


URBAN TOURISM
AND URBAN CHANGE

'This study of urban tourism provides both a sociological and cultural
analysis of change that has taken place in many of the world’s cities,
and also the implications of these changes for urban management and
planning, for success and failure in metropolitan change. Uniquely
suited for teaching purposes, this text includes numerous case studies
of cities worldwide to illuminate the significant impact and promise of
tourism on urban image and economic development.

Costas Spirou is Professor in the Department of Social and Behavioral
Sciences at National-Louis University in Chicago and a visiting
tellow at the University of Notre Dame. His research interests include
culture policy, urban redevelopment, tourism, and sports in society.
He is co-author of It’s Hardly Sportin Stadiums, Neighborhoods and the
New Chicago, a book about politics and community development, and
author of St. Charles: Culture and Leisure in an All-American Town.






AUSTRALIA
Brisbane, Australia, p. 159




METROPOLIS AND MODERN LIFE

A Routledge Series
Edited by Anthony Orum, University of lllinois, Chicago
and Zachary Neal, Michigan State Universitiy, East Lansing

This Series brings original perspectives on key topics in urban research
to today’s students in a series of short accessible texts, guided readers,
and practical handbooks. Each volume examines how long-standing
urban phenomena continue to be relevant in an increasingly urban
and global world, and in doing so, connects the best new scholarship
with the wider concerns of students seeking to understand life in the
21st century metropolis.

Books in the Series:

Common Ground: Readings, Reflections, and New Frontiers edited by Anthony
Orum and Zachary Neal

The Gentrification Debates edited by Japonica Brown-Saracino
The Power of Urban Ethnic Places by Jan Lin

Forthcoming:
The Urban Instinct by Nan Ellin
The Connected City by Zachary Neal



URBAN TOURISM
AND URBAN CHANGE

Cities in a Global Economy

Costas Spirou

National-Louis University

£} Routledge
g Taylor & Francis Group
EW

AND LONDON



First published 2011
by Routledge
270 Madison Avenue, New York, NY 10016

Simultaneously published in the UK
by Routledge
2 Park Square, Milton Park, Abingdon, Oxon OX14 4RN

Routledge is an imprint of the Taylor &S Francis Group, an informa business
This edition published in the Taylor & Francis e-Library, 2011.

To purchase your own copy of this or any of Taylor & Francis or Routledge’s
collection of thousands of eBooks please go to www.eBookstore.tandf.co.uk.

© 2011 Taylor & Francis

The right of Costas Spirou to be identified as author of this work has been asserted by him in
accordance with sections 77 and 78 of the Copyright, Designs and Patents Act 1988.

All rights reserved. No part of this book may be reprinted or reproduced or utilised in any
form or by any electronic, mechanical, or other means, now known or hereafter invented,
including photocopying and recording, or in any information storage or retrieval system,
without permission in writing from the publishers.

Trademark Notice: Product or corporate names may be trademarks or registered trademarks,
and are used only for identification and explanation without intent to infringe.

Library of Congress Cataloging-in-Publication Data

Spirou, Costas.

Urban tourism and urban change : cities in a global economy / Costas Spirou.

p. cm. (Metropolis and modern life)

1. Tourism. 2. Cities and towns. 3. Sociology, Urban. 4. City planning. 5. Economic
development. I. Title.

G155.A156244 2011

307.1416dc22

2010023418

ISBN 0-203-83580-8 Master e-book ISBN
ISBN 13: 978-0-415-80162-1 (hbk)

ISBN 13: 978-0-415-80163-8 (pbk)
ISBN 13: 978-0-203-83580-7 (ebk)



To Patrice,
Jack, Tara, Mary Eve, and Stelios






CONTENTS

SERIES FOREWORD X111
PREFACE XV
ACKNOWLEDGMENTS XXI

CHAPTER 1 CHANGING CITIES AND THE COMMODIFICATION
OF LEISURE 1
MANUFACTURING AND THE RISE OF URBAN CENTERS 7
LEISURE AND THE URBAN
ENVIRONMENT: 1880—1950 9
POSTWAR RESTRUCTURING AND THE
CHANGING NATURE OF LEISURE 14
THE COMMODIFICATION OF LEISURE 21
THE SUNBELT, SUBURBANIZATION, AND EDGE CITIES 25
THE PRESERVATION MOVEMENT AND THE
RISE OF HISTORIC DISTRICTS 27
THE TRAVEL INDUSTRY, THE RISE
OF CORPORATIONS, AND THE
CONVENTION BUSINESS 29
CONCLUSION 35

CHAPTER 2 GLOBALIZATION, URBAN COMPETITION, AND
TOURISM 37
GLOBALIZATION AND TRAVEL 39
URBAN COMPETITION AND THE SEARCH FOR

ALTERNATIVE DEVELOPMENT STRATEGIES 46
THE ROLE OF THE PUBLIC SECTOR IN URBAN
TOURISM AND BUSINESS TRAVEL 47



X CONTENTS

STADIUM DEVELOPMENT IN DUNEDIN, NEW ZEALAND 50
THE ROLE OF THE PRIVATE SECTOR

IN URBAN TOURISM 53
URBAN TOURISM AND THE RISE OF

PRIVATE—PUBLIC PARTNERSHIPS 55
HARBORPLACE, BALTIMORE, MARYLAND 58
MARKETING CITIES AND NEW URBAN IDENTITIES 60
PRESERVING THE URBAN TOURIST

IDENTITY IN KRAKOW, POLAND 64
THE ENTREPRENEURIAL CITY 66
CONCLUSION 69

CHAPTER 3 TOURISM POLICIES AND URBAN GROWTH 73
PENANG, MALAYSIA: AN EVOLVING
TOURISM STRATEGY 75
TYPES OF TOURISM DISTRICTS 78
ETHNIC DISTRICTS 80
HisTORIC DISTRICTS 81
ENTERTAINMENT DISTRICTS 84
ALBERT DOCK AND WATERFRONT
DEVELOPMENT IN LIVERPOOL, UK 87
SPORTS DISTRICTS 90
THEME PARKS 92
SUPPORT DISTRICTS 94
TOURISM AND THE CLASH OF URBAN
FUNCTIONS IN PLAKA, ATHENS, GREECE 96
MEGA-EVENTS AND URBAN GROWTH 98
BEIJING, CHINA AND THE 2008 OLYMPICS 100

CHAPTER 4 THE INFRASTRUCTURE AND FINANCE OF
URBAN TOURISM 105
TYPES OF TOURIST CITIES 109
BUILDING AND FINANCING THE TOURIST CITY 112
SPORTS AND STADIUM DEVELOPMENT 116
THE GATEWAY PROJECT IN CLEVELAND, OH 119
THE CONVENTION CENTER CONSTRUCTION CRAZE 122
CASINOS, ENTERTAINMENT, AND
WATERFRONT DEVELOPMENT 125
THE ARTS, FESTIVALS, AND URBAN PARKS 130
THE IMPORTANCE OF URBAN BEAUTIFICATION 132
URBAN TOURISM DEVELOPMENT
IN BOGOTA, COLOMBIA 133
CONCLUSION 136



CONTENTS Xl

CHAPTER 5 URBAN TOURISM, AMENITIES, AND HUMAN

CAPITAL 139
NEIGHBORHOOD DEVELOPMENT IN LODO 140
HUMAN CAPITAL AND URBAN GROWTH 143
CREATIVE CAPITAL AND URBAN GROWTH 145
CULTURE, AMENITIES, AND URBAN DEVELOPMENT 148
GLASGOW, SCOTLAND AND THE 1990 EUROPEAN
CAPITAL OF CULTURE DESIGNATION 152
CIvIC TOURISM AND THE CREATIVE
ECcONOMY AND CLASS 154
BRISBANE, AUSTRALIA—THE CREATIVE CITY? 159

CHAPTER 6 RESIDENTIAL DEVELOPMENT AND THE NEW

FACE OF DOWNTOWNS 165
URBAN TOURISM AND THE REVIVAL OF
NEIGHBORHOODS IN SAN DIEGO, CALIFORNIA 167
GENTRIFICATION, RESIDENTIAL DEVELOPMENT,
AND THE NEW FACE OF DOWNTOWNS 170
LOFT CONVERSION AND REVITALIZED
COMMUNITIES 174
NEwW CONSTRUCTION AND EMERGING
NEIGHBORHOODS 177
DOWNTOWN REBIRTH? THE TRIALS
OF DETROIT, MICHIGAN 179
DOWNTOWN REVITALIZATION AND THE TOURISM/
CONVENTION STRATEGY IN SMALLER CITIES 183
REMAKING DOWNTOWN IN GREENVILLE,
SOUTH CAROLINA 188

CHAPTER 7 IMPLICATIONS AND DEBATES 193

NOTES

INDEX

TOURISM AND CULTURAL AUTHENTICITY 197
EcoNOMIC DEVELOPMENT DEBATES:
PRIORITIES IN JOBS AND EXPENDITURES 200
THE TALE OF TwoO CITIES. URBAN TOURISM
AND UNEVEN DEVELOPMENT 206
GENTRIFICATION AND DISPLACEMENT 210
PUBLIC SUPPORT OF PRIVATE ENTERPRISE:
DOES URBAN TOURISM FIT THE MOLD? 215
FUTURE DIRECTIONS: THE PROMISES AND
CHALLENGES OF URBAN TOURISM 219
URBAN TOURISM AND THE CITIES OF
THE TWENTY-FIRST CENTURY 226

229
247






SERIES FOREWORD

This series brings original perspectives on key topics in urban research
to today’s students in a series of short, accessible texts, guided readers,
and practical handbooks. Each volume examines how long-standing
urban phenomena continue to be relevant in an increasingly urban
and global world, and in doing so, connects the best new scholarship
with the wider concerns of students to understand life in the twenty-
first century metropolis.

In this addition to the series, Costas Spirou addresses how tour-
ism has economically and socially transformed cities as they enter a
global era. Do vacations to the beach, or trips downtown for dinner
and a movie really impact large, modern cities? Combining over a
century of historical material with up-to-date examples from cities
around the world, in this book Spirou tells a compelling and engag-
ing story that answers this question. Yes, urban tourism does matter.
Although tourism is frequently viewed as less important to cities than
other more traditional activities like manufacturing or finance, it has
played a major role in the development and redevelopment of cities
around the world. He begins by tracing the history of tourism for
cities and the commodification of leisure in the early twentieth cen-
tury, then turns his attention to the complex forces that shape cities
today: globalization, war, economic booms and busts, politics, and
the “creative class.” In each chapter, Spirou introduces the reader to a
key dimension of the world of cities in a global era, illustrating with

XI1



X1V SERIES FOREWORD

examples and photographs how urban tourism fits in. Throughout, the
discussion is supplemented with minicase studies of tourism projects
in cities on nearly every continent, including Dunedin (New Zea-
land), Krakow (Poland), Penang (Malaysia), Beijing (China), Bogota
(Columbia), as well as many American cities, including Baltimore,
Cleveland, and Denver. Both timely and accessible, this book illumi-
nates the pivotal role of tourism for the modern metropolis, answering
some questions, while also prompting new ones for both students and
scholars.

Anthony Orum
Zachary Neal
Series Editors



PREFACE

Why I Wrote This Book

Over the years I have had the opportunity to teach undergraduate
courses to students in urban sociology and political sociology. I have
also taught more focused classes in urban and community develop-
ment, culture and urban change, and sport and society. My experience
has been that students have always found these subjects interesting.
However, when classroom discussions centered on the recent reorga-
nization of cities, especially in downtowns, students were markedly
curious and particularly engaged. Many would share personal obser-
vations and reflections about the rapid physical remaking of these
spaces. Furthermore, lively conversations often included commentar-
ies on the qualitative aspects of these transformations. For example,
students were able to quickly identify the considerable resource allo-
cations made in terms of culture, leisure, and tourism. Questions such
as: What is the historical context of this urban restructuring? Why
do cities invest so extensively in entertainment oriented facilities? Are
these investments worth it and how about access issues? Do all resi-
dents frequent these new attractions and are they affordable? Or are
these mostly geared for visitors? Should the money be spent instead
to address social issues such as education, housing, transportation?
What about the significant residential development that has sprung
up in recent years, in and around downtown areas? Is there a rela-
tionship between this and the rise of urban tourism and amenities

XV



XVI PREFACE

development? How about gentrification and displacement? These dis-
cussions would often end by recognizing the changing nature of cities
and by concluding that urban centers are now aggressively focused on
capturing tourist dollars within a consumption driven economy.

It is the need for a comprehensive response to these classroom
conversations which motivated me to embark on writing this book.
Existing instructional material on the study of tourism tends to either
utilize a management or a marketing standpoint, making the need
for a social science treatment of the subject imperative. In fact there
are few publications that employ a social science approach. Those are
typically edited from a cultural studies or geographic perspective.
Furthermore they possess limited emphasis on sociological forces and
lack the inclusion of economic development rationales and the role of
political actors and public/private partnerships. This work integrates
these elements and explains how tourism, culture, and entertainment
helped transform urban centers during the recent decades.

Intellectual Motivations

This book is about the evolving nature of contemporary cities and the
dynamic change which characterized urban centers during the lat-
ter part of the twentieth century. Historically, cities served multiple
tunctions, showcasing not only the strength of economic, political,
and religious institutions, but also serving as centers of intellectual
power and artistic and technological advancements. With the birth of
the industrial revolution cities were positioned center stage and often
came to be viewed as a barometer of human civilization.

For much of history, tourism was on the periphery of human expe-
rience. Though people desired to see other places, travel limitations
and cost kept the number of travelers low. Travel was for the wealthy.
‘Therefore the masses alternatively sought recreation through trips to
the beach and parks, mostly away from the cities. Escaping the den-
sity, pollution, and difficult living conditions evident in the manufac-
turing surroundings and reconnecting with nature was appealing.

However, during the first half of the twentieth century, the nature
of leisure started to slowly shift, from being passive to becoming
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active. Labor laws reduced the time people spent at work, the stan-
dard of living increased, the rise of air transport and the construc-
tion of the highway system eased travel, television and other forms of
mass media exposed Americans to the world, and the rise of corpora-
tions and business trips all proved significant in the way Americans
engaged tourism. Travel was not only possible; it was within reach
and also desirable. Cities, especially during the postwar era, came to
be viewed as attractive places where one can experience the cultural
institutions, visit sites, and become connected to the settings in the
forefront of human progress.

