

RELEVANT 
INVOLVEMENT 

TARGET GROUP 
RELEVANT 
INVOLVEMENT 

AMBITION 
COOPERATION 
CHARACTER 

OPEN/TRANSPARENT 
SUSTAINABLE 
FLEXIBLE 
DECISIVE 

COMMUNICATION 
CHANNEL 
INTERNAL 
EXTERNAL 

SELF-REFLECTION 

SUPPORT 
INTERNAL 
EXTERNAL 

VISION 
PROFILE OF THE PLACE (RESULT) 
MUNICIPAL ISSUES 
ENVIRONMENTAL ISSUES 
CULTURAL HERITAGE 
PLACE BRAND IDENTITY (RESULT) 
PHYSICAL SPATIAL CONCEPT (RESULT) 
DESIGN 

MASTER PLAN 
URBAN DESIGN 
ARCHITECTURAL DESIGN 

PROGRAM 
CREATING ATTENTION (RESULT) 
OPPORTUNITIES 
ATTRACTION 
PUBLICITY 

POSITIONING APPROACH 

INVOLVING THE RIGHT ACTORS 
TARGET GROUP 

RELEVANT 
INVOLVEMENT 

COOPERATION 
COMMUNICATION 

CHANNEL 
INTERNAL 
EXTERNAL 

SUPPORT 
INTERNAL 
EXTERNAL 

VISION 
PLACE BRAND IDENTITY (RESULT OR EXECUTION) 
CREATING ATTENTION (RESULT OR EXECUTION) 
PUBLICITY 

CRITERIA 
SUBCRITERIA 

SUB-SUBCRITERIA 
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APPENDIX V 
DECISION HIERARCHY OF THE MODEL 
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APPENDIX VI 
LISTS OF PAIRWISE COMPARISONS OF ALL CRITERIA 
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A 

INVOLVING THE RIGHT ACTORS 

INVOLVING THE RIGHT ACTORS 

INVOLVING THE RIGHT ACTORS 

AMBITION 

AMBITION 

COOPERATION 

VISION 

VISION 

VISION 

VISION 

PROFILE OF THE PLACE 

PROFILE OF THE PLACE 

PROFILE OF THE PLACE 

PLACE BRAND IDENTITY 

PLACE BRAND IDENTITY 

PHYSICAL SPATIAL CONCEPT 

CRITERIA 

B 

AMBITION 

COOPERATION 

DOCUMENTATION 

COOPERATION 

DOCUMENTATION 

DOCUMENTATION 

PROFILE OF THE PLACE 

PLACE BRAND IDENTITY 

PHYSICAL SPATIAL CONCEPT 

CREATING ATTENTION 

PLACE BRAND IDENTITY 

PHYSICAL SPATIAL CONCEPT 

CREATING ATTENTION 

PHYSICAL SPATIAL CONCEPT 

CREATING ATTENTION 

CREATING ATTENTION 

SUBCRITERIA 

FACILITATOR 

FACILITATOR 

A 

PUBLIC & PRIVATE ACTORS 

CHARACTER 

CHARACTER 

CHARACTER 

COMMUNICATION 

COMMUNICATION 

SUPPORT 

MUNICIPAL ISSUES 

MUNICIPAL ISSUES 

MUNICIPAL ISSUES 

ENVIRONMENTAL ISSUES 

ENVIRONMENTAL ISSUES 

CULTURAL HERITAGE 

DESIGN 

OPPORTUNITIES 

OPPORTUNITIES 

ATTRACTION 

B 

PUBLIC & PRIVATE ACTORS 

TARGET GROUP 

TARGET GROUP 

COMMUNICATION 

SUPPORT 

SELF-REFLECTION 

SUPPORT 

SELF-REFLECTION 

SELF-REFLECTION 

ENVIRONMENTAL ISSUES 

CULTURAL HERITAGE 

IDENTITY OF THE PLACE 

CULTURAL HERITAGE 

IDENTITY OF THE PLACE 

IDENTITY OF THE PLACE 

PROGRAM 

ATTRACTION 

PUBLICITY 

PUBLICITY 

MORE IMPORTANT 

A OR B 

MORE IMPORTANT 

A OR B 

INTENSITY 

1, 3, S, 7 OR 9 

INTENSITY 

1, 3, S, 7 OR 9 
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SUB-SUBCRITERIA 

A 

RELEVANT PUBLIC & PRIVATE 

ACTORS 

RELEVANT TARGET GROUP 

OPEN CHARACTER 

OPEN CHARACTER 

OPEN CHARACTER 

SUSTAINABLE CHARACTER 

SUSTAINABLE CHARACTER 

FLEXIBLE CHARACTER 

COMMUNICATION CHANNEL 

COMMUNICATION CHANNEL 

INTERNAL COMMUNICATION 

INTERNAL SUPPORT 

PLACE'S CULTURE 

PLACE'S CULTURE 

PLACE'S CULTURE 

PLACE'S DRIVERS 

PLACE'S DRIVERS 

PLACE'S SWOT 

MASTER PLAN 

MASTER PLAN 

URBAN DESIGN 

B 

INVOLVEMENT PUBLIC & PRIVATE 

ACTORS 

INVOLVEMENT TARGET GROUP 

SUSTAINABLE CHARACTER 

FLEXIBLE CHARACTER 

DECISIVE CHARACTER 

FLEXIBLE CHARACTER 

DECISIVE CHARACTER 

DECISIVE CHARACTER 

INTERNAL COMMUNICATION 

EXTERNAL COMMUNICATION 

EXTERNAL COMMUNICATION 

EXTERNAL SUPPORT 

PLACE'S DRIVERS 

PLACE'S SWOT 

USER'S PERCEPTION 

PLACE'S SWOT 

USER'S PERCEPTION 

USER'S PERCEPTION 

URBAN DESIGN 

ARCHITECTURAL DESIGN 

ARCHITECTURAL DESIGN 

MORE IMPORTANT 

A OR B 

INTENSITY 

1, 3, 5, 7 OR 9 
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APPENDIX VII 
QUESTIONNAIRE OF THE MODEL 
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A.1 Actors/Organization Quickscan 

 
A.1.1 Who are the relevant public and private actors involved in redevelopment? 