It is within this framework that urban tourism emerges as a power-
tul force. At a time when many cities were struggling to address the
devastating eftects of deindustrialization and urban decline this sector
becomes a significant economic development strategy. Industrial cit-
ies looked to convert to tourism centers and invested millions in that
transformation. However, the rise of urban tourism in recent decades
is also influenced by other forces. Chapter 2 discusses the role of glo-
balization and of urban competition. Both of these factors helped
position tourism as a viable industry, one that came to quickly be
viewed as capable of generating positive economic impacts. Chapter 3
presents a variety of tourism policies embraced by local policymakers
aiming to bring about growth. Tourism districts are one example that
played a key role in this process.

The dynamics of building the infrastructure needed to sustain
urban tourism and finance massive development projects is discussed
in chapter 4. Convention centers and stadiums for professional sports
franchises represent that type of investment. Support for waterfront
development, parks, festivals, and art spaces, as well as urban beau-
tification programs, prove equally important in refacing and altering
the look and function of many spaces. These significant expenditures
subsequently give rise to new amenities which help attract a distinct
human capital, drawn in by improved quality of life conditions. This
process, as well as the effect of urban tourism in remaking the culture
of the city is covered in chapter 5.

However, a reconstituted urban environment, with amenities and
considerable investments in leisure oriented infrastructure, proved to
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have additional effects. Newcomers, attracted by the new urban cul-
ture, reshaped the physical landscape by placing considerable pressure
on local housing markets. Extensive residential development followed
in the form of new construction and conversions. These trends are
discussed in chapter 6 and point to the restructuring of downtowns.

All of these changes generate numerous questions about the future
of the city. For example, as urban tourism fueled the restructuring of
cities along lines of leisure and entertainment, and high income resi-
dents came to occupy revitalized neighborhoods, a set of new issues
emerge. Gentrification and displacement, uneven development, con-
cerns regarding cultural authenticity, and questions about the role of
the public sector in assisting the development of private enterprise
abound. Chapter 7 discusses these complex, social inequality related
debates. On the one hand, we can point to the unanticipated social
implications of these urban tourism investments, while on the other,
these same practices helped breathe new life to once distressed and
dilapidated cities.

Urban tourism is a powerful force and has significantly influenced
the ways cities think about their role and future direction. Projec-
tions indicate that in the next decade, capital investments in tour-
ism across all continents will near the $2 trillion mark. Governments
will continue to search for ways to attract visitors and their spending
and seek out partnerships with corporations and business leaders to
provide memorable tourist experiences. Because of this, the physi-
cal landscape of urban centers will be altered. However, when one
considers the seasonal nature and low paying jobs generated by this
sector, this dynamic change is going to produce new forms of social
inequalities. The necessity for tourism sustainability extends to the
urban environment and points to the need for us to address and rem-
edy these conditions.

Teaching Motivations

'The recent urban restructuring caused by investments in tourism, cul-
ture, and entertainment services requires the adoption of a text for
teaching that is timely and comprehensive. Urban Tourism and Urban
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Change: Cities in a Global Economy fills that void and in the process,
serves the needs of both students and instructors. My goal is to pro-
vide a unique blend of readability and scholarship that presents socio-
logical concepts with a wealth of cross-cultural and global examples.

'The book includes numerous teaching elements not present in other
publications on this subject. Specifically, it offers a historical frame-
work of the development of urban tourism within the context of post-
war urban change. This helps students gain a better understanding of
its genesis and evolution including the value placed on this industry
by local governments, civic coalitions and private interests. Numerous
case studies of U.S. and international cities amplify various aspects of
the book, inviting students to engage in the pursuit of understanding
this economic sector. The integration of sociological factors on leisure
and commodification expand knowledge of the social world, allowing
for an opportunity to see how the advancement of urban tourism can
have direct implications for other areas of human experience. Treat-
ment of how smaller cities embraced similar trends shows the distinct
relationship between urban tourism and urban change.

The descriptive and analytical nature of the material, augmented
by photographs and relevant tables, draws students into the subject
matter and helps them gain a better understanding. The integrated
case studies offer a unique perspective since they provide instructors
and students with an opportunity to understand the global nature
of these developments. Finally, the questions for writing, reflection,
and debate, found at the end of every chapter, provide ample oppor-
tunities for classroom discussion and further engage the student in
the subject matter. Because of these features, this book is appropriate
for use in numerous courses and various disciplines. I would like to
acknowledge all the instructors who are going to adopt the book in
their courses and invite them to contact me with feedback.

Costas Spirou
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1

CHANGING CITIES AND
THE COMMODIFICATION OF LEISURE

During the second half of the twentieth century, the rise of the
suburbs and ensuing problems in the inner cities, especially during
the 1960s and 1970s, caused significant geographic restructuring
along with major changes in social relations. This book focuses on
one aspect of that restructuring; namely, the role of urban tourism
in the revitalization of downtown areas and the surrounding neigh-
borhoods. Specifically, how the intersection of “a second iteration of
leisure,” a condition that emerged during the post-World War II era,
coupled with urban economic development initiatives contributed to
major investment in urban infrastructure and the marketing of cities
as places of entertainment and play for both those who are on vacation
and those who are visiting for business reasons.

These culture-driven strategies in urban development were fueled
by the fact that citizens now have more leisure-expendable income
than ever before. This prompted city governments to increase expen-
ditures on culture and specialized bureaucracies. In order to cater to
a growing, more sophisticated, and differentiated public demand,
policy-making bodies ventured to enhance their provision of cultural
services. The outcome of these trends resulted in the development of
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an economy of urban tourism. Thus, we can observe cities and their
governments turning their attention to showcasing their heritage and
exporting their cultural identity, with hope of translating these poli-
cies into revenue streams capable of bringing about social and eco-
nomic transformation.

This investigation of the rise and importance of urban tourism is
structured around four key interlocking themes so that the topic can
be understood via a developmental perspective within a broad histori-
cal and socioeconomic framework. First, postwar urban restructuring
forced cities to search for alternative means of economic development.
Rapidly evolving elements of globalization furthered this quest by
injecting competition between cities (for business and recreational visi-
tors), and leading them to embrace a variety of entrepreneurial strate-
gies. Second, the emergence of urban tourism as a fiscal growth strategy
reorganized the physical landscape of cities. The massive development
of infrastructure that followed changed the built environment in ways
not visible since the early period of city building, evident during the
latter part of the nineteenth and early years of the twentieth centuries.
'Third, the remaking of the urban core through tourism also altered the
culture of cities, attracting younger workers. Increased cultural ameni-
ties, for example, drew greater numbers of people who worked in the
arts at all levels to urban areas. Fourth, some of the implications asso-
ciated with the rise of urban tourism included questionable social and
economic benefits, diversion of valuable resources, and the difficulties
of sustaining a dual city that catered both to visitors and residents, a
system which tended to aid the interests of the corporate elite.

'The issues outlined above are demonstrated by the city of Pitts-
burgh. At the turn of the twentieth century Pittsburgh was on top of
the world. The city was synonymous with steel production, provid-
ing more than a third of the total national output, exemplifying the
prowess of the American economy in the midst of major industrial
growth. By 1950, Pittsburgh had the highest population in its history.
The professional football team, the Steelers, and the locally produced
Iron City Beer, reflected the cultural integration of the city’s manu-
facturing identity. However, Pittsburgh’s fortunes were soon reversed.
Once it had been the steel capital of the world, but massive declines
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in manufacturing jobs, which caused significant depopulation, led to
the disintegration of the local economy following extensive plant clos-
ings. Many neighborhoods were ravaged, especially in the north side
of the city. There were empty factories with rows of smokestacks and a
vast array of vacant buildings, commercial and residential. During the
1970s the city’s population declined by almost 14 percent and in the
1980s by more than 18 percent. Equally significant was the weaken-
ing of the corporate leadership which had played a critical role in the
city’s earlier industrial development.!

But in May of 2009 the White House, to the surprise of many,
announced that the city would serve as the site for the September
2009 G-20 Economic Summit. It was Pittsburgh, rather than New
York or Chicago that was to be presented as a shining case of a pre-
viously depressed manufacturing center that had managed to suc-
cessfully revitalize itself into a postindustrial city. One indicator of
Pittsburgh’s reversal of fortune was the national and international
attention it received as the recipient of numerous accolades for liv-
ability. In 2005, 7he Economist ranked it as the most livable city in
the United States and 26th worldwide. In 2007, Places Rated Alma-
nac recognized it as “America’s Most Livable City”? and in 2009, 7he
Economist placed Pittsburgh once again in the number one position
nationally and 29th worldwide.® In 2009, Forbes Magazine ranked it
as America’s 10th most livable city among 379 contenders. Of the five
indicators used (income growth, cost of living index, culture index,
crime rate per 1 million residents, and unemployment), Pittsburgh
received the highest mark in the culture index (37 of 379 competi-
tor cities). In 2010, the same publication identified Pittsburgh as the
most livable city in the country, giving it a ranking of 26th in arts and
leisure among the country’s 200 largest metropolitan areas.*

'This renaissance can be attributed to many factors. Since the mid-
to late 1990s, Pittsburgh had pursued a diversified economy. Focus
had been placed on upgrading local business conditions by attracting
companies in the healthcare and medical sectors, technology, robot-
ics, and financial services. In addition, institutions of higher educa-
tion like Carnegie Mellon University and the University of Pittsburgh
improved their status, helping advance the city’s new image.
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But Pittsburgh also saw itself as a regional recreational and conven-
tion destination. City officials endeavored to build an infrastructure
that would support the advancement of this industry and significantly
upgrade its current standing. For example, the David L. Lawrence
Convention Center, opened in 2003, is owned by the Sports and
Exposition Authority of Pittsburgh and Allegheny County. The $375
million facility was developed as a result of a public—private partner-
ship that included philanthropic contributions and corporate spon-
sorships with the state providing more than $150 million. Viewed as
the keystone of the hospitality industry in western Pennsylvania, the
riverfront project, which offers more than 1.5 million square feet of
space, replaced the previous convention center, which had been built
in 1981 and had just 130,000 square feet.

The construction of the convention center is the result of a new
strategic direction and an ambitious financial framework that was
introduced in 1997. Revenues were drawn from various local sources,
but all were for the benefit of restructuring the city. They included
adding a 1 percent county sales tax on top of the existing 6 percent
base sales tax, as well as parking, hotel/motel taxes, federal and state
contributions, and even a payroll tax on nonresident athletes. The
result of this initiative was the unveiling of the Regional Destination
Financing Plan. Introduced in 1998, the plan included over $1 billion
in development projects.

In addition to the convention center and related infrastructural costs,
a large portion of these funds went to the construction of new sport-
ing facilities on the North Shore, an area where Three Rivers Stadium
once hosted the city’s professional baseball and professional football
teams. Demolition of the old stadium made room for two separate
structures, PNC Park (home of the Pirates) and Heinz Field (home of
the Steelers). City officials then looked beyond sports. According to
then Mayor Tom Murphy there was a need for a park that would “be
visually attractive, but also have the feel of an adventure playground,
so that families would bring their kids there.” The $31 million North
Shore Riverfront Park introduced greenery and connected the North
Shore with the downtown, bringing more people to the once barren
area. In fact, such development prompted one observer to exclaim that
“the new amenities have bolstered the city’s mood...I think people
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Figure 1.1 Aerial view of Pittsburgh, Pennsylvania. The North Shore (foreground) includes concen-
trated investments in the development of the Carnegie Science Center and the UPMC Sports Works,
Heinz Field, PNC Park, the Children’s Museum, the Andy Warhol Museum and the National Aviary. The
addition of parkland and bridges connects these attractions to the downtown, including the Cultural
District and Point State Park (Courtesy lo Foto, Shutterstock Images).

have begun to see that life after steel is possible. All the old industrial
detritus around here is gone.”

Pittsburgh’s array of projects was intended to recast the downtown
as a premier location for tourists, businesses, residents, and for those
seeking entertainment opportunities. A number of organizations led
the charge. The Pittsburgh Downtown Partnership, formed in 1994,
marketed the area as a vibrant location for visitors and locals. The
Urban Redevelopment Authority directed the revitalization of down-
town by introducing Three PNC Plaza ($133 million) and Piatt Place
($70 million), two mixed use projects that provide office and retail
space, a hotel, and condominiums. In addition to these facilities, the
$40 million, state of the art August Wilson Center for African Amer-
ican Culture, parks, and high rise residential structures, also helped
change the image of the core.

These investments proved to have a powerful impact. The once
dominant view of the city was being altered right in the midst of an
ongoing population exodus. The number of young people had drasti-
cally diminished with a high ratio of elderly residents staying behind.
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However, one 2006 analysis identified a reversing trend, concluding
that among “Pittsburghers 25-34 years old, 41.9% have graduated
from university, placing the city among America’s top ten. More than
17% of those young people have also earned an additional graduate or
professional degree: the fourth-highest share in the country, behind
only Washington, DC (think lawyers), Boston and San Francisco.”
The 2007 to 2008 estimated annual population loss was by far the
smallest in this decade.”

The city sought to retain this younger and highly educated group.
For example, The Propel Pittsburgh Commission is a mayoral com-
mittee whose mission is to give “young professionals of Pittsburgh
a major role in moving the City of Pittsburgh forward.” Its interest
for the creative class, or knowledge-intensive workers, was combined
with industrial brownfield site redevelopment.® A good example of
that is the SouthSide Works complex which opened in 2005 and is a
34-acre project, once the site of an old Jones and Laughlin steel plant
along the Monongahela River. The neighborhood built at the site
includes upscale ethnic restaurants, high end apartments, art galler-
ies, shopping outlets, along with an extensive array of entertainment
opportunities. The development also complements the East Carson
Street business district, aimed at serving young professionals who can
combine living, working, and playing within its boundaries. Future
plans include a riverfront pavilion and a fitness center.!”

It is clear from the case of Pittsburgh that cities are reorganizing
themselves by utilizing cultural strategies to craft new urban identi-
ties, employing numerous initiatives aimed at reviving and growing
their local economies. In response to fiscal pressures and other, larger
socioeconomic structural changes, cities have aggressively embarked
on plans to reinterpret or romanticize their past. In turn, they are
endeavoring to replace former identities by constructing and promot-
ing new, culturally based images that rely on entertainment, leisure
activities, urban tourism, along with convention business. Museums,
testivals, revamped public spaces, tourism bubbles, sports stadiums,
theater districts, ethnic precincts, convention centers, and urban
beautification programs are some of the tools utilized to advance this
new direction.
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To better understand these significant developments, it is important
to first focus on the conditions that helped propel the reorganization
of American cities into places of culture, leisure, and entertainment.
I provide a treatment of two distinct, yet interconnected forces. First,
after World War II the restructuring of urban spaces was signaled
by extensive transformations that came to reshape the built environ-
ment. The second point centers on the commodification of leisure and
its role in assisting the formulation and growth of urban tourism. I
examine these issues, offering a historical framework that serves as a
basis for considering the remaking of cities.

Manufacturing and the Rise of Urban Centers

As the United States entered the second half of the nineteenth cen-
tury the mechanization of manual labor, begun a century earlier,
brought about changes in agriculture and textile manufacture. Many
of these changes impacted the eastern area of the nation, which was
then the industrial center of the country. Steam boiler technology
brought about new transportation opportunities and expanded com-
mercial activity. Its introduction was fortuitous, because at that time
the country was looking west, searching for new economic growth
opportunities.

This westward expansion was fueled by a second industrialization
movement that would prove more robust than the first one. The change
fundamentally reorganized social relations and eventually restruc-
tured society. At its core was the rapidly evolving railroad system, the
high point of which was the opening of the First Transcontinental
Railroad in 1869. Via an expansive network, the rail grid allowed for
an efficient transportation of goods.

Workers laid railroad tracks at a dizzying pace. In 1830 there were
only 39.8 miles of track, all in the eastern part of the country. By
1860, 28,919 miles were spread across all parts of the nation; by 1890
that number was an impressive 163,562 miles.!" The new rail system
encouraged the development of a new type of American city. Popu-
lation centers were transformed by the rapid expansion of the steel,
textile, and iron industries; the rise of manufacturing; the growth of
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meatpacking; and the application of technological advancements such
as electricity, the telegraph, and the telephone; combined with the
available natural resources in the interior of the country.

For example, the citizens of Philadelphia saw their core of eco-
nomic activity move away from the docks along the Delaware River
to new inland manufacturing districts. This changed the character
and physical function of the area. It was during this time that Phila-
delphia’s downtown or central business district, the Center City, was
developed.?

The result of these broad-spectrum changes was a series of newly
created downtowns in cities across the country. These areas housed a
variety of businesses, including hotels, banks, and other financial ser-
vices. Increasingly, these new downtowns offered more differentiated
shopping and entertainment opportunities through department stores
and theater productions. All of these areas shared a typical pattern of
development: emerging manufacturing districts included proximity
to rail access and work and living environments were separate.

Like Philadelphia, by the latter part of the nineteenth century Chi-
cago saw its robust economy along the mouth of the Chicago River
give way to successful machinery and textile manufacturing areas on
the west side and printing on the near south side. Further south, the
Union Stockyards employed thousands. During the 1920s, Chicago
processed more meat than any other location in the world.!* Much of
this processing was accomplished by the use of railroad lines, which
allowed for rapid shipping in of cattle and other animals to the slaugh-
terhouses and the subsequent distribution of the meat products both
within Chicago and to other cities.

As noted above, work and family life also become spatially differ-
entiated. Efficient transportation enabled the separation of factories
from workers’ housing. Neighborhoods, such as Back of the Yards
that were crowded by laborers from the nearby Union Stockyards,
were initially positioned within walking distance of factories. In some
cases, like the Pullman Palace Car Company in far south Chicago,
wealthy industrialist and founder George Pullman envisioned a work-
ers’ paradise—a uniquely designed setting that incorporated family
life and work (the production of railroad cars)—within the same iso-
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lated grounds. That experiment failed as the workers revolted with
strikes against Pullman, quickly ending this innovative form of labor
relations and social engineering.

As residential neighborhoods were subsequently located farther
away from manufacturing districts, mass transportation became criti-
cal. The electric trolley, elevated train, and subway all served the needs
of the economy within this newly developing industrial city. In addi-
tion, social relations shaped new residential patterns. Chestnut Hill
in Philadelphia and Prairie Avenue in Chicago housed middle-class
and upper middle-class families, and could be found far away from
factory workers” homes.

Cities served as the entry points for newcomers from both U.S.
rural areas and from Europe, who sought to improve their lot in life.
Urban centers were expanded by the influx of immigrants from the
second half of the 1800s to the early part of the 1900s. Internally,
the Great Migration of African Americans from the South to the
northern industrial cities also provided the needed labor to meet the
needs of the expanding manufacturing capacity and business develop-
ment. By 1960 robust expansion characterized American cities, many

of them seeing their population nearing or exceeding 1 million resi-
dents (see Table 1.1).

Leisure and the Urban Environment: 1880-1950

As urban centers in the United States grew, leisure began to rapidly
evolve: what had traditionally been left to individual choice now
became part of a planned effort. Urbanization and immigration made
it critically imperative to consider the consequences of dense urban
living conditions. This section describes the rise of a “first iteration
of leisure” occurring during this period and identifies two emerging
themes: (1) its institutionalization, and (2) its use as a means of social
control.

By focusing on the availability and use of open spaces, leisure pen-
etrated the social fabric of American life. During the latter part of
the nineteenth century, the Progressive Movement helped found the
“playground movement” by questioning the consequences of a new
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urban lifestyle. Jane Addams’s support for reforms and call for action
started the commitment to providing a safe haven for children and
began addressing the problems of crime-ridden streets.*

As an offshoot of the women’s suffrage movement, which was
developing in the late 1800s, the Mother’s and Children’s Movement
focused on supporting schools and protecting children from abusive
labor practices. By 1902, nearly 800 cities had organized municipal
park systems. In 1905, Chicago invested $5 million in building 10
neighborhood parks. Settlement houses were also part of the play-
ground movement since their mission was to serve impoverished and
struggling communities—recreational activities flourished in many of
these institutions. In Cleveland some of the oldest settlement houses,
such as the Alta House (1895), Hiram House (1896), and Rainey
Institute (1904), provided gymnasiums and swimming pools in newly
built facilities.'s

As the playground movement became connected to the national
agenda, local governments began providing many of these services,
which were often part of social reform efforts to Americanize the
newly arrived masses. Civic leaders viewed organized recreational
activities as being central to assisting new residents adjust to life in
the United States. Programs designed to help participants become
productive contributors to the city’s economic and social well-being
proved popular. Even the acquisition of proper citizenship would be
attributed to the movement and, in the process, help expand support
for the initiative. In 1906, the Playground Association of America
was founded. A year later, President Theodore Roosevelt referred to
the Chicago parks as “one of the most notable civic achievements of
any American city.”®

In addition to the civic value of leisure and play this era brought
another shift in society’s attitude along religious and moral lines. A
Victorian outlook had dominated civic leaders’ view of theaters, sports,
and dance halls during much of the nineteenth century. Immoral
behavior, which was defined as drinking, gambling, and sexual con-
duct, became closely associated with these entertainment settings.
However, in the first part of the twentieth century, this restrictive
approach changed.
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First, civic leaders viewed structured recreational opportunities as
an antidote to the social ills that seemed to attract the youngsters who
wandered the streets. They urged a national involvement of munici-
palities offering organized recreational activities. In 1906, 41 cities
sponsored public programs and by 1920 465 cities were involved. The
enactment of laws authorized local governments to become involved
in the organization and delivery of recreation. As a result, the num-
ber of buildings for recreational use quadrupled between 1925 and
1935.17

Second, there was more leisure time available to the average worker.
'The labor unrest that dominated many American urban centers during
the latter part of the nineteenth century led activists to focus, in the
early years of the twentieth century, on reducing the average number
of hours worked per week. The amount of time spent at work steadily
declined after the Civil War; however, between 1900 and 1920, there
was a more rapid decline in the time spent on the job. Between 1913
and 1919, weekly hours decreased by 8 percent. During the 1920s,
Americans saw their hours per work week drop by about 10 hours
from the upper 50s to the upper 40s. During the 1930s, Americans
saw that number further diminish below the 40-hour mark.'s

As Americans enjoyed more available time away from the factory
and turned to leisure, recreation began to have an economic effect.
During the 1920s, savvy business leaders engaged in promoting “the
new economic gospel of consumption.” Some feared that the increased
periods of leisure time and focus away from work would directly slow
economic growth. They countered this fear by advancing marketing
activities; it was hoped that workers would want to acquire more con-
sumer goods and that advertising would lead to an increase in produc-
tivity to meet this need.

With more people having more free time, the period also saw an
increased presence of establishments related to leisure and entertain-
ment. A variety of recreational outlets were provided, given the rise
of commercial amusements, such as dance halls, social clubs, regular
theaters, movie theaters, public parks, beaches, and professional sports
grounds. This also led to concerns about the moral values conveyed by
some of these activities, especially dance halls and similar clubs, which
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were viewed to promote sexually promiscuous behavior and gambling.
However, this was increasingly becoming part of a new lifestyle that
was adopted by the masses and in the process helped construct a new
culture that was more open, progressive, and a departure from the
traditional Victorian values and practices of the past that focused on
the importance of religion, morality, and industrialism."

So, as we see, by the 1920s leisure time and entertainment had
become essential elements of society. For most people leisure activity
meant not being at work. By the 1930s, when the country experienced
the harsh effects of the Great Depression, leisure activities alone
seemed to offer a panacea. The government aggressively engaged in
facility and program development aimed at boosting entertainment
options. Campgrounds, outdoor common areas, and field houses
sprang up across the country. From 1932 to 1937, more than $1.5
billion was allocated to realizing these pursuits. The Works Progress
Administration (WPA) distributed $11 billion for the construction of
12,700 playgrounds, 8,500 gymnasiums, 750 swimming pools, 1,000
ice skating rinks, and 64 ski jumps, which accounted for 30 percent of
the WPA'’s total budget.?

In the early 1940s, during World War II, the military provided
recreational activities for servicemen and women, as well as in com-
munities across the country, and to those who worked in war-related
manufacturing plants. As a way to reduce labor tension, a condition
that always threatened the maximizing of profits, employers extended
support for sport activities. Indirectly, this focus also led to increased
assimilation of workers separated by ethnic and racial ties, so that they
became better integrated into the capitalist system.?' According to the
1944 conference proceedings of the Industrial Recreation Association,
“well-paid workers today and the minority groups that are continually
coming to the fore have had tastes of power that can be redirected into
a fighting game of basketball and close competition in bowling or in
some of our other dynamic athletic and sport events.”??

By the late 1940s, the institutionalization of leisure time meant that
playgrounds, settlement houses, parks, gymnasiums, and commercial
establishments now housed organized activities. Furthermore, leisure
emerges as an instrument of social control and becomes connected
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to the Americanization of immigrants. It also kept the labor force
distracted from organizing against factory conditions and unequal
treatment. But leisure would undergo an additional shift, a “second
iteration” during the postwar era, a period of considerable economic
growth and urban change.

Postwar Restructuring and the Changing Nature of Leisure

The end of WWII signaled the start of a fundamental economic reor-
ganization. Cities were in the midst of that process. Before the 1940s,
urban centers maintained a differentiated and highly functional role
as business and financial services. Office headquarters and legal ser-
vices could be found in downtown areas. Furthermore, in adjacent
areas light manufacturing industries, specialized factory districts,
warehousing, and wholesalers helped create robust commerce locales
offering continuous employment opportunities.

'The leadership of urban centers in the 1950s and 1960s viewed fis-
cal growth opportunities in the same manner as their predecessors
had approached city building decades earlier. The prominent modes
for assessing current and future economic development opportunities
were investment in manufacturing and reliance on the export-base
theory. In fact, quite a bit of emphasis was placed on these two factors;
the building up of a downtown as the main core for financial activity,
and the upgrading of a city’s physical infrastructure. These develop-
ments helped cities respond to the rising use of automobiles and air-
planes through the construction of highways and airports.?

But at the same time, the manufacturing economy showed signs
of weakness. The decline of heavy industry accelerated in the post-
war period and forced economic reorganization and restructuring.
For the cities of the Northeast and upper Midwest, which had relied
for decades on industrialization to provide a tax base, the rapid dein-
dustrialization proved devastating. In many cases, plant and business
relocation further accelerated the decline and caused high rates of
unemployment. During the 1970s, a total of 30 to 50 million jobs
were lost and almost three-fourths of all private-sector jobs that were
in place in 1970 had disappeared from many Northern and Midwest-
ern cities by the end of the decade.?
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'The postwar decline in manufacturing employment persisted into
the latter part of the twentieth century and was exacerbated by reces-
sionary periods (see Figure 1.2). While many factors were influenced
by this shift, the rise of the service economy advanced this dislocation
and proved one of the major contributors to urban restructuring. In
1947, 11.3 percent of the work force was connected to the agricultural
sector. By 1966, that figure decreased to just 2.7 percent. During that
same period, manufacturing, which also included mining and con-
struction, decreased from 33.8 percent to 21.1 percent of the work
force. On the other hand, the service sector grew from 54.7 percent in
1947 to 76.6 percent in 1966 and included transportation, communi-
cation, wholesale, retail, finance, insurance, real estate, government,
education, law, and accounting. Such profound economic shifts were
bound to bring about changes in leisure activities.?

In 1934, sociologist George Lundberg and his colleagues had
defined leisure as “the time we are free from the more obvious
and formal duties which a paid job or other obligatory occupation
imposes upon us.”?® Sociologist Josef Pieper had argued in the 1950s
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that “leisure implies an attitude of non-activity, of inward calm, of
silence.”” However, during the 1950s, a decade of prosperity, America
was in the midst of profound social and cultural changes. The growth
of mass culture that evolved from a rapidly developing consumerism
significantly altered the impressions and practice of leisure.

In February 1949, art historian Russell Lynes wrote an article for
Harper’s magazine, titled “Highbrow, Lowbrow, Middlebrow” draw-
ing national attention to the social effect of leisure-oriented practices.
Lynes created a chart, classifying the tastes of Americans by integrat-
ing objects, interests, and activities. The reaction to Lynes’s article was
so extensive that it appeared in Life magazine a couple of months later,
turthering the debate.

Lynes’s assessment documented Americans’ changing behaviors,
but it also clearly showed that a new system of social classification was
beginning to emerge. In postwar America, class was not solely defined
by the traditional signifiers of wealth, education, and background.
Within the parameters of a new leisure framework, social classifica-
tion was also drawn from the amount and way in which Americans
spent their free time. In a 1983 interview, Lynes explained that,

Corporate support of art exhibitions makes possible these blockbuster
museum shows, to which hundreds of thousands of people go and stand
in line for hours to see King Tut’s mask or whatever. This moves a whole
lot of people into museums, for better or worse. Partly it’s a matter of
corporate or government support, and also there’s been an enormous
increase in the amount of leisure people have. Work hours are shorter,
leaving more time for people to do things they want to or think they

want to.28

The new standing of leisure complemented other major cultural
shifts that were underway following World War II. Sociologist David
Riesman examined the dynamics of this new society, within which
leisure was rapidly being transformed. In his 1950 book 7he Lonely
Crowd, Riesman tried to explain the historical shift by offering a
three-stage typology.