 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

 

 

A.1.2 What type of cooperation model is used? 

 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

 

 

A.1.3 Who is/are the target group(s)?  

� Unknown 

� Partly known, namely 

� Known, namely 

 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

 

 

A.1.4 What is the realistic and collectively agreed ambition of the stakeholder organization? 

� Unknown 

� Partly known, namely 

� Known, namely 

 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

 

 

A.1.5 What is the actor’s involvement and its objectives for each stage of the redevelopment process? 

� Unknown 

� Partly known, namely 

� Known, namely 

 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 
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A.2 Actors/Organization Criteria 

  Indicate the presence of the criteria by marking the scale 
  Not present  Fully present 

A.2.1 Competent facilitator |
_______________________________________________________________________________

| 

A.2.2 Clear and relevant public and private actors |
_______________________________________________________________________________

| 

A.2.3 Public and private actors’ involvement |
_______________________________________________________________________________

| 

A.2.4 Clear and relevant target group |
_______________________________________________________________________________

| 

A.2.5 Target group’s involvement |
_______________________________________________________________________________

| 

A.2.6 Clear, realistic and collectively agreed ambition |
_______________________________________________________________________________

| 

A.2.7 Open and transparent character |
_______________________________________________________________________________

| 

A.2.8 Sustainable character |
_______________________________________________________________________________

| 

A.2.9 Flexible character |
_______________________________________________________________________________

| 

A.2.10 Decisive character |
_______________________________________________________________________________

| 

A.2.11 Clear communication channel |
_______________________________________________________________________________

| 

A.2.12 Clear internal communication  |
_______________________________________________________________________________

| 

A.2.13 Clear external communication  |
_______________________________________________________________________________

| 

A.2.14 Clear documentation of the choices within the redevelopment process |
_______________________________________________________________________________

| 

A.2.15 Self-reflection |
_______________________________________________________________________________

| 

A.2.16 Internal support  |
_______________________________________________________________________________

| 

A.2.17 External support  |
_______________________________________________________________________________

| 
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B.1 Place/Mission Quickscan 

 
B.1.1 What is the redevelopment vision? 

� Unknown 

� Partly known, namely 

� Known, namely 

 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

 

 

B.1.2 What are the municipal issue(s)? 

� Not present 

� Present 

 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

 

 

B.1.3 What are the environmental issue(s)? 

� Not present 

� Present 

 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

 

 

B.1.4 What is the cultural heritage?  

� Not present 

� Present 

 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 
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B.2 Place/Mission Criteria 

    Indicate the presence of the criteria by marking the scale 

  No Yes Not present   Fully present 

B.2.1 Clear vision   |
_______________________________________________________________________________

|
 

B.2.2 Presence of municipal issue(s)    

 If Yes; presence of an elaborated result of the municipal issue(s)   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.3 Presence of environmental issue(s)    

 If Yes; presence of an elaborated result of the environmental issue(s)   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the collectively-agreed result   |
_______________________________________________________________________________

| 

B.2.4 Presence of cultural heritage    

 If Yes; presence of an elaborated result of usage of the cultural heritage   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.5 Clear knowledge of the place’s culture   |
_______________________________________________________________________________

| 

B.2.6 Clear knowledge of the place’s drivers   |
_______________________________________________________________________________

| 

B.2.7 Clear knowledge of the place’s SWOT   |
_______________________________________________________________________________

| 

B.2.8 Representative users and citizens’ perception about the place (image)   |
_______________________________________________________________________________

| 

B.2.9 Presenting a new place brand identity (image change)    

 If Yes; presence of an elaborated result regarding a new place brand identity   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.10 Presence of an elaborated result regarding the master plan   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.11 Presence of an elaborated result regarding the urban design   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.12 Presence of an elaborated result regarding the architectural design   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.13 Presence of an elaborated result regarding the program   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.14 Aware of new opportunities   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the opportunities   |
_______________________________________________________________________________

| 

B.2.15 Presence of an elaborated result regarding attraction (use of incubators and its 

accessibility) 
  

 

|
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.16 Presence of an elaborated result regarding publicity   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

• • 

• • 

• • 

• • 
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APPENDIX VIII 
COMPLETION OF THE LISTS OF PAIRWISE COMPARISONS OF ALL CRITERIA AND 

CORRESPONDING CONSISTENCE RATIOS REGARDING THE WESTERGASFABRIEK (WGF) AND 

THE OOSTERGASFABRIEK (OGF) 
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CRITERIA MORE IMPORTANT INTENSITY 

A B WGF OGF WGF OGF 

INVOLVING THE RIGHT ACTORS AMBITION A 3 1 
INVOLVING THE RIGHT ACTORS COOPERATION A 3 1 
INVOLVING THE RIGHT ACTORS DOCUMENTATION A A 7 3 
AMBITION COOPERATION A B 3 3 
AMBITION DOCUMENTATION A A 7 3 
COOPERATION DOCUMENTATION A A 7 3 