Riesman termed the first stage as the “tradition directed” style in
which values already established by society are embraced. The second
stage was termed the “inner directed” style, which drew from actions
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that focused on parental understanding and was characterized by a
sense of commitment to immediate guidelines directed by an inner
conscience. The third stage, identified as “other directed,” was where a
mass culture allowed for a fundamentally changing nature of the social
character that is not fixed and rigid. At this stage, people were more
likely to respond and embrace an outward outlook, influenced by the
peer group, and therefore capable of developing changing desires and
evolving tastes. Leisure could now be viewed and examined within a
very different framework.

It is important to note here that this reformatted nature of leisure
in the postwar era was taking place in the midst of rapidly evolving
urban conditions. Urban decline and renewal, population movement
to the Sunbelt and suburbanization, along with the rise of edge cities
provide us with the context within which urban tourism emerges as
a tool of economic growth and a preferred option for policymakers
seeking to turn around urban decay. The rise of leisure and the sig-
nificance of tourism cannot be viewed independent of the conditions
which brought about stress to the once dominating urban cores. An
understanding of urban tourism thus necessitates placing that process
within a broader historical context of American urban experience.

Postwar changes impacted the cities in fundamental ways, espe-
cially as the economic functions that once characterized urban centers
were undergoing restructuring. Production, warehousing, wholesale
and retail trading, finance, and related business services had became
synonymous with urban life. These industries had roots in smaller
medium-sized communities of the upper Midwest and Northeast.
There was an infusion of a large labor pool of immigrants; African
Americans traveled from the South to the North where employment
possibilities were excellent. Cities” economies benefited and markets
slowly became differentiated, which fueled continued production and
unprecedented growth.

But manufacturing jobs rapidly declined after the 1950s because
technological advances transformed the production process and
required a smaller number of workers. On the other hand, the service
sector grew dramatically in both professional positions and support
staff. The United States also experienced an increased level of educa-
tional attainment (see Figure 1.3), causing considerable demand for
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white-collar workers, such as lawyers, financial advisors, accountants,
and others. At the same time, the economy’s move away from produc-
tion toward a closer alignment with consumption resulted in the rise
of large retail businesses and services that included sales, administra-
tive support, and restaurant personnel.

An analysis of seven Northeastern and Midwestern metropoli-
tan areas between 1970 and 1997 shows that the percentage of those
employed in the manufacturing sector decreased from 30.1 percent
(1970) to 12.5 percent (1997) while the finance, insurance, and real
estate sector increased from 6.4 percent (1970) to 9.9 percent (1997).
The services sector nearly doubled from 18.4 percent (1970) to 35.6
percent (1997).%

Loss of manufacturing was not the only reason for the decline of the
urban core. Suburbanization and the concurrent white flight, greatly
contributed to the altering fortunes of cities. Federal policies exacer-
bated the decline. The Federal Highway Act of 1956 under President
Dwight D. Eisenhower unknowingly led to this downward trend.
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'The fund was meant to create an impressive transportation system
and to encourage the mass production of automobiles coming out of
Detroit. This drove down prices, which made it easier for consumers
to purchase cars. The government issued $25 billion in bonds for the
construction of more than 41,000 miles of highway for the interstate
highway system, the largest in the world.

But the highways also fueled metropolitan expansion, especially
following the development of auxiliary interstate expressways. These
adjoining networks were put together with the aim of circumventing
the main highway routes through cities. Many of the bypasses and
spur thoroughfares provided the needed access for the massive post-
war suburbanization.

Manufacturers also searched for opportunities to move away from
the restrictions of space and cost that were found in traditional city
centers. As the new transportation system started to take shape, loca-
tion became more important in the decision-making process of busi-
ness operations. In the past, the labor concentration and the presence
of railroad hubs in urban cores were the rationale behind the posi-
tioning of commercial activities. Vast pools of workers and highly
developed railroad networks meant that production and distribution
demands could be supplied effectively and efhiciently. Because work-
ers could now live outside the city core, retailing and manufacturing
activities were relocated to the suburbs. Some companies went beyond
the immediate regions to other parts of the country, relying on the
flourishing trucking business to easily move goods across the country.
Other enterprises looked abroad, taking advantage of weaker envi-
ronmental restrictions and cheap labor conditions.

'The federal government responded by assisting cities that were now
experiencing economic decline, as residents fled to the suburbs. The
Housing Act of 1949 provided considerable funding for urban rede-
velopment programs. During a three-decade period, these renewal
programs focused on numerous outcomes. Slum clearance, housing
construction, and economic development proved central tenets of
these efforts. In 1960, $706 million was expended on slum clear-
ance; in 1970, $3.8 billion was spent.*® The result was the removal of
huge portions of downtown neighborhoods, often replaced with office
buildings, open spaces, and parks.
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But urban renewal programs could not effectively revive dying
urban cores and economic development opportunities would prove
limited. Furthermore, the federal government slowly withdrew its
attention from cities, leaving local leaders to search for other revenue
sources. The decline of urban centers also had social consequences.
Populations of American cities became predominately African Amer-
ican, characterized by joblessness and concentrated poverty. Hous-
ing decay and widespread social problems were overwhelming. The
manufacturing jobs that had brought African Americans north to
Detroit, Milwaukee, Buffalo, and other cities were now gone. By the
late 1960s, riots engulfed urban neighborhoods and reached their
height in 1968. In 1968 and 1969, 289 riots extended over many days
with 66 dead, 5,302 injured, and 31,680 arrested. From 1965 to 1970,
221 people died in these urban uprisings.’! The onset of these riots
contributed to the image of cities as crime-ridden, deteriorated, and
violent places with increasing black ghettos where drug addiction and
welfare dependency were considered the norm.

An additional outcome of the urban decline was the rise of social
inequality and community division. The postwar crisis, fueled by cap-
italism, resulted in furthering the racial divide and disproportionately
affected African Americans who found themselves concentrated and
trapped in the urban core. In 1960, the economic distress in Detroit
meant widely varying unemployment rates for African Americans
(15.9 percent) and European Americans (5.8 percent). According to
one analysis, while the city of Detroit lost population, qualitatively
it also changed as it “grew poorer and blacker.”? In Youngstown,
Ohio, the closing of industrial facilities during the 1970s and 1980s
impacted the local culture and the individual identity of its residents,
which for generations had been structured around steel making. This
loss caused division among residents, some of whom favored holding
onto the past, while others advocated for a new approach to the city’s
employment problems.??

By the 1960s and 1970s, mass production and distribution of goods
can be observed, with leisure itself becoming a commodity and part
of a commercial industry. Middle-class and working-class Americans
could now possess the goods and also engage in conspicuous con-
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sumption practices, something that a generation earlier was reserved
tor the upper middle class and wealthy.

The Commodification of Leisure

Industrial city centers struggled, given that they were ill-equipped
and without a strategy in place to address the significant popula-
tion and manufacturing shifts during the 1960s and 1970s. Lead-
ers proved incapable of providing an effective response to extensive
economic restructuring. Increased population and business flight to
the suburbs were more than a statistical outcome. Its implications
meant massive job losses, significant increases in social problems, a
diminishing tax base, reduced city services, and rapid urban decay.
'The mismatched, progrowth, postwar policies unfortunately also
reached into the response cycle. The introduction of urban renewal
programs failed to resurrect the once economically dominant cities;
thus the edge cities were slowly gaining financial prominence in out-
lying suburbia.

During the twentieth century, municipal reformers’ planning
efforts, which included large-scale public projects, proved to have
adverse social effects. Robert Moses modernized New York City’s
parks and recreation facilities. Known as the Parks Czar, the influen-
tial planner promoted the idea of intergenerational recreation. During
his long reign, Moses transformed New York’s aquatic landscape not
only by modernizing existing spaces, but also by adding 17 swimming
pools, 11 bathhouses, 73 wading pools, and 225 new playgrounds,
revamping two zoos; and building a new beach pavilion. In just
two years, Moses expended more than $113 million on parks and
recreation.’*

These administrative successes and extraordinary building plans
appealed to an emerging middle class which embraced the automo-
bile industry. Moses’s favoring of a city transportation system that
focused on highways versus mass transit had additional ramifications.
'The vast recreation facilities would become segregated, strengthening
the patterns of urban social inequality that were slowly becoming vis-
ible across the nation’s cities.
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Existing ethnic and racial prejudices contributed to the nature of
public policy decisions that made various groups experience recre-
ational opportunities difterently. The lower classes had limited access
to parks and beaches. In many cases, public projects helped maintain
the division and isolation that typified the urban environment. The
powerful, no-nonsense centralized style that characterized Moses’s
leadership approach also meant inattention to the interests of neigh-
borhoods composed largely of immigrants, racial minorities, and
working-class residents.

While urban restructuring was in full force, another set of changes
was also in effect, and Moses was cognizant of the new direction and
emerging ideals related to recreation. The affluence that characterized
post-World War IT America significantly altered the perception of lei-
sure. Leisure for most Americans evolved from being a passive occur-
rence to becoming a sought after activity. For many years, vacations
were reserved for the wealthy; however, by the 1960s and 1970s, more
families were able to enjoy trips to the beach or to the countryside.
Between 1940 and 1970, disposable income more than doubled and
the monthly income of families more than tripled. Specifically, from
1950 to 1959, the average family wages increased 41 percent and from
1960 to 1969, the average family wage increased 43 percent. From
1980 to 1996, the average family wage increased 9 percent.’

Technological advancements, higher levels of education, and the
integration and influence of media in households had marked con-
sequences. Leisure activities consumed more goods and services, a
fact further fueled by the commodification of “community” as social
mobility characterized postwar suburbanization. The barbeque on the
backyard patio and the basketball hoop on the garage meant expanded
recreational pursuits associated with the middle-class lifestyle.

Arthur Baum, a reporter for the Saturday Evening Post reported
in a 1953 newspaper article on the emerging postwar trend by not-
ing that American families became increasingly involved in backyard
sports. Paddle tennis, miniature golf, badminton, tetherball, archery,
croquet, and other games captured the country’s imagination and
became part of everyday life. Economically packaged sporting equip-
ment was used to take advantage of 50-foot home plots.
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Leisure growth was good for business as manufacturers reported
expanding sales. In the early part of the 1950s, sales for backyard
archery equipment increased at an unprecedented rate; one manufac-
turing executive noted that the popularity of archery sets was “practi-
cally out of control.”” In addition, Americans rushed to purchase and
install plastic pools in their backyards at a fraction of the cost of a
standard swimming pool.

But the acceptance of these sporting experiences was more than a
pastime activity. Suburbanization, coupled with spare time and money
influenced Americans to adopt a new mantra: “Any American can be
a household athlete.”® Following World War II, personal service and
consumption expenditures increased (see Table 1.2).

Within a new economic environment, leisure was also connected
to consumerism and commodification. Success at work meant

Table 1.2 Personal Service Expenditures as Percentages of Gross National Product and Total
Personal Consumption Expenditures (1940 through 1960)

YEAR IN BILLIONS OF 1960 DOLLARS

GROSS PERSONAL SERVICES
NATIONAL ~ CONSUMPTION
PRODUCT ~ EXPENDITURES

% SERVICES OF % SERVICES OF
GROSS PERSONAL

NATIONAL CONSUMPTION

PRODUCT EXPENDITURES

1940 100.6 719 26.9 26.7 374
1941 125.8 81.9 29.0 23.1 35.4
1945 213.6 121.7 404 18.9 332
1946 210.7 147.1 46.4 22.0 315
1947 234.3 165.4 514 219 31.1
1948 259.4 178.3 56.9 219 319
1950 284.6 195.0 64.9 22.8 333
1952 347.0 219.8 75.6 218 344
1954 363.1 238.0 86.3 238 36.3
1955 397.5 256.9 92.5 233 36.0
1956 419.2 269.9 100.0 239 37.1
1957 4428 285.2 107.1 24.2 37.6
1958 444.2 293.5 114.2 25.7 389
1959 482.1 313.8 122.8 25.5 39.1
1960 504.4 328.9 1322 26.2 40.2

Source: Regan, William J. 1963. “The Service Revolution.” Journal of Marketing 27(3):57—62.



24 CHANGING CITIES

distribution of economic rewards, and these resources provided con-
sumers with the ability to purchase leisure activities, which became
connected to a materialistic lifestyle, evident within modernization
and a postindustrial society. Jirgen Habermas difterentiates between
free time (culture consuming) and leisure (culture creating), each
one containing different social roles. Free time contains an element
of communication, sociability, and engagement, while leisure has
shifted into the consumption arena.® From this perspective, leisure
does not produce emancipatory environments since it does not neces-
sarily increase individual freedom.*

Inseparable from capitalism, leisure is structured by the economic
system and the related markets it creates. Commodified consump-
tion is directly connected to the production process. An analysis of
the model airplane hobby industry illustrates how technical advance-
ments transformed this fun activity. The postwar introduction of plas-
tics reorganized the traditional core of this hobby: the construction
and flying of model airplanes. For many years, enthusiasts focused on
the flying aspects, and the model display was secondary. Being able
to construct and fly a model plane required extensive skills and aero-
nautic knowledge; thus, the market was small. But the introduction
of molding to modeling created a shift in focus. The use of plastics
altered the hobby by creating two distinct groups of fans. On the one
hand, there were fans who were interested in model display. On the
other hand, there were fans for whom model building meant being
able to fly the plane.