COMPETENCE RATIO 0.115 0.057 

VISION PROFILE OF THE PLACE A A 5 5 
VISION PLACE BRAND IDENTITY A B 3 5 
VISION PHYSICAL SPATIAL CONCEPT A B 5 5 
VISION CREATING ATTENTION A 3 1 
PROFILE OF THE PLACE PLACE BRAND IDENTITY B 1 7 
PROFILE OF THE PLACE PHYSICAL SPATIAL CONCEPT B B 5 7 
PROFILE OF THE PLACE CREATING ATTENTION B B 5 5 
PLACE BRAND IDENTITY PHYSICAL SPATIAL CONCEPT B 5 1 
PLACE BRAND IDENTITY CREATING ATTENTION B A s 3 
PHYSICAL SPATIAL CONCEPT CREATING ATTENTION B A 3 3 

COMPETENCE RATIO 0.131 0.045 

SUBCRITERIA MORE IMPORTANT INTENSITY 

A B WGF OGF WGF OGF 

FACILITATOR PUBLIC & PRIVATE ACTORS A 7 1 
FACILITATOR TARGET GROUP A B 5 3 
PUBLIC & PRIVATE ACTORS TARGET GROUP B B 3 3 

COMPETENCE RATIO 0.056 0 

CHARACTER COMMUNICATION B 1 3 
CHARACTER SUPPORT A B 3 3 
CHARACTER SELF-REFLECTION A B 5 3 
COMMUNICATION SUPPORT A A 3 3 
COMMUNICATION SELF-REFLECTION A A 7 3 
SUPPORT SELF-REFLECTION A A 5 5 

COMPETENCE RATIO 0.045 0.184 

MUNICIPAL ISSUES ENVIRONMENTAL ISSUES B 5 1 
MUNICIPAL ISSUES CULTURAL HERITAGE B A 5 3 
MUNICIPAL ISSUES IDENTITY OF THE PLACE B A 5 3 
ENVIRONMENTAL ISSUES CULTURAL HERITAGE A 1 3 
ENVIRONMENTAL ISSUES IDENTITY OF THE PLACE B A 5 3 
CULTURAL HERITAGE IDENTITY OF THE PLACE B B 5 3 

COMPETENCE RATIO 0.126 0 .057 

DESIGN PROGRAM B B 5 3 

COMPETENCE RATIO N/ A N/A 

OPPORTUNITIES ATTRACTION B 1 3 
OPPORTUNITIES PUBLICITY A A 3 3 
ATTRACTION PUBLICITY A A 3 3 

COMPETENCE RATIO 0 0 .117 
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SUB-SUBCRITERIA MORE IMPORTANT INTEN SITY 

A B WGF OGF WGF OGF 

RELEVANT PUBLIC & PRIVATE INVOLVEMENT PUBLIC & PRIVATE B 1 3 
ACTORS ACTORS 

COMPETENCE RATIO N/A N/A 

RELEVANT TARGET GROUP INVOLVEMENT TARGET GROUP A 1 3 

COMPETENCE RATIO N/A N/A 

OPEN CHARACTER SUSTAINABLE CHARACTER B 3 1 

OPEN CHARACTER FLEXIBLE CHARACTER B 1 3 
OPEN CHARACTER DECISIVE CHARACTER B B 3 3 
SUSTAINABLE CHARACTER FLEXIBLE CHARACTER A B 3 3 
SUSTAINABLE CHARACTER DECISIVE CHARACTER A B 3 3 
FLEXIBLE CHARACTER DECISIVE CHARACTER B A 3 3 

COMPETENCE RATIO 0.057 0.057 

COMMUNICATION CHANNEL INTERNAL COMMUNICATION B B 5 5 
COMM UNICATION CHANNEL EXTERNAL COMMUNICATION B B 5 5 
INTERNAL COM MUNICATION EXTERNAL COMMUNICATION 1 1 

COMPETENCE RATIO 0 0 

INTERNAL SUPPORT EXTERNAL SUPPORT A 3 1 

COMPETENCE RATIO N/A N/A 

PLACE'S CULTURE PLACE'S DRIVERS A B 5 3 
PLACE'S CULTURE PLACE'S SWOT A B 7 7 
PLACE'S CULTURE USER'S PERCEPTION B A 5 3 
PLACE'S DRIVERS PLACE'S SWOT A B 5 7 
PLACE'S DRIVERS USER'S PERCEPTION B A 5 3 
PLACE'S SWOT USER'S PERCEPTION B A 7 7 

COMPETENCE RATIO 0.204 0.115 

MASTER PLAN URBAN DESIGN B 1 3 
MASTER PLAN ARCHITECTURAL DESIGN A B 3 3 
URBAN DESIGN ARCHITECTURAL DESIGN A A 3 3 

COMPETENCE RATIO 0 0.117 
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APPENDIX IX 
PRIORITIES OF THE CRITERIA, SUBCRITERIA AND SUB-SUBCRITERIA REGARDING THE 

WESTERGASFABRIEK (WGF) AND THE OOSTERGASFABRIEK (OGF) 
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CRITERIA PRIORITIES 
SUBCRITERIA 