In addition, the introduction of the plastic molding made it easier
to meet the skill sets of eager younger enthusiasts. In fact, plastic kits
helped fuel the popularity of making model airplanes, since mass pro-
duction of prefabricated parts eased the assembly process. As the lei-
sure industry’s capital flowed more vigorously, the market expanded
into modeling of other objects, such as ships and cars. Advertisements
included the distribution of these kits through general department
stores, making them part of the children’s toy market. The “deskill-
ing” of the hobby shows how within capitalism “the mode of pro-
duction shapes cultural activities in [a] form consistent with its own
needs.”
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The Sunbelt, Suburbanization, and Edge Cities

The declining condition of industrial cities after World War II was
advanced by decentralization, the population shift from the city center
to the suburbs, and the parallel development of cities in the South and
Southwest, giving rise to the Sunbelt. These demographic movements
placed considerable fiscal pressure on an already fragile urban core;
however, in the process, they contributed to one of the most powerful
economic booms. Recently dubbed by urban planning scholar Robert
Beauregard as the “short American century,” these movements helped
maintain America’s exceptionalism.*

Not bound by the constraints of the traditional industrialized
city center design, cities in the Sunbelt experienced rapid growth.
From 1950 to 1970, Phoenix experienced an increase from 106,000
to 581,000 residents. San Jose experienced an increase from 95,000
to 445,000 residents, and Jacksonville experienced an increase from
204,000 to 528,000 residents. Growth was everywhere; Dallas, Los
Angeles, Austin, Charlotte, San Diego, San Antonio, Las Vegas, and
many other cities continued to see population growth into the 2000
census. From 1990 to 2000, California’s population increased 13.6
percent, Arizona’s population increased 40 percent, New Mexico’s
population increased 20.1 percent, Texas’s population increased 22.8
percent, and Georgia’s population increased 26.4 percent.

These patterns can be attributed to many factors. The integration of
technology in the production process required new types of plants and
assembly formats. The older manufacturing cities lacked the requi-
site infrastructure, and the newer cities were ready to provide needed
transportation and communication networks. Local governments
aggressively engaged in attracting businesses, which viewed this as
an opportunity to escape the increasingly powerful labor unions. In
addition, the federal government expended billions in military devel-
opment in locations throughout the South and the West.

Like the movement to the Sunbelt, postwar suburbanization proved
one of the most powerful internal migration movements, significantly
restructuring the spatial dynamics of American cities. Philadelphia’s
population decreased from 2.07 million in 1950 to 1.51 million in
2000, Chicago declined from 3.62 million in 1950 to 2.89 million
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in 2000, and Detroit from 1.84 million in 1950 to 0.95 million in
2000. During that same period (1950 to 2000), St. Louis’s population
declined from 0.85 million to 0.33 million and Pittsburgh’s popula-
tion decreased from 0.68 million to 0.32 million.

An analysis of data from the U.S. Census Bureau that presented
central city and suburban population change clearly shows the dra-
matic transformation. From 1950 to 1959, the 26 largest cities in the
country lost 2.43 million residents while during that period the subur-
ban areas of these same cities gained 8.24 million residents. A similar
trend is observed in the decades that followed: from 1960 to 1990, the
26 largest cities lost 9.428 million residents and the suburban popula-
tion increased by 22.047 million.*

'This population deconcentration is the outcome of multiple factors,
including white flight, home mortgage subsidies, highway construc-
tion, educational and mortgage assistance to veterans returning from
World War II, economic globalization, and business relocation. In
addition, the idealized image of suburbanization, popularized during
the early part of the twentieth century, could now become realized by
the masses.

Another postwar trend, the rise of edge cities, furthered this popu-
lation movement to the outskirts. New employment centers formed
in suburbs, increasingly surpassing the geographic size and number
of jobs available in nearby downtown areas. By the 1980s, the typi-
cal commute was from a suburban home to a suburban job, reversing
the previous trends of traveling downtown. Extensive business reloca-
tions during the 1960s and 1970s followed the new labor force and
customer base.*

Metropolitan dispersal persisted in the 1990s as edge cities evolved
to contain the majority of office space. According to one analysis, there
was less office space in downtown Boston (37.4 percent of total metro
area) compared to the office space in the outskirts (58 percent of total
metro area). There was less office space in downtown Denver (30.4
percent of total in metro area) compared to the office space outside
the core (65.3 percent of total metro area), and downtown Dallas held
one-fifth of the space (20.5 percent of total metro area) compared to
office space outside the core (74.9 percent of total metro area). Simi-
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lar trends occurred in Philadelphia, Miami, Atlanta, Houston, Los
Angeles, and San Francisco. Edge cities helped redefine the metro-
politan areas, assisting suburbs to become self-sustaining.*

The issues addressed in the sections above clearly convey the social
and economic difficulties that the once powerful and dominant Amer-
ican cities of the Frostbelt faced following World War II. Population
and business decline, unrest, poor services, along with housing decay,
now characterized city neighborhoods. Suburban communities on the
other hand, experienced robust affluence and rapid growth. In addi-
tion, the concurrent restructuring of leisure practices and the associ-
ated fiscal potential would emerge as an opportunity to revive these
struggling urban cores.

Positioning tourism as a viable economic development option for
cities was furthered by two additional postwar trends. The following
sections explore these developments in greater detail. First, the pres-
ervation movement and the rise of historic districts meant that visitors
could be drawn to new attractions. Second, the professionalization
of travel and its development into a major industry ensured that the
increased demand could be met. This is also related to the rise of cor-
porations and of the associated convention meetings and conferences
which necessitated tourism service providers. Finally the availability
of leisure persisted, even at a time when Americans complained that
they spent too much time at work.

The Preservation Movement and the Rise of Historic Districts

The rise of the preservation movement contributed to urban tourism
and business travel by helping create additional destinations across the
country. A number of legislative acts and organizational initiatives fol-
lowing World War II set the stage for an increase in the number of his-
toric districts. For years, local citizen outreach drives through private
sources operated separately from government, successfully identifying,
protecting, and preserving the nation’s historical places. These public
and private efforts came together, initially through the formation of
the National Council for Historic Sites and Buildings, and later by the
induction of the National Trust for Historic Preservation in 1949.
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'The National Historic Preservation Act of 1966 would prove the
most important legislation. Enacted after a National Trust for Historic
Preservation report released in 1965, the law called for a new direc-
tion. The document, titled With Heritage So Rich, urged for a renewed
commitment across all levels of government to preserve important
structures and settings. The document pushed for the completion of a
national survey that would identify historically significant buildings,
sites, and districts.

The Act’s impact was extensive and included many other ele-
ments. It established the National Register of Historic Places and the
Advisory Council on Historic Preservation, and introduced the idea
that historic districts should be certified. This allowed fund preser-
vation activities to receive support from legislative acts. The result
of this Act cannot be underestimated. By the mid-1980s, between
2,000 and 3,000 organizations were observed, engaged in preserva-
tion, education, advocacy, and restoration work. The National Trust
tor Historic Preservation saw its membership increase from 10,700
in 1966 to 185,000 in 1986. In addition, more than 35 university
courses in various aspects of historic preservation appeared in the
curriculums of colleges and universities across the country, profes-
sionalizing this field and employing more than 54,000 people in its
administration.*

The 1966 Act also redefined historic districts. In previous years,
only individual structures could receive that designation. However,
the National Trust for Historic Preservation legislation recognized
that historic objects often exist within a broader physical context,
making the surrounding environment equally important. The notion
that building groups could be identified in the designation proved
unique, not only from a preservation perspective, but also from a tour-
ist perspective, since visitors would be able to gain a more comprehen-
sive understanding and appreciation for the location.

Subsequent legislative acts, the Tax Reform Act (1976) and the Rev-
enue Act (1978), helped further solidify the preservation movement.
The removal of existing incentives to destroy deteriorated buildings
was also significant. Instead, tax benefits would be offered for rehab-
bing historic structures.
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These developments had a direct impact on the number of his-
toric areas and districts that were introduced. In 1973, Santa Fe,
New Mexico, was formally added to the National Register of His-
toric Places. The city square, considered for years to be the center
of community life, benefited from the landmark status. Perform-
ing arts stages and multiple markets attracted thousands of tourists
who traveled to experience the display and the fusion of Mexican,
Spanish, and Indian cultures. Similar designations spread across the
country.

These changes increased the number of national parks, monu-
ments, and historical and military areas from 157 in 1940 to 277 in
1970. The number of tourists who visited parks after World War II
also grew significantly, but these parks were lacking accommoda-
tions and visitor services. To meet the increased demand in this area,
Congress provided more than $1 billion in the 1950s and 1960s.%” By
2004, more than 387 national park units were administered by the
National Park Service. An upward trend has been observed in recent
years. In 2009, the government designated nine new historic land-
marks, bringing the total number of historical places close to 2,500.
'Then Interior Secretary Dirk Kempthorne noted “the historical and
cultural developments reflected by these new National Historic Land-
marks is tremendous. Each of the nine sites provides all Americans
with [an] opportunity to learn.™$

Interestingly, while these designations increased tourism, they
also proved to positively impact economic development. Many cit-
ies looked to historic preservation as a way to revitalize their neigh-
borhoods. In recent years, historic district properties have gone from
17,000 in 2000 to 34,400 in 2005. In Memphis, Tennessee, the num-
ber of neighborhood historic districts included from 2003 to 2005
doubled in comparison to those added in previous periods.*

'The Travel Industry, the Rise of Corporations,

and the Convention Business

According to a 1953 newspaper account, one of the key challenges
facing travel agents related to the increased demand for travel to
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foreign countries. This caused customers to develop peculiar demands
for transportation and accommodations. The story noted:

Twenty years ago the typical tourists in Europe were a retired execu-
tive and his wife, who spent $6,200 on a six week trip. Today, the two
largest groups going to Europe are students and housewives with tight
budgets of $1,100, or less, for six weeks. There still is a good deal of
plush travel, but all-expense tours geared to middle-class incomes now
produce the most revenues.... A woman wants to go to Bermuda—by
train. A man specifies a baritone gondolier in Venice. Girls on cruises
all want men, men, men! And if the trip flops, the travel agent gets it

in the neck.%°

In an interesting way, this report outlines the postwar popularity
of travel. But it would be the expansion of the computer reservations
system (CRS) that fundamentally converted the industry. Originally,
only the airlines could use the system to make reservations and com-
plete transactions. The increased demand for travel required that the
system be made available to agents as well.

Travel service providers slowly became professionalized. As agents,
convention and visitor bureau personnel, and hotel and tour operators
achieved an “expert” status, they transformed the sector into a bur-
geoning industry. The National Tour Association formed in 1951; the
U.S. Travel Data Center formed in 1973, and the National Council
of Area and Regional Travel Agencies formed in 1976. By becom-
ing professionalized, tour operators became global in their outreach.
Founded in 1972, the membership of the United States Tour Opera-
tors Association (USTOA) is currently responsible for serving more
than 11 million passengers annually with a sales volume nearing $10
billion every year.

Travel agencies would continue to thrive even during the deregula-
tion of the airline industry in the late 1970s and early 1980s. With
high travel demand in the midst of a competitive environment, air
travel experienced reduced airfares and complicated formulas that
included various departure and arrival dates and times. Travel offices
could now shift through these complex formulas and provide custom-
ers with the lowest possible prices.
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'The popularity of Disneyland and other resort areas, extraordinary
hotel growth, rise of the fast food industry, falling cost, and spread of
air travel, along with increased automobile usage furthered the stand-
ing and value of the tourism industry. With suburbanization also came
a sense of nostalgia for the “old neighborhoods,” giving rise to a unique
group of travelers, the day-trippers. All of these developments injected
strong elements of Fordism; a model driven by technological progress,
standardization, and economic growth based on mass production.!

In 1972, the tourism industry ranked as the second largest retail
business in the country and was first among the top three industries
in 46 of 50 states. Authorities recorded tourism-related expenditures
at $61 billion that year. In 2000, the domestic travel market in the
United States surpassed the $500 billion mark. Domestic travelers
accounted for 86 percent of all travel spending in the country.®

Cities could play a very important role in this growing industry
because they provided many of the attractions sought by visitors. In
addition, the increase in the U.S. population living in urban centers
would help the growth of tourism. In 1950, according to census data,
64 percent of the population lived in urban areas. In 1980, it was 73.74
percent and in 2000 it was 75.21 percent. The actual number of urban
residents increased from 96.84 million in 1960 to 222.36 million in
2000. Many of the trends that gave rise to urban centers in the post-
war era also contributed to the growth of urban tourism.

'The substantial postwar rise of educational attainment in the United
States also solidified the role of cities in the forefront of culture. The
proportion of 25- to 29-year-old high school graduates rose from 38.1
percent in 1940 to 86.7 percent in 1993. 'This placed cultural institu-
tions in the forefront of mass culture consumption as museum visits
and related tours and activities gained favor with visitors.

But beyond the demand side (the tourist in search of the experi-
ence), we must also consider the supply side (the making of the experi-
ence). Urban centers aggressively pursued promotional campaigns to
remake themselves as ideal environments for work, leisure, and resi-
dential living. Local boosters supported the transformation of cities
into tourist sites, not only by marketing the various attractions, but
also by supporting aggressive construction of needed infrastructure.
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These initiatives are part of regeneration and local economic devel-
opment rationales. The outcome of these efforts, visible across many
cities, has been the construction of convention centers, new hotels,
sport stadiums, casinos, and expansive entertainment complexes—all
of which extensively reorganized the urban landscape. Cities com-
peted with one another to attract visitors to their locales. In 2006,
while Los Angeles (58.6 million), Orlando (47.8 million), New York
City (44 million), and Chicago (41.3 million) reported a greater num-
ber of visitors, Las Vegas showcased the highest weighted score and
emerged in the number one position when factoring the sale of rooms.
In the “sale of rooms” category, Las Vegas surpassed all other cit-
ies by selling 40 million rooms, followed by Orlando (27.2 million),
Los Angeles (25.5 million), and Chicago (24.8 million). According to
this formula, Baltimore, Fort Lauderdale, Kansas City, and Nashville
were the least visited cities in the country.’

Las Vegas recently engaged in aggressive marketing practices to
promote itself beyond its attractions. The city departed from past
efforts that focused on informing prospective visitors about various
destinations to initiatives that endorse the individual experience. The
highly successful “What Happens Here, Stays Here” is now com-
plemented with “Your Vegas is Showing” (YVIS). According to a
vice president for marketing, “This campaign is about how Vegas, its
energy and excitement, can help transform a person.”*

'The postwar era brought extraordinary periods of economic growth
and affluence, capturing the world’s attention. Non-Americans singled
out the nation’s popular culture and goods that Americans consumed.
In addition, they looked to the United States as the pacesetter of the
tuture. The country had the capacity to transfer various technologi-
cal advancements and discoveries into everyday life, making the eco-
nomic expansion remarkable.