SUB-SUBCRITERIA WGF OGF 

INVOLVING THE RIGHT ACTORS 0.251 0.144 
FACILITATOR 0.183 0 .029 

PUBLIC & PRIVATE ACTORS 0.020 0 .029 

RELEVANT 0.010 0 .007 

INVOLVEMENT 0.010 0 .022 

TARGET GROUP 0.047 0 .086 

RELEVANT 0.024 0 .065 

INVOLVEMENT 0.024 0 .022 

AMBITION 0.145 0.112 

COOPERATION 0.084 0.197 

CHARACTER 0.032 0 .016 

OPEN 0.004 0 .002 

SUSTAINABLE 0.016 0 .002 

FLEXIBLE 0.004 0 .008 

DECISIVE 0.009 0 .004 

COMMUNICATION 0.034 0 .110 

CHANNEL 0.003 0.010 

INTERNALLY 0.015 0 .050 

EXTERNALLY 0.015 0 .050 

SELF-REFLECTION 0.004 0 .022 

SUPPORT 0.014 0 .049 

INTERNALLY 0.011 0.025 

EXTERNALLY 0.004 0 .025 

DOCUMENTATION 0.021 0.048 

VISION 0.227 0.054 

PLACE'S CURRENT PROFILE 0.026 0.018 

MUNICIPAL ISSUES 0.001 0 .007 

ENVIRONMENTAL ISSUES 0.004 0.007 

CULTURAL HERITAGE 
0.004 0.002 

IDENTITY OF THE PLACE 0.016 0 .003 

CULTURE 
0.004 0 .000 

DRIVERS 0.002 0.001 

SWOT 0.001 0 .002 

USER'S PERCEPTION 0.010 0 .000 

PLACE'S FUTURE PROFILE 0.032 0.183 

PHYSICAL SPATIAL CONCEPT 0.083 0.183 

DESIGN 0.014 0.046 

MASTER PLAN 0.006 0.006 

URBAN DESIGN 0.006 0 .027 

ARCHITECTURAL DESIGN 0.002 0 .013 

PROGRAM 0.069 0 .137 

CREATING ATTENTION 0.134 0.063 

OPPORTUNITIES 0.057 0 .018 

ATTRACTION 0.057 0 .037 

PUBLICITY 0.019 0 .009 
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APPENDIX X 
COMPLETION OF THE QUESTIONNAIRE REGARDING THE WESTERGASFABRIEK 
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A.1 Actors/Organization Quickscan 

 
A.1.1 Who are the relevant public and private actors involved in redevelopment? 

 

District council Westerpark: _____________________________________________________________ 

Initiator and client of the park and soil remediation___________________ _______________________ 

___________________________________________________________________________________ 

MAB: ______________________________________________________________________________ 

Projectdeveloper of the buildings________________________________________________________ 

___________________________________________________________________________________ 

 

 

A.1.2 What type of cooperation model is used? 

 

A cooperative agreement______________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

 

 

A.1.3 Who is/are the target group(s)? 

� Unknown 

� Partly known, namely 

� Known, namely 

 

The local residents and the creative industry_______________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

 

 

 

A.1.4 What is the realistic and collectively agreed ambition of the stakeholder organization? 

� Unknown 

� Partly known, namely 

� Known, namely 

 

Responsible green structure in the Randstad, reuse of the national monuments, upgrading the living 

environment of the older city districts, create offer of new employment and the possibility to generate 

an extra impuls for the city of Amsterdam regarding culture and tourism________________________ 

___________________________________________________________________________________

___________________________________________________________________________________ 
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A.1.5 What is the actor’s involvement and its objectives for each stage of the redevelopment process? 

� Unknown 

� Partly known, namely 

� Known, namely 

 

District council Westerpark:_____________________________________________________________  

Lay down the cultural use of the buildings as well as reasonable rents for the cultural activities. Assign 

the lay-out and maintenance of the park and ensure the progress of the process in its 

entirety__________________________________________________________________ __________ 

___________________________________________________________________________________ 

MAB:_______________________________________________________________________________ 

Renovate, redevelop and exploit the buildings______________________________________________ 

___________________________________________________________________________________ 
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A.2 Actors/Organization Criteria 

  Indicate the presence of the criteria by marking the scale 

  Not present  Fully present 

A.2.1 Competent facilitator |
_______________________________________________________________________________

| 

A.2.2 Clear and relevant public and private actors |
___________________________________________________________________

|
___________

| 

A.2.3 Public and private actors’ involvement |
____________________________________________________________________________

|
__

| 

A.2.4 Clear and relevant target group |
_______________________________________________________________________________

| 

A.2.5 Target group’s involvement |
_____________________________________________________________________________

|
_
| 

A.2.6 Clear, realistic and collectively agreed ambition |
_______________________________________________________________________________

| 

A.2.7 Open and transparent character |
_________________________________________________________________

|
_____________

| 

A.2.8 Sustainable character |
_______________________________________________________________________________

| 

A.2.9 Flexible character |
___________________________________________________________________________

|
___

| 

A.2.10 Decisive character |
_____________________________________________________________________________

|
_
| 

A.2.11 Clear communication channel |
_______________________________________________________________________________

| 

A.2.12 Clear internal communication  |
______________________________________________________________________________

|| 

A.2.13 Clear external communication  |
______________________________________________________________________________

|| 

A.2.14 Clear documentation of the choices within the redevelopment process |
_____________________________________________________________________________

|
_
| 

A.2.15 Self-reflection |
_____________________________________________________________________________

|
_
| 

A.2.16 Internal support  |
________________________________________________________________

|
______________

| 

A.2.17 External support  |
____________________________________________________________________

|
__________

| 
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B.1 Place/Mission Quickscan 

 
B.1.1 What is the redevelopment vision? 

� Unknown 

� Partly known, namely 

� Known, namely 

 

Creation of a park that meets the following basic points: creation of a meeting place with broad and 

active use; creation of public safety; improvement of the ecological quality; ensuring that local 

residents and tenants of the buildings will be the main users and improvement of the accessibility____  

___________________________________________________________________________________ 

Attract cultural activities that meet the following key words: variety and refreshing cultural life______  

___________________________________________________________________________________ 

Create business activity by crowd-drawing functions, cultural businesses and supporting businesses 

such as shops and and a limited number of offices__________________________________________ 

___________________________________________________________________________________ 

 

 

B.1.2 What are the municipal issue(s)? 

� Not present 

� Present 

 

Moving of the prostitution area and/or storage of depreciated trams____________________________ 

___________________________________________________________________________________ 

[These issues will not be met within the redevelopment of the Westergasfabriek]_________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

 

 

B.1.3 What are the environmental issue(s)? 

� Not present 

� Present 

 

Soil contamination with toxic substances, such as tar, mineral oils and cyanide that were released 

during the production of gas____________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

 

 

B.1.4 What are the cultural heritage? 

� Not present 

� Present 

 

Thirteen buildings are appointed national monuments_______________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 
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B.2 Place/Mission Criteria 

    Indicate the presence of the criteria by marking the scale 

  No Yes Not present  Fully present 

B.2.1 Clear vision   |
______________________________________________________________________________

|
 

B.2.2 Presence of municipal issue(s)  �  

 If Yes; presence of an elaborated result of the municipal issue(s)   |
______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
______________________________________________________________________________

| 

B.2.3 Presence of environmental issue(s)  �  

 If Yes; presence of an elaborated result of the environmental issue(s)   |
__

|
___________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.4 Presence of cultural heritage  �  

 If Yes; presence of an elaborated result of usage of the cultural heritage   |
____________________________________________________________________________

|
_
| 

 If Fully present; clear knowledge of executing the elaborated result   |
______________

|
_______________________________________________________________

| 

B.2.5 Clear knowledge of the place’s culture   |
______________________________________________________________________________

| 

B.2.6 Clear knowledge of the place’s drivers   |
____________________________________________________________________________

|
_
| 

B.2.7 Clear knowledge of the place’s SWOT   |
________________________________________________________________

|
_____________

| 

B.2.8 Representative users and citizens’ perception about the place (image)   |
______________________________________________________________________________

| 

B.2.9 Presenting a new place brand identity (image change) �   

 If Yes; presence of an elaborated result regarding a new place brand identity   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.10 Presence of an elaborated result regarding the master plan   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.11 Presence of an elaborated result regarding the urban design   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_____________

|
________________________________________________________________

| 

B.2.12 Presence of an elaborated result regarding the architectural design   |
___________________________________________________________________________

|
__

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_________

|
____________________________________________________________________

| 

B.2.13 Presence of an elaborated result regarding the program   |
______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
__________________

|
___________________________________________________________

| 

B.2.14 Aware of new opportunities   |
___________________________________________________________________________

|
__

| 

 If Fully present; clear knowledge of executing the opportunities   |
_________________________________________________________________________

|
____

| 

B.2.15 Presence of an elaborated result regarding attraction (use of incubators and its 

accessibility) 
  

 

|
______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_________________

|
____________________________________________________________

| 

B.2.16 Presence of an elaborated result regarding publicity   |
______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result 
  

|
______________________________________________________________________________

| 

 

• 

• 

• 

• 
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APPENDIX XI 
VAS SCORES OF ALL CRITERIA REGARDING THE WESTERGASFABRIEK AND  

THE OOSTERGASFABRIEK 
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H·MHHif i%HHii 
VASoocuMLNTAT10N 3 VASFACILITAIOR 0 VASMUN ICIPA.1. lSSULS APPROACH 0 VASRlUV.-.Nl TAAGlTGROUP 0 
VASMVNICIPAl ISSU(S ,.PPA:OACH 0 VAS11nevANT P&P ACTORS 15 VAScNVIRONMENT.Al ISSUES RESULT 96 VAS1W01,V£M[NT TARGET GROUP 3 
VASENVlRONMENTAl ISSllES ,t,PPROACH 0 VAS1NVOLVEMENT P&P .-.croRS 4 VAScuLT\JRAL tu111TAGE APPROACH 83 VAScoMMUNICATION CHANNEL 0 
VAScuLJURAL kLRIU,G[ APPROACH 83 VASRmVAAT tARGrr GROUP 0 VASMASTEJI PI.AN APPflOACH 0 VAScoMM UNICATION INTCIIN.-.tl 't' 

VASPI.Acn CULTURE 0 VAS1N\/Ol\/[M(NT TARGET GROUP 3 VASuRa.i,.N DESIGN APPROACH 83 VAScoMM VNICATION £):T(RNAtLV 

VASPLAa'S 0111vt11s 4 VASAM81110N 0 VASARCHllECTUA.Al DlSIGN APPROACH 88 VASsuPPO!l;l JNTERNAUV 20 
VASPU.Cnswor 20 VAS()P(N CHARACTER 18 VASPRQGRAM APPflOACH 78 VASsuPPOff1 ooERNAUV 14 
VASuso-s PCRCEPnON 0 VASsusrAJNABlE CHAAAcm1 0 VASATTII.ACTION APPROACH 79 VASv1sioN 0 
VASMASTEFI PLAN Af>PftOACH 0 VA5fL[X18U CHARACTER VASPUeUCITV APPROACH 0 
VASuRBA.N O£SIGN APPROACH 83 VASowsM CHARACTER 3 
VASA.RCHrTECT\JRAl DESIGN APf'ROAOi 88 VAScOMMUN1CAnoN CHANIIIH 0 
VASPAOGRAM APPROA~ 78 VA5roMMUNICATION INlHl:NAUV 

VASoPPOIHU"llTilSAP~OACH VASCOMM VNICATION [)(T(RNAUY 1 
VASATn1>,CTION APPIIOA.CH 79 VASS,Elf-REFLECTIO"l 3 
VASl'IJBUOTY APf>JIOACH 0 VASsup~1 1NnRNA1LY 20 

VASsuPPORTEITTRP<W.LV 14 
VASvis10N 0 
VASMUN•OML ISSUES RESULT 0 
VASrnviAONMfNTAL ISSUES RESULT 96 
VA5ct.1LTUAAL HERITAGE RESULT 

VASw.mR. Pt.AN R£Su1r 0 
VASuRBAN 0Es1GN RESUU 0 
VASAP:OilllCTURAl DUIGN RlSUll 4 
VASp11:cx.AAM R£SUlT 0 
VASos,PORT\JNfTIES 4 
VASATlAACTION RESULT 0 
VASPU8ll(tT't' RESULT 0 