U.S. financial growth was so extensive that even the ideological
opponents of capitalism recognized the success. A 1968 analysis by
one socialist publication conceded “the economic superiority of the
United States following the Second World War needs little recapitu-
lation...[in 1953] the U.S. gross national product was still more than
twice as high as the combined GNP’s of France, Germany, Italy,
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Belgium, Luxemburg, Britain and Japan.” Even policies to reduce
poverty would be revisited. Many viewed technological changes
capable of generating enough wealth to retire existing redistributive
plans.®

The geographic restructuring of metropolitan areas impacted cor-
porations given that these enterprises were at the center of the coun-
try’s economic boom. Suburbanization fueled office construction. By
taking advantage of the new telecommunications technologies, exec-
utives could coordinate business expansion that included exporting
goods at unprecedented rates.

'The number of corporations in the United States increased from
365,000 in 1947 to 923,200 in 1963 and to 1,280,800 in 1971. The
total receipts of these corporations increased considerably from $466.4
billion in 1947 to $1,208 trillion in 1971 (1958 dollars).5” The devel-
opment of expansive networks helped many of these sectors become
international. The rapid growth of services significantly increased
business travel. Information gained widespread value as a form of
communication and business exchange, and the growth of large cor-
porations in multiple cities required face-to-face interaction. Trade
shows, conferences, and conventions rapidly turned out to be a neces-
sary part of commerce.

From 1957 to 1968, the number of conventions for various associa-
tions increased annually from 22,000 to 35,000. During that same
timeframe, attendance rose from 10 million to 12 million attendees,
contributing $1.2 billion in 1957 and $2.2 billion in 1968 to various
urban economies. Overall, it was estimated in 1968 that Americans
expended a total of $6.1 billion on conventions.*

In the years that followed, cities aggressively engaged in build-
ing convention centers to attract and retain conferences, meetings,
and exhibits. The rise of corporations obviously helped make conven-
tion business a major part of the urban tourism strategy and injected
competition as cities sought to secure these economically significant
events. Construction of hotels, restaurants, and additional support
services followed. By the late 1990s the development craze placed
extensive pressure on cities. Many of them came to expect immediate
success following the introduction of these facilities. The next chapter
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goes into greater detail, examining this urban competition and the
tourism industry.

It is clear that the continued availability of leisure time is central
to the development of urban tourism. Even though the United States
is often referred to as the “no vacation-nation,” recent research shows
that time away from prescribed tasks saw a considerable increase. This
contradicts Current Population Survey data that tends to overstate
Americans’ reported “hours worked.”’

Specifically, a 2007 study between 1965 and 2005 reveals that
women experienced a decrease in their domestic duties by around 10
hours per week, and that men labor fewer hours for paid work today
compared to decades ago. The same analysis shows that leisure for
men during that period increased by 6 to 9 hours per week and for
women by 4 to 8 hours per week. This is quite significant since the
extra free time would amount to about seven additional weeks of vaca-
tion per year, which is equivalent to a 13 percent increase in annual
pay.®® These findings are consistent with other studies that reached
the same conclusion: Americans are working less and as a result they
are able to spend more time engaged in leisure activities.5!

Personal consumption expenditures on recreation increased from
6.6 percent in 1970 to 7.6 percent in 1990 to 8.7 percent in 2005,
and the inflation-adjusted spending on recreation per capita (2005
dollars) increased from $854 in 1970 to $1,612 in 1990 to $2,551 in
2005. The annual number of spectators at professional baseball games
rose from 29,191,000 in 1970 to 55,512,000 in 1990 to 76,285,917 in
2005. Average attendance at games also rose sharply.®?

Ticket prices at professional sporting events also increased in recent
years and an analysis of average salaries in major sports leagues revealed
dramatic changes. In the postwar period, players’ salaries rose slowly;
however, in the 1980s, professional athletes experienced significant
income increases. In 1950, the ratio of average National Basketball
Association (NBA) salaries relative to median family income was
1.3/1;in 1980, it was 9/1; and in 2007, it was 54/1. While free agency
helped boost these ratios, the willingness of Americans to expend
considerable resources and to consume the entertainment product

offered by the basketball league also helped boost these ratios.®
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Overseas travel also changed following World War II. During the
last three decades, a greater number of adults engaged in overseas
travel (see Table 1.3 below). From 1970 to 2005, that number more
than tripled. In addition to the availability of time and disposable
income, the ease of travel, as well as the educational value placed on
travel, contributed to these increases.

Conclusion

If we are to understand the rise of the leisure class in the United States
its emergence must be positioned within a broader historical context.
When leisure and recreation are placed in the urban political econ-
omy framework it not only provides insights on the changing nature
of social class, but also offers a perspective on how leisure and recre-
ation have influenced the transformation of cities. Settlement patterns
are informed by structural factors, a relationship that helps reveal the
dynamic nature of urban change.

Numerous forces that can be traced to the postwar era shaped the
current condition of cities. Decentralization, deindustrialization, and
economic restructuring caused the fortunes of many urban centers
to decline with accompanying population loss and social problems.
At the same time, the second half of the twentieth century gave rise
to new residential and commercial settlement patterns farther away
from the center. The economic prosperity that ensued resulted in

Tahle 1.3  Overseas Trips per 1,000 Adults (16 years of age or older)

2005 124.4
2000 1233
1995 93.4
1990 83.2
1985 67.4
1980 47.5
1975 40.5
1970 37.0

Source:  US Census Bureau, Statistical Abstract of the United States: 2007,
Table 1250, and US Census Bureau, Statistical Abstract of the United
States: 1987, Table 390.
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the restructuring and commodification of leisure. Travel and tour-
ism emerged as a multibillion-dollar industry and held the promise of
aiding the ailing urban cores.

At the same time, the perceived positive outcomes of the rapidly
developing tourism industry injected urban competition, forcing cities
to invest considerable resources as they sought to attract visitors and
their expenditures. Urban recreational and business travel, like other
trends and conditions, was influenced by globalization. These issues
are further examined next, including the entrepreneurism exempli-
fied by local policymakers in developing and marketing their tourism
product.

Writing, Reflection, and Debate
Discussion Questions

How old are the cities you have lived in? Do you see any traces
of earlier eras of city building?

Think about the things you do for fun. Would Habermas con-
gsy

sider these things “free time” or “leisure.” Do these activities

depend more heavily on buying things or on creating things?
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GLOBALIZATION, URBAN COMPETITION,
AND TOURISM

The previous chapter traced how major events in America’s urban
past—the birth of the railroads, the rise of manufacturing, World
War II, and the decline of manufacturing—carved a path for the
development of urban leisure and travel for recreational purposes
(tourism), and for business. Over the course of nearly 200 years,
the way Americans spent their free time changed dramatically, ris-
ing and falling with economic conditions, shifting toward activities
driven by spending, consumption, and the careful planning of cit-
ies’ leisure landscapes. However, urban leisure and tourism have not
been influenced by domestic factors alone. This chapter explores how
globalization would also prove to have a significant impact on the
development of tourism. For example, international trade and com-
merce require the creation of entertainment outlets. Convention
centers and exhibitions are often regarded as a prerequisite of travel,
whether recreational or for business, to urban areas. Business travel
not only necessitates appropriate visitor sites, as those attending con-
ventions seek a recreational environment, perhaps to entertain poten-
tial customers, but also helps establish related markets and networks.
In the last few decades, the explosion of this international industry

37
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gave countries and cities across the globe the opportunity to promote
themselves with the hope of attracting the accompanying expendi-
tures of large volumes of visitors.!

The globalization of tourism and business travel has meant that
cities must intensify their planning efforts. This injects competition as
urban centers embrace entrepreneurial practices. And while both the
private and public sectors are extensively involved on an individual
basis, it is private—public partnerships that dominate these emerging
practices. This is not surprising; it is consistent with past modes of
city building.

One of the key outcomes of this strategy is the reimaging of former
industrial cities and the development of new urban identities. Invest-
ments in marketing the new image of these cities are significant, and
the benefits are inherently advantageous. The redevelopment of urban
spaces around culture is evident in cities across the world. For example,
Bilbao in Spain received international attention as new cultural facili-
ties, in particular the Frank Gehry designed Guggenheim Museum,
reshaped its environment. The progressive design forever changed the
way the world thinks about museums and gave the city global media
attention, elevating its reputation to attract tourists and multinational
businesses.? Other highly acclaimed architects were hired to refashion
key attractions and introduce new ones.

Singapore advanced cultural consumption by building the Espla-
nade, a major arts facility capable of supporting international per-
formers. A key goal of this initiative was to rebrand the southern part
of the city as an artistic hub. In Dakshinachitra, Chennai, India, the
development of a cultural complex focusing on traditional crafts was
aimed at not only showcasing artifacts and educating visitors about
the distinctive styles, but also at serving as a global exporter of arti-
sans’ high-quality creations. These efforts gave the city a unique iden-
tity as a cultural center.’

Cases like these are plentiful. Cities across the world have turned
to culture and globalization has helped drive the rapid expansion of
travel whether for business or pleasure. But there have been negative
effects too in the form of environmental degradation, and labor issues
have also surfaced, two elements that threaten the reputation of the
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travel industry. Furthermore, while Bilbao has been a success story,
the overdevelopment of Cancun, Mexico raises questions about eco-
nomic growth at the expense of ecological disintegration.

Globalization and Travel

Post-World War II global economic expansion fueled the develop-
ment of air travel in the 1950s, and there has been an average increase
of 9 percent annually since that time. The introduction of the first
frequent flyer program by American Airlines in 1981 set the stage for
other carriers to reward distant travel. Current estimates indicate that
the world aircraft fleet will reach 23,000 airplanes by 2016, double
the 1996 number.*

In addition to air travel, a number of other factors contributed to
growth. Hotels evolved and became international in focus, develop-
ing global networks to serve travelers. The Hyatt Corporation, for
example, was founded in 1957 in Los Angeles and by 1969 there were
13 Hyatt hotels in the United States. That same year, they unveiled
their first international hotel, the Hyatt Regency Hong Kong. With
the 1980 opening of Hyatt Regency Maui, the organization moved
aggressively into the global resorts business. In 2009, the corporation
operated more than 391 hotels and resorts (more than 136,000 rooms)
in 44 countries.’

The globalization of tourism is the outcome of the same political
and economic factors that can be identified in other industries. The
rise of a worldwide economic system is supported by cultural and
social changes in information technology and mass media. As business
entrepreneurs engaged in activities across all continents, differentiat-
ing between travel, tourism, leisure, and accommodations grew more
difficult, blurring their relationship.® These activities would become
increasingly interconnected, slowly morphing into one general area
that today not only encompasses multiple industries and markets, but
also operates across boundaries.

'The most recent 2008—2009 report by the World Travel and Tour-
ism Council provides a comprehensive assessment of the tourism sec-
tor by noting that the current economic crisis is part of a broader



40 GLOBALIZATION, URBAN COMPETITION, AND TOURISM

200
Middle East
700 4 i
B Africa

600 4 Asia and the Pacific
—. 500 A ® Americas
_5 B Europe
= 400 -
£
S’

300 4

200

100 A

1950 1960 1970 1920 1990 2000

Figure 2.1 International tourist arrivals, 1950—2005. Source: World Travel & Tourism Council.

cyclical downturn and is not expected to have a long-term impact on
the status of the industry. The report also notes that Africa (+5.9 per-
cent), Asia Pacific (+5.7 percent), and the Middle East (+5.2 percent)
are experiencing higher growth rates than the world average. On the
other hand, the Americas (-2.1 percent) and Europe (-2.3 percent) are
falling below the threshold.”

According to the World Tourism Organization, 2007 was a banner
year for tourism with new arrivals reaching a record figure world-
wide—close to 900 million. There were 52 million more arrivals that
year compared to 2006. This number is impressive, especially when
one considers longitudinal data that show international tourist arriv-
als at about 25 million travelers in 1950, and 550 million travelers in
1996 (see Table 2.1). They attribute this growth trend to the popular-
ity of travel at a time of a strong world economy. In fact, the past two
decades are the industry’s longest period of sustained expansion.®

'This surge reflects the successful introduction of new destinations,
especially in Asia and the Pacific. Since the 1950s, Europe and the
Americas lacked the average growth found in the developing nations;
however, both of these continents remained the world’s main tour-
ist-receiving regions from 1950 to 2000. The two regions comprised
95 percent of the total market share in 1950, 82 percent in 1990,
and 76 percent in 2000. In 2004, tourism represented $132 billion
in the Americas and $328.5 billion in Europe. Asia and the Pacific
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accounted for $129.5 billion of the total receipts that year. In 2004,
the total worldwide revenues were $634.7 billion.”

Global travel and tourism are expected to continue on an upward
trajectory (see Table 2.1). The Council outlined a mature but steady
phase of growth between 2009 and 2018. Averaging 4.4 percent per
year through 2018, travel and tourism can support 297 million jobs
worldwide and possess 10.5 percent of the global GDP. Both the
public and private sectors will make considerable investments in the
industry. Capital expenditures are expected to more than double from
2008 to 2018 ($1,354 billion to $3,146 billion). Revenues from busi-
ness travel and personal tourism will also help boost employment. It is
projected that in 2018, 1 out 10.8 jobs will be tied to this sector.

'The potential of travel and tourism is extraordinary. The economic
development prospects are so significant that the United Nations iden-
tified this as a key contributor to help reduce poverty and protect the

Tahle 2.1 Various Aspects of Global Tourism, 2008 and 2018

WORLDWIDE 2008 2018
US$§BN % TOTAL GROWTH!  US$BN % TOTAL  GROWTH?

Personal Travel & 3,212 9.2 3.0 5,460 9.4 35

Tourism
Business Travel 843 1.4 3.0 1,443 1.4 3.5
Government 381 3.8 2.2 616 4.0 3.0

Expenditures
Capital Investment 1,354 9.4 3.7 3,146 9.8 5.6
Visitor Exports 1,118 5.8 3.1 2,189 54 5.3
Other Exports 985 5.1 5.1 1,984 49 6.0
T&T Demand 7,892 10.1 3.3 14,838 10.3 4.4
Direct Industry GDP 2,008 34 2.7 3,362 3.2 3.3
T&T Economy GDP 5,890 9.9 3.0 10,855 10.5 4.0
Direct Industry 80,749 2.8 2.0 97,983 3.1 2.0

Employment3
T&T Economy 238,277 8.4 2.4 296,252 9.2 2.2

Employment3

1. 2008 real growth adjusted for inflation (%)

2.2009-18 annualized real growth adjusted for inflation (%)
3.7000 jobs

Source: World Travel & Tourism Council.
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environment from impending global threats such as climate change.
While considerable community capacity building opportunities exist,
tourism also carries some of the social inequalities typically associated
with globalization. For example, the economic advancement also can
have environmental ramifications. Ecological consequences are vis-
ible in Cancun, Mexico, which rapidly evolved since the mid-1970s
to become the most popular destination in that country. The Mexican
government identified the area and promoted its standing as a Carib-
bean resort area during the 1960s. However, this highly planned envi-
ronment eventually matured into a model of mass tourism. Market
forces viewed the explosive growth in Cancun as an opportunity to
maximize their profits. The government slowly withdrew its involve-
ment in the city, allowing for a model of disorganized capitalism to
dominate. In addition to corruption, drug investment, money laun-
dering, and rapid construction, Cancun’s mass tourist development
had a detrimental effect on the natural environment.1°

Left uncontrolled, tourism can pose major threats to indigenous
populations and can reduce cultural diversity. There are even issues
of access. According to the World Trade Organization, 7 percent of
the world population will be able to travel abroad by 2020, which is
double the 1996 figure of 3.5 percent.!!