OOSTERGASFABRIEK 

Eiif ❖Mf·iMi+MIE f Hiff HMif iH+tMII 
VASoocuMENTATION 47 VASrACllITATOR 94 VA$MUN ICIPAl ISSUES APPROACH 0 VASRELEVANT V.RGCTGAOUP 9 
VASMUNICJPAl ISSUl S APPROACH 0 VASRElIVANl P&P ACTORS 14 VAStNVIRONMENlAf ISSUES R(5ULT 86 VAS1NVOLVlM[NT TAAGU GROUP 3 
VAStNVJRONMENTAl ISSUES .l.PPROACH 0 VAS1NVOt..VIMElfT P&P ACTORS VAScum.JA.AL H£1UTAGE APPROACH VA5roMMUNICAnON CHANNEL 0 
VAScuLT\JRAl. HERiTAGE APPROACH 5 VASR.HfVANT TARGET GROUP 9 VASMASTER PLAN APl'f!OACH 78 VAScoMMUNICAnON INTERNALLY 3 
VASPlACt·s cuLTuRt 0 VAS1N\/Ol.lit.MENT IAAG[TGAOUP VASuRBAN 0£S1GN APPROACH 20 VAScoMMVNICAHON DntRNAuv 3 
VASPI.Aa-S DRlV£RS 4 VASAMemoN 55 VASARCHfTECTURALOESIGN Af'PROACH 22 VASsuPPOR:T INTERNAllV 78 
VASPI.Acnswor 22 VASoP(N CHARACTER 48 VASPAOGRAM APl'tlOACH 17 VASsuPPOR.T EXTERNAUY 17 
VASusER"S PCRCEPTtON 0 VASsus1A1NA9l.[ CHARACTut 70 VASATT11.ACTION APPROACH 37 VASv1S10N 84 
VASNrw BRAND 10ENTTTY APPROAOl 0 VASnrx1eL£ CHARACTER 42 VASN(W BRANO IOE.NTTTY R(SUlT 97 
VASMASTER P!.J,N APPROACH 78 VASoww£ otARACTER 68 VASPUBUCITY APPIIOACH 26 
VASuA&AN DCSIGN APPROACH 0 VA5c:OMMUNICATION CHANNlt 0 
VASARCHITECTURAI. DESIGN APPROACH 0 VASCOMMUNICATlON INl~RNAUY 

VASPAOGRAM APPA~ 0 VAScoMMUN1CAT10N £X1£ANAuv 

VASoPPORTUNITICS APl't!OACH 45 VASsrLJ-REFU:CTION 12 
VASATTRACllON APPROACH 0 VASsuPPORT 1m ERNAtlY 78 
VASPUBUOTY APPROACH 0 VASsuPPOAT E)(l"lANAuv 17 

VASvis1cm 84 
VASMUNIOPAL ISSUES RESULT 0 
VASENVlRONMlNIAI. ISSUES RESULT 86 
V AScuuuRl\l. HERJTAGE R(SULT 0 
VAS NEW BRAND IDENTIN RESULT 97 
VASMAS1l.R f>lAN RlSULT 0 
VASuRBAN DESIGN RESULT 20 
VASARCHITECTURAL DESIGN RES.Utl 22 
VAS~OGAAM R[SUll 17 
VASOPPOIHUNlfl[S 0 
VAS,11,nRAcr10 N RESULT 37 
VASPUeuc11Y RE.sun 26 
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APPENDIX XII 
AVERAGE VAS SCORES REGARDING THE WESTERGASFABRIEK 
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 Criteria, subcriteria and sub-subcriteria 

(k) 

VAS score 

(VASk) 

Priorities 

(Ck) 

Average VAS score 

(VASk * Ck) 
 

P
ro

je
ct

 a
p

p
ro

a
ch

 
 

Documentation 
 

3 
 

0.021 
 

0.063 

Municipal issues (execution) 0 0.001 0 

Environmental issues (execution) 0 0.004 0 

Cultural heritage (execution) 83 0.004 0.332 

Place’s culture 0 0.004 0 
Place’s drivers 4 0.002 0.008 

Place’s SWOT 20 0.001 0.020 

User’s perception about the place 0 0.010 0 

Master plan (execution) 0 0.006 0 

Urban design (execution) 83 0.006 0.498 

Architectural design (execution) 88 0.002 0.176 

Program (execution) 78 0.069 5.382 

Opportunities (execution) 7 0.057 0.399 

Attraction (execution) 79 0.057 4.503 

Publicity (execution) 0 0.019 0 

     

P
ro

ce
ss

 a
p

p
ro

a
ch

 

Facilitator 0 0.183 0 

Relevant public and private actors 15 0.010 0.150 

Involvement public and private actors 4 0.010 0.040 

Relevant target group 0 0.024 0 

Involvement target goup 3 0.024 0.072 

Ambition 0 0.145 0 

Open character 18 0.004 0.072 

Sustainable character 0 0.016 0 

Flexible character 5 0.004 0.020 

Decisive character 3 0.009 0.027 

Communication channel 0 0.003 0 

Internal communication 1 0.015 0.015 

External communication 1 0.015 0.015 

Self-reflection 3 0.004 0.012 

Internal Support 20 0.011 0.220 

External support 14 0.004 0.056 

Vision 0 0.227 0 

Municipal  issues (result) 0 0.001 0 

Environmental issues (result) 96 0.004 0.384 

Cultural heritage (result) 3 0.004 0.012 

Master plan (result) 0 0.006 0 

Urban design (result) 0 0.006 0 

Architectural design (result) 4 0.002 0.008 

Program (result) 0 0.069 0 

Opportunities 4 0.057 0.228 

Attraction (result) 0 0.057 0 

Publicity (result) 0 0.019 0 
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P

ro
g

ra
m

 a
p

p
ro

a
ch

 Municipal issues (execution) 0 0.001 0 

Environmental issues (result) 96 0.004 0.384 

Cultural heritage (execution) 83 0.004 0.332 

Master plan (execution) 0 0.006 0 

Urban design (execution) 83 0.006 0.498 

Architecural design (execution) 88 0.002 0.176 

Program (execution) 78 0.069 5.382 

Attraction (execution) 79 0.057 4.503 

     

P
o

si
ti

o
n

in
g

 a
p

p
ro

a
ch

 Relevant target group 0 0.024 0 

Involvement target group 3 0.024 0.072 

Communication channel 0 0.003 0 

Internal communication 1 0.015 0.015 

External communication 1 0.015 0.015 

Internal support 20 0.011 0.220 

External support 14 0.004 0.056 

Vision 0 0.227 0 

Publicity (execution) 0 0.019 0 
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APPENDIX XIII 
COMPLETION OF THE QUESTIONNAIRE REGARDING THE OOSTERGASFABRIEK 
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A.1 Actors/Organization Quickscan 

 
A.1.1 Who are the relevant public and private actors involved in redevelopment? 

 

District counsil Oost/Watergraafsmeer:___________________________________________________ 

Initiator_____________________________________________________________________________ 

___________________________________________________________________________________ 

Consortium Polderweggebied (Het Oosten, Ymere and Bouwfonds)_____________________________ 

Housing associations and project developer________________________________________________ 

___________________________________________________________________________________ 

 

 

A.1.2 What type of cooperation model is used? 

 

From a framework agreement to a cooperatieve agreement__________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

 

 

A.1.3 Who is/are the target group(s)? 

� Unknown 

� Partly known, namely 

� Known, namely 

 

Main target group: Residents of district counsil Oost/Watergraafsmeer_______________________ 

___________________________________________________________________________________ 

Other target groups: Retail sector and specific facilities (such as District Counsil office, Sportfondsenbad 

and musicians centre Muzyq)___________________________________________________________ 

___________________________________________________________________________________ 

 

 

 

A.1.4 What is the realistic and collectively agreed ambition of the stakeholder organization? 

� Unknown 

� Partly known, namely 

� Known, namely 

 

Remediate the contaminated soil of the Oostergasfabriek and developing of a new vibrant city centre 

___________________________________________________________________________________ 

___________________________________________________________________________________

___________________________________________________________________________________ 

___________________________________________________________________________________ 
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A.1.5 What is the actor’s involvement and its objectives for each stage of the redevelopment process? 

� Unknown 

� Partly known, namely 

� Known, namely 

 

District counsil Oost/Watergraafsmeer:___________________________________________________ 

Remediation of the site, co-coordination of the urban design and developer of most of the facilities 

such as a district council office, sports centre, community school_______________________________ 

___________________________________________________________________________________ 

Consortium Polderweggebied (Het Oosten, Ymere and Bouwfonds):_____________________________ 

Co-coordination of the urban design and developer of the residential buildings, retail, horeca, business 

spaces and parking garages_____________________________________________________________ 

___________________________________________________________________________________ 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



135 

 

A.2 Actors/Organization Criteria 

  Indicate the presence of the criteria by marking the scale 

  Not present  Fully present 

A.2.1 Competent facilitator |
____

|
_________________________________________________________________________

| 

A.2.2 Clear and relevant public and private actors |
___________________________________________________________________

|
__________

| 

A.2.3 Public and private actors’ involvement |
____________________________________________________________________________

|
_
| 

A.2.4 Clear and relevant target group |
______________________________________________________________________

|
_______

| 

A.2.5 Target group’s involvement |
____________________________________________________________________________

|
_
| 

A.2.6 Clear and realistic and collectively agreed ambition |
__________________________________

|
___________________________________________

| 

A.2.7 Open and transparent character |
________________________________________

|
_____________________________________

| 

A.2.8 Sustainable character |
______________________

|
_______________________________________________________

| 

A.2.9 Flexible character |
_____________________________________________

|
________________________________

| 

A.2.10 Decisive character |
_________________________

|
____________________________________________________

| 

A.2.11 Clear communication channel |
_______________________________________________________________________________

| 

A.2.12 Clear internal communication  |
____________________________________________________________________________

|
_
| 

A.2.13 Clear external communication  |
____________________________________________________________________________

|
_
| 

A.2.14 Clear documentation of the choices within the redevelopment process |
_________________________________________

|
____________________________________

| 

A.2.15 Self-reflection |
_____________________________________________________________________

|
________

| 

A.2.16 Internal support  |
_________________

|
____________________________________________________________

| 

A.2.17 External support  |
________________________________________________________________

|
_____________

| 
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B.1 Place/Mission Quickscan 

 
B.1.1 What is the redevelopment vision? 

� Unknown 

� Partly known, namely 

� Known, namely 

 

Remediation of the site: creating work with work___________________________________________ 

___________________________________________________________________________________ 

Development of new vibrant city centre: creating a mixture of residential buildings, retail and facilities  

___________________________________________________________________________________ 

___________________________________________________________________________________ 

 

 

B.1.2 What are the municipal issue(s)? 

� Not present 

� Present 

 

Development of a district counsil office and expansion of the surrounding retail___________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

 

 

B.1.3 What are the environmental issue(s)? 

� Not present 

� Present 

 

Soil contamination with toxic substances, such as naphthalene and benzene______________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

 

 

B.1.4 What are the cultural heritage? 