Expansion in accommodations to support visitors is a visible out-
growth of urban tourism, but here too we can observe the negative
effects of this globalized industry such as environmental impacts. At
the end of 2003, 1,903 hotels and 246,895 rooms were scheduled for
construction in the United States. By the end of the third quarter of
2005, that number increased to 2,792 hotels with 377,077 rooms.!?
In 2006, there were 3,067 projects with 415,977 rooms, the highest
rate since 2000.1% Expenditures in this area refashioned the physical
makeup of many urban centers.

City governments typically welcome hotel projects, viewing them
as a form of private investment that can help revive depressed cores.
In May 2005, development of the $30 million Hilton Garden Inn
began in Portsmouth, New Hampshire’s downtown district. This was
the city’s largest construction project in recent history and with 131
rooms it promised to attract tourists to the area. Plans also included
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condominiums and street level retail space. Even though public funds
did not support the hotel, more than $13 million in public bond
financing assisted development of the adjacent conference center, a
nearby park, and a marina. The need for additional hotel rooms in
downtown Portsmouth encouraged developers to propose more proj-
ects, including a 1,240 room hotel with a Venetian theme, an Atlantic
style casino, an expansion of the Sheraton Harborside, and the Parade
Mall Westin Hotel.™

Globalization fueled the growth of the hotel industry. Large cor-
porations increasingly position themselves internationally to take
advantage of the increased opportunities in this sector. In 2008,
InterContinental Hotels Group (IHG) operated in 100 countries,
Starwood Hotels & Resorts Worldwide in 95 countries, and Accor
in 90 countries. By franchising their assets, these entities can improve
the management of their operations, which allows them to operate in
more countries and generate higher profits. In 2008, the Wyndham
Hotel Group franchised the most hotels, over 6,544 globally, followed
by Choice Hotels International (5,570 hotels) and InterContinental
Hotels Group (3,392 hotels)."” In spite of the recent economic down-
turn, Starwood Hotels & Resorts Worldwide continued its aggressive
expansion in the Asia Pacific by 70 percent in 2008. Hilton added
32,000 rooms globally in 2007 and plans for further growth beyond its
U.S. business activities. During the next decade, Marriott has sched-
uled the addition of 130,000 more rooms worldwide.!® The healthy
occupancy rates worldwide (see Table 2.2) further that commitment.

Changes in the composition of the U.S. labor force also contributed
to hotel growth. According to the U.S. Department of Labor, Hispan-
ics are consistently more likely than any other group to be employed
in the leisure and hospitality sector. In 2007, 21.7 percent (20.2 per-
cent in 2003) of all accommodation and food services employees were
Hispanic or Latino compared to 6.5 percent who were Asian and
11.2 percent who were African American. The number of Hispanic
or Latino workers in the accommodation industry was 23.7 percent
(24 percent in 2003) and even higher in the area of traveler accom-
modation at 24.8 percent (25.2 percent in 2003). When one considers
the occupational category of maids and housekeeping cleaners, the
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Table 2.2 Hotel Occupancy Rates in Cities, 20052009

2009 2008 2007 2006 2005
North America
Atlanta, GA 52.6 58.5 62.8 64.3 64.6
Boston, MA 62.2 66.3 68.3 66.9 65.2
Chicago, IL 56.4 63.1 67.5 67.4 64.0
Los Angeles-Long Beach, CA 64.1 70.9 74.8 75.1 74.5
New York, NY 71.1 8L.7 83.2 82.3 82.7
San Francisco-San Mateo, CA 71.4 75.1 75.0 72.8 714
Europe
Amsterdam 66.5 73.0 78.4 79.1 75.2
Berlin 67.5 68.8 69.9 66.8 63.1
Brussels 63.8 69.3 71.0 69.2 65.5
London 80.3 79.3 80.6 80.0 73.9
Madrid 57.4 64.1 68.9 67.8 68.4
Paris 73.5 77.2 78.2 74.3 70.6
Rome 61.8 64.2 71.5 74.9 72.2
Vienna 65.9 71.0 75.4 75.9 73.5
Asia Pacific
Auckland 67.1 70.7 69.9 70.1 71.0
Beijing 51.9 55.6 68.8 71.1 73.9
Hong Kong 73.8 81.3 84.1 83.1 81.9
Singapore 73.3 11.2 83.2 81.2 89.6
Sydney 78.1 77.9 80.1 77.6 76.0
Tokyo 70.3 75.1 78.7 81.0 78.9
Latin America
Buenos Aires 55.0 67.5 69.5 70.4 71.2
Mexico City 50.0 61.1 60.0 60.9 63.5
Santiago 61.1 73.6 72.4 70.5 64.2
Sao Paulo 59.0 63.8 61.6 57.5 52.6
Middle East
Cairo 65.3 74.3 76.2 73.5 72.0
Dubai 68.8 76.6 82.1 82.3 84.0
Riyadh 58.7 70.8 71.0 68.0 64.6

Source: STR Global.
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proportion of Hispanics is overwhelming, reaching 40.4 percent of
all workers. In addition, 36.6 percent of dishwashers in 2007 were
Hispanics.l”

Mexican migrant workers are equally critical to the continued suc-
cess of the hotel industry. A major study by the Pew Hispanic Center
in 2005 concluded that most of these newcomers (54 percent of the
survey respondents) spoke little or no English. Approximately half of
women (47 percent) and nearly two-thirds (61 percent) of the males
were employed in three industries—hospitality, construction, and
manufacturing. Mexican migrants in New York (26 percent) and Chi-
cago (17 percent) reported working in the hospitality industry.!®

Over the years, the relationship between the hotel industry and the
Hispanic labor organizations has been contentious, since the latter
groups view corporations as unresponsive to their needs. The National
Council of La Raza, the largest national Latino civil rights and advo-
cacy organization in the United States, withdrew its 2006 annual con-
terence from Los Angeles because of a labor disagreement between
the Los Angeles Hotel Employers’ Council and UNITE HERE, the
labor union representing the hotel workers.

Disputes over labor wages are common across the country in the
hotel industry, resulting in strikes and sit-ins. Wages for nearly 1.5
million workers in the hotel industry vary extensively across the coun-
try, and are usually kept low, forcing unions to aggressively pursue
and succeed in expanding unionization. For example, San Francisco
hotel workers make approximately $15 per hour, but in Boston and
Chicago workers average between $12 and $13 per hour. In Atlanta
and Phoenix, workers average between $8 and $9 per hour. While
these workers have not benefited from the extraordinary expansion
of tourism and other travel during the 1990s, capital-labor relations
must be improved.?”

Nevertheless, within an increasingly globalized environment, travel
growth and its extended economic benefits are the basis for which
cities would revise their direction and search for revival opportuni-
ties. The ensuing competition will intensify their efforts for needed
revenues. By the latter part of the 20th century, these conditions will
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trigger massive public and private urban investments—not seen since
the late 1800s and early 1900s.

Urban Competition and the Search for

Alternative Development Strategies

Urban tourism and related cultural forms did not fit the planning mix
of economic development practices in the 1950s and 1960s. At best,
they were viewed as an inconsequential element of financial activity.
'The post-World War I urban restructuring caused chronic fiscal stress,
which was most visible during the 1970s. Municipal governments were
thus forced to search for new sources of economic growth.

Many cities sought to diversify their various trade and industry
sectors. Investments in mega-projects such as airports came to be
viewed as a major economic indicator and a sign of future expansion.
Between 1955 and 1960, commercial air passenger trips increased by
nearly 800 percent. After 1955, they surpassed the number of inter-
city railroad passenger trips. As a result, capital spending on airport
improvements doubled between 1956 and 1960. Airport development
was a local endeavor, since the federal government contributions in
this area were nominal.?°

It is within this framework of economic uncertainty that urban
tourism emerges as an appealing alternative, one that slowly gains
favor with civic boosters and local officials who perceive it as a via-
ble development tool.?! As a result, we begin to see the emergence
of public investments and private sector development in the form of
infrastructure and programming geared toward the advancement of
the tourism industry. However, a number of issues must be consid-
ered. For example, who invests and why? How is the public interest
defined? What are the community benefits of this process?

Urban centers searched to enhance their spaces and take advan-
tage of this new growth potential. They faced numerous challenges,
though mainly in the areas of urban identity and urban competition.
To be more specific, how can a city with a formerly strong and nation-
ally/internationally identifiable manufacturing economy convert itself
into a tourist destination? Most importantly, how does it convince
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potential visitors of the viability of its new services and sense of attrac-
tiveness? It is through the interplay between structure and agency that
we are able to gain insights into the transformation of urban centers
into tourist cities. Local leaders must respond to structural condi-
tions, and urban processes beyond their control and their vision must
become realigned with their quest to achieve this new status.

With this approach, the rise of urban tourism requires cities to be
entrepreneurial and businesslike. Thus, the city is no different from the
corporation that must engage in image-building activities, promote its
products, and be prepared to deal with change if it wants to maintain
its competitive edge and grow its market share. Given this new eco-
nomic outlook, it is apparent that the financial stakes are very high.??
As a result, we observe the remaking of local policymakers from ser-
vice providers to active participants in local economic affairs.

The Role of the Public Sector in Urban

Tourism and Business Travel

'There are two broad areas within which we can find the public sector
playing a significant role in the advancement of urban tourism and
business travel. The first area concerns expenditures for state offices of
tourism and business travel (e.g., for conventions) and municipal units
that primarily focus on promotional and marketing strategies. These
entities also coordinate and manage various attractions and events.
They are typically structured as dedicated governmental units, or are
found within divisions of economic development, community affairs,
or commerce. At the local level, departments of tourism report to the
office of the mayor as do departments seeking to encourage business
travel to a city. The second area regards the public financing of infra-
structure necessary to provide the services for promoting the tourism
strategy. These services include sports facilities, beautification, parks,
and convention centers among others.

In 2005, the Michigan Department of Labor and Economic
Growth reported that during the first four months of the year, leisure
and hospitality jobs rose across the state by 1.2 percent compared to
the same period in 2004. The sector includes a range of businesses such
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as museums, casinos, and hotels/motels. As one of few industries to
showcase growth, Michael O’Callaghan, executive vice president and
COO of the Detroit Metro Convention and Visitors Bureau, noted:
“We have a jewel here. Our concern is that there is a big industry out
there that just isn’t being marketed as well as it should be.”?

This cry is common in the travel industry, especially from leaders
of convention and tourism agencies. Thirty years ago, cities promoted
a few attractions; now a broader strategy includes multiple venues for
business and recreational travelers that must be continuously updated
and kept fresh. In addition, at a time when tourism and business trav-
elers are viewed as part of the city’s economic development strategy,
there is considerable pressure to grow the size of this sector (Figure
2.2). Municipal governments are constantly on the outlook for ways
to increase their share of the market in this area by increasing promo-
tional expenditures.

Just like cities, states approach promotional spending through the
utilization of cost/benefit rationales. In 2007, the average annual state
tourism budget across the country was $13.6 million. The State of
Oregon increased its annual investment in tourism marketing from
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Table 2.3  State of Oregon Earnings from Tourism in 2003 and 2007

2003 2007 DIFFERENCE
Taxes (State/Local) $246 million $320 million +28%
Earnings $1.7 Billion $2.0 Billion + 6%
Direct Employment 85,700 Jobs 91,100 Jobs +18%
Visitor Spending $6.5 Billion $8.3 Billion +30%

Source: Oregon Tourism Commission.

$3.2 million in 2003 (46th in the country) to more than $9 million in
2007 (29th in the country).?* These additional resources are expected
to maximize the return of the public investment. Thus, according to
Oregon state officials, for every $1 spent on marketing, the return was
$159 in visitor spending; for every $1 spent on state marketing, the
return was $6 in state and local tax revenues (see Table 2.3).

Cities are recipients of state contributions, but there is also direct
municipal spending on local tourism activities. Dedicated funds typi-
cally assist convention offices and visitor bureaus. In 2007, the city
of San Diego dedicated $8.8 million to the San Diego Convention
and Visitors Bureau.? In 2008, the city of San Francisco funded
their Convention Visitors Bureau with $8.3 million.?¢ However, the
majority of resources from local governments are derived from taxes
on hotel stays, car rentals, and destinations. This strategy requires a
balancing act given that extensive taxation can also reduce the attrac-
tiveness of a location.

'The second area of public sector involvement can be found in the
development of the infrastructure, which in recent years experienced
considerable growth. Cities pursued aggressive construction plans
in downtown areas which were focused on meeting visitors’ needs.
These programs produced some of the most extensive city building
of the post-World War II era. Sports stadiums and arenas, as well as
convention centers and hotels, have been popular projects that were
embraced by municipal governments across the country.

In 2001, the city of Miami, Florida engaged in a major upgrading
of the city’s infrastructure by issuing $255 million in bonds. After
receiving approval by the voters, an additional $241 million helped
jump-start an ambitious 10-year capital program. According to the
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plan, more than 50 percent of the expenditures are allocated for parks
and recreation, 15 percent for quality of life, and 2 percent for historic
preservation. Bicentennial Park, Little Haiti Park, Margaret Pace
Park, Miami Marine Stadium, the Orange Bowl, the Miami Art
Museum, and the Museum of Science are some of the key outcomes
of this massive infrastructure investment.?”