� Not present 

� Present 

 

Several buildings are appointed municipal monuments_______________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 

___________________________________________________________________________________ 
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B.2 Place/Mission Criteria 

    Indicate the presence of the criteria by marking the scale 

  No Yes Not present  Fully present 

B.2.1 Clear vision   |
_____________

|
_________________________________________________________________

|
 

B.2.2 Presence of municipal issue(s)  �  

 If Yes; presence of an elaborated result of the municipal issue(s)   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.3 Presence of environmental issue(s)  �  

 If Yes; presence of an elaborated result of the environmental issue(s)   |
___________

|
__________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.4 Presence of cultural heritage  �  

 If Yes; presence of an elaborated result of usage of the cultural heritage   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
____________________________________________________________________________

|
__

| 

B.2.5 Clear knowledge of the place’s culture   |
_______________________________________________________________________________

| 

B.2.6 Clear knowledge of the place’s drivers   |
_____________________________________________________________________________

|
_
| 

B.2.7 Clear knowledge of the place’s SWOT   |
______________________________________________________________

|
________________

| 

B.2.8 Representative users and citizens’ perception about the place (image)   |
_______________________________________________________________________________

| 

B.2.9 Presenting a new place brand identity (image change)  �  

 If Yes; presence of an elaborated result regarding a new place brand identity   |
_
|

_____________________________________________________________________________
| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.10 Presence of an elaborated result regarding the master plan   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_________________

|
_____________________________________________________________

| 

B.2.11 Presence of an elaborated result regarding the urban design   |
___________________________________________________________________

|
___________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.12 Presence of an elaborated result regarding the architectural design   |
________________________________________________________________

|
______________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.13 Presence of an elaborated result regarding the program   |
______________________________________________________________________

|
________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
_______________________________________________________________________________

| 

B.2.14 Aware of new opportunities   |
_______________________________________________________________________________

| 

 If Fully present; clear knowledge of executing the opportunities   |
___________________________________________

|
___________________________________

| 

B.2.15 Presence of an elaborated result regarding attraction (use of incubators and its 

accessibility) 
  

 

|
_________________________________________

|
_____________________________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
________________________________________________________________________________

| 

B.2.16 Presence of an elaborated result regarding publicity   |
___________________________________________________________

|
___________________

| 

 If Fully present; clear knowledge of executing the elaborated result   |
________________________________________________________________________________

| 

• 

• 

• 

• 
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APPENDIX XIV 
AVERAGE VAS SCORES REGARDING THE OOSTERGASFABRIEK 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 



139 

 

 Criteria, subcriteria and sub-subcriteria 

(k) 

VAS score 

(VASk) 

Priorities 

(Ck) 

Average VAS score 

(VASk * Ck) 
 

P
ro

je
ct

 a
p

p
ro

a
ch

 

 

Documentation 
 

47 
 

0.048 
 

2.256 

Municipal issues (execution) 0 0.007 0 

Environmental issues (execution) 0 0.007 0 

Cultural heritage (execution) 5 0.002 0.010 
Place’s culture 0 0.0003 0 

Place’s drivers 4 0.001 0.004 

Place’s SWOT 22 0.002 0.044 

User’s perception about the place 0 0.0003 0 

Place brand identity (execution) 0 0.183 0 

Master plan (execution) 78 0.006 0.468 

Urban design (execution) 0 0.027 0 

Architectural design (execution) 0 0.013 0 

Program (execution) 0 0.137 0 

Opportunities (execution) 45 0.018 0.810 

Attraction (execution) 0 0.037 0 

Publicity (execution) 0 0.009 0 

     

P
ro

ce
ss

 a
p

p
ro

a
ch

 

Facilitator 94 0.029 2.726 

Relevant public and private actors 14 0.007 0.098 

Involvement public and private actors 3 0.022 0.066 

Relevant target group 9 0.065 0.585 

Involvement target goup 3 0.022 0.066 

Ambition 55 0.112 6.160 

Open character 48 0.002 0.096 

Sustainable character 70 0.002 0.140 

Flexible character 42 0.008 0.336 

Decisive character 68 0.004 0.272 

Communication channel 0 0.010 0 

Internal communication 3 0.050 0.150 

External communication 3 0.020 0.150 

Self-reflection 12 0.022 0.264 

Internal Support 78 0.025 1.950 

External support 17 0.025 0.425 

Vision 84 0.054 4.536 

Municipal  issues (result) 0 0.007 0 

Environmental issues (result) 86 0.007 0.602 

Cultural heritage (result) 0 0.002 0 

Place brand identity (result) 97 0.183 17.751 

Master plan (result) 0 0.006 0 

Urban design (result) 20 0.027 0.540 

Architectural design (result) 22 0.013 0.286 

Program (result) 17 0.137 2.329 

Opportunities 0 0.018 0 

Attraction (result) 37 0.037 1.369 

Publicity (result) 26 0.009 0.234 
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P

ro
g

ra
m

 a
p

p
ro

a
ch

 Municipal issues (execution) 0 0.007 0 

Environmental issues (result) 86 0.007 0.602 

Cultural heritage (execution) 5 0.002 0.010 

Master plan (execution) 78 0.006 0.468 

Urban design (execution) 20 0.027 0.540 

Architecural design (execution) 22 0.013 0.286 

Program (execution) 17 0.137 2.329 

Attraction (execution) 37 0.037 1.369 

     

P
o

si
ti

o
n

in
g

 a
p

p
ro

a
ch

 

Relevant target group 9 0.065 0.585 

Involvement target group 3 0.022 0.066 

Communication channel 0 0.010 0 

Internal communication 3 0.050 0.150 

External communication 3 0.050 0.150 

Internal support 78 0.025 1.950 

External support 17 0.025 0.425 

Vision 84 0.054 4.536 

Place brand identity (result) 97 0.183 17.751 

Publicity (execution) 26 0.009 0.234 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