After the 2008 Olympics, Beijing was slated to spend approximately
$150 million to finish new tourist attractions—part of an aggressive
plan to grow the city’s reputation for overseas and domestic visitors.
The upgrades will complement existing tourist zones in traditional
culture, modern entertainment, and nature. China aims to become
recognized as the world’s top destination. By 2015, the goal is to draw
200 million visitors annually—in 2006 there were 124 million visitors
to China.?8

At the same time, the extensive nature of public sector involve-
ment during the late 1980s and through the 1990s, caused citizens to
question the justification for these expenditures, citing misdirected
priorities and spending inefficiencies. One of the main debates in city
councils regarding these outlays centers on the revenues from tourism
and business visitors weighed against taxpayer costs. The case of the
city of Dunedin in New Zealand, discussed below, reveals the debates
between local government officials and residents over the construc-
tion of a new stadium, which is intended to raise the international
profile of a struggling community.

Stadium Development in Dunedin, New Zealand

The city of Dunedin, New Zealand has a population of 122,000
residents (2008) and is the second largest city in the South Island
(Christchurch has 320,000 residents). Dunedin grew during the sec-
ond half of the nineteenth century following the discovery of gold
in the 1860s. European immigrants poured into the city to work the
gold mines in the surrounding Otago region. In the early part of the
twentieth century, the city constructed the impressive Dunedin Rail-
way Station, which opened in 1906 and quickly became the busiest
station in the country, handling as many as 100 trains daily.
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Figure 2.3 Dunedin’s historic railway station in New Zealand is one of the city’s main tourist
attractions and one of the country’s architectural gems (Courtesy Bs Wei, Shutterstock Images).

Following World War II, Dunedin experienced additional growth
but had lost its national influence, slipping as the country’s fourth
largest urban area. By the late 1970s and early 1980s, the city was in
the midst of a population decline. However, the growth of the Uni-
versity of Otago helped maintain its vibrancy through the develop-
ment of a music and arts scene. City officials focused on transforming
Dunedin into a heritage city by showcasing its unique history and
culture and encouraging tourism.?’

Within this framework, the Dunedin City Council embraced
sports and proposed, in partnership with the University of Otago,
the construction of a new stadium. The new facility would replace
the famed Carisbrook, which opened in 1883 and lacked the ameni-
ties found in other sports venues. Rugby and soccer have been played
at Carisbrook, which is affectionately referred to as the “House of
Pain™—a reputation derived from the passionate crowds who cheer
there for their home team. The All Blacks, New Zealand’s national
rugby union team, also played at Carisbrook, losing only three con-
tests in 100 years.

By employing the argument that Dunedin will be the recipient of
increased tourism and that a new strategy is needed to recapture the
city’s past national standing, advocates of the stadium posited
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Dunedin needs to move in a new direction. We cannot afford to stay
behind. We must act decisively and realize that this is not a stadium;
it is a world-class civic, academic, cultural, sports, and entertainment
facility. This is capable of transforming the city, since now we can com-
pete for national and international events. We must figure out a way
to make this happen and make Dunedin a desirable place to live. The

stadium is a key to the future of our city.*°

But at a cost nearing NZ$190 million, the 30,000-person capacity,
glass-covered, multifunctional stadium proposal included consider-
able public funding, estimated at nearly NZ$70 million. Private fund-
ing was set at NZ$27 million in order for the project to qualify for
final council approval. In early 2009, the Forsyth Barr Company, an
investment banking firm, signed a 10-year naming lease agreement,
shaping the structure’s final name as the Forsyth Barr Stadium at
University Plaza. The involvement of the firm substantially helped
finance the project’s expected private sector contribution.

Opposition to these plans by many residents who viewed this as an
unnecessary public investment at a time of hard economic times grew
intense. With groups such as “Stop the Stadium” and the “Dunedin
Rate and Householder Association” pitted against the Carisbrook Sta-
dium Trust, the Dunedin City Council, and the University of Otago,
the small, stable community was now divided. Another group, “What
if? Stadium of Dunedin,” advocated the idea for a different construc-
tion site and design.

Regardless, residents overall rejected the Dunedin stadium plan.
A study found that 71.7 percent did not approve of the project and
78.2 percent opposed public funding for the structure.? In January of
2009, more than 1,000 people took to the streets to protest against the
city’s proposed stadium.

The turn of events in Dunedin is common and indicative of the
issues that typically arise from these planning initiatives in cities
across the world. Stadium development projects are viewed as capable
of redefining the urban image and assisting economically struggling
communities. However, the benefits of this strategy remain unclear,
rarely justifying the public financial investments. This small city
embraced this approach, placing faith in a stadium that it expects will
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bring about needed national and international visibility and propel it
onto the international map.

The Role of the Private Sector in Urban Tourism

Given the multitrillion-dollar size of the world travel and entertain-
ment industry, it is obvious that, in addition to public support, the
private sector plays an increasingly critical role. Driven by profit,
business entrepreneurs look for opportunities to maximize their
investment. Travel and entertainment rapidly emerged as an excel-
lent growth market with considerable potential returns. Thus, pro-
fessional team owners, hotel chain corporations, restaurants, and
other food service and tour providers, embraced the growth of urban
tourism and business travel by becoming active participants in its
economy.

There are two categories of private sector involvement. The first
type regards direct investment in the tourism sector and the second
type relates to indirect urban investment derived from the revital-
ization of the urban core. The outcome of the second type is partly
attributed to the development of culture, leisure, and entertainment
in cities across the country.

The city of Detroit, for example, looks to casinos and gambling
to increase tourism and business travel in the form of conventions.
Recent private investment comes from three major casinos, Greek-
town, MotorCity, and the MGM Grand Detroit, which invested $1.5
billion to develop new hotels and to upgrade the facilities. Totaling
1,200 luxury rooms, these corporations are also interested in retaining
the day-trippers for longer stays. MGM Grand’s investment produced
a $765 million complex that includes a 17-story hotel with elec-
tronic concierges in each room. The restaurants offer celebrity chefs
Wolfgang Puck and Michael Mina who operate their own facilities.
Greektown Casino spent $475 million with a 20-story hotel, and
MotorCity Casino introduced a 17-story hotel and other amenities for
$275 million.??

The private sector in countries abroad also took advantage of the
major growth in both recreational and business travel. Between 2001
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and 2006 in Mexico, more than $11.6 billion in private investments
were recorded, and that amount surpassed government projections by
29 percent. Nayarit State received $92.5 million from private sources
and more than 60 percent of that money went to the city of Nuevo
Vallarta. Between that same timeframe, Quintana Roo received
$2.47 billion, an amount that contributed to the urbanization of the
state’s Caribbean coastline.®® In Australia, the city of Perth experi-
enced aggressive private sector investment. In 1999, $A635 million
for private tourism development included $A62 million for three
new sizable hotels and additional expenditures to upgrade the city’s
infrastructure.34

Even corporations that are not directly involved in the tourism
industry look to the urban core more favorably as they come to appre-
ciate the more vibrant, safe, and inviting city centers. In 2005, the city
of Chattanooga, Tennessee completed a very ambitious $200 million
transformation of its 12-mile waterfront property along the Tennes-
see River. The 21st Century Waterfront Plan includes new museum
attractions and a stadium for minor league baseball; and this is just
the beginning of further development. Blue Cross and Blue Shield of
Tennessee seriously considered leaving the city. However, because of
the renewed commitment to the waterfront, the company not only
decided to stay, but also invested more than $300 million in the devel-
opment of the Cameron Hill Campus. The new complex employs 4,500
workers. In addition, more than $350 million in revenue brought new
condominiums to downtown Chattanooga. Many other cities such as
Phoenix, Arizona, which is pursuing an ambitious CityScape project,
expect similar private sector investment following initiatives to recre-
ate the urban core along lines of leisure and recreation.

While separate observations can be made on the involvement of the
public and private sectors, their differentiation does not offer a com-
prehensive understanding of recent urban development and change.
It has been both sectors working together that propelled the growth
of urban tourism, and consequently the refashioning of cities. In the
form of partnerships, local government and business interests look
for ways to leverage each other in their quest to meet different goals.
On the one hand, businesses are concerned with maximizing profit,
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while on the other, city authorities desire to grow their communities,
provide public services, and meet budgetary needs.

Urban Tourism and the Rise of Private—Public Partnerships

A conventional analysis would place public and private sectors as sep-
arate entities, but they work closely together on tourism development.
In fact, the building and operating of an economy of culture and lei-
sure allow us to observe what political scientist David Perry refers to
as the “privatizing discourse of public infrastructure.” Increasingly,
private sector participation entails investment, ownership, or manage-
ment in city building. Urban tourism development reveals the pres-
sure of an expanded and deeper connection between state and capital,
which has emerged as the prevailing force in the creation of the enter-
tainment infrastructure.

This intersection gives rise to discretionary purpose authorities
and special districts. These units are popular as local governments
are called upon to meet various goals. Community development,
transportation, economic development, parks and recreation, medical
and health, environment, and criminal justice are some of the areas
within which we see the presence of these governmental units. In
2009, the State of Colorado reported 3,099 such local governments
actively engaged in various practices. Both the Denver Metropolitan
Major League Baseball Stadium District and the Denver Metropoli-
tan Scientific and Cultural Facilities District aggressively pursued the
advancement of tourism.

In Chicago, expansion of McCormick Place, currently the largest
convention complex in the world, included the construction of an 800-
room hotel to accommodate the large volume of visitors. The Metro-
politan Pier and Exposition Authority financed the project by floating
$130 million in revenue bonds. The Authority owns the hotel and
partnered with the Hyatt Corporation, which manages its operation.
'The Authority is currently considering adding 600 rooms to the Hyatt
McCormick Place Hotel at a projected cost of $145 million.3¢

'The use of private—public partnerships in building the city of leisure
is increasingly a common, sought after strategy. The logic centers on
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Figure 2.4 Cloud Gate sculpture in Millennium Park, Chicago, lllinois. One of the park’s focal
attractions, the display is affectionately referenced by the public as “the bean.” The park opened in
2004 at a cost of half a billion dollars and was the outcome of a public-private partnership (Courtesy
Author).

the notion that growth is central to urban well-being, and urban tour-
ism is simply another means to achieving that goal. The purpose of
public subsidies is to induce private investment and entice commerce
ventures. Businesses are expected to create jobs and a healthy tax base,
which is then utilized by the municipality to improve basic services
as well as maintain and expand infrastructure. Prosperity and a good
business climate will in turn encourage additional private investment.
The outcome of this strategy is the rise of local growth coalitions
and regimes that aggressively pursue tactics that focus on attracting
and retaining corporate investment. It is within this scheme that the
promotion of tourism, culture, leisure, and entertainment is rapidly
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replacing the once dominant manufacturing economy. The city of
Toronto, Canada is a good example of this approach (see “Writing,
Reflection, and Debate” section at end of the chapter). However, this
strategy is also visible in smaller cities.

'The South African coastal cities of Buffalo City and Virginia Beach
share a common goal and strategize how best to take advantage of
their status along the Indian Ocean. The cities identified a number
of niche markets, including ecotourism, events and festivals, sports
tourism, and a new convention center. The private sector is central to
these efforts. For example, the city of Virginia Beach allocates about
R3.5 million to tourism development annually, of which 37 percent is
expected to derive from the private sector.’

These initiatives are controversial and many question the public
value of these practices. Opponents argue that local governments
often go too far in their efforts to attract investment, charging that
these policies are advanced at the expense of taxpayers. Consequently,
in some instances, referendums stalled the construction of stadiums
that involved the use of public funding. Local newspaper editorials
and community groups led antiapproval efforts, referring to these
practices as examples of corporate welfare. In 2007, the Cincinnati
Reds saw the voters of Sarasota, Florida reject a taxpayer-supported
stadium project. The team sought $16 million to help pay for a $45
million renovation of their spring training facility.3® In 2006, Seattle,
Wiashington voters approved a ballot initiative that restricted taxpayer
subsidies for professional sports teams. This hampered plans for the
construction of a $500 million arena complex which was pursued by
the SuperSonics, the city’s professional basketball team. The team had
been founded in Seattle in 1967, but it relocated to Oklahoma City
during the 2008-2009 season.*

Examples of public—private partnerships range from infrastruc-
ture development to marketing tourism. Visit Florida, a public—pri-
vate tourism agency with annual revenues of $80 million, is Florida’s
official source for travel planning, and is responsible for promoting the
state. In San Diego, California, the city pays eight business groups
approximately $1.2 million a year to market the city. In 2004, the San
Francisco Convention and Visitors Bureau received funding through
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a combination of public and private resources.*’ The city of Baltimore,
Maryland is considered one of the first urban centers in the United
States to pursue the urban tourism strategy. The case study below
explores how the Harbor Place emerged as a central development
in that quest and showcases the public—private cooperation that was
involved in transforming the Inner Harbor of the city.

Harborplace, Baltimore, Maryland

Baltimore’s location along an arm of the tidal Chesapeake Bay made
it a successful trading center. Like many other industrial cities, the
city struggled during the postwar period, experiencing considerable
decline. The city was hit particularly hard in 1968, following the
assassination of Martin Luther King Jr., with riots lasting more than
10 days and causing millions of dollars of damage.

As early as 1954, local officials and business leaders joined forces to
address Baltimore’s urban condition. They focused on the downtown
and proposed housing and retail development. This was a vast area
with extensive vacant space and abandoned warehouses. The nearby
Inner Harbor was a focal point for decades; however, by the 1960s,
the shipping industry stopped using the port and moved its activities
to outer harbor docks. Large commercial vessels now required deeper
waters and more space to load and unload their cargos.

Despite some construction during the 1970s, the Inner Harbor
was neglected, many buildings were abandoned, and the waterfront
remained open and ripe for development. The huge success of the “Tall
Ships” display in 1976, and the Inner Harbor setting, as a potential
draw for tourists, proved effective factors in the redevelopment of the
site along the lines of tourism, leisure, and entertainment.*!

A dizzying infrastructural program began in the area, first with
the construction of the Baltimore Convention Center in 1979, Har-
borplace in 1980, the National Aquarium in 1981, and the Baltimore
Museum of Industry in 1982. During 1992, Oriole Park at Camden
Yards for the Baltimore Orioles professional baseball team and other
attractions solidified the area’s identity. For example, Harborplace and
'The Gallery, which opened in 1987, is an urban retail and restaurant
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Figure 2.5 An aerial view of Baltimore Maryland and the Inner Harbor which is credited with the
revival of the city. Camden Yards, home to the Baltimore Orioles professional baseball team, is
nearby and is visible on the left edge of the photo (Courtesy Dobresum, Shutterstock Images).

complex that helped the city’s revitalization efforts. According to one
Baltimore official: “Harborplace & The Gallery put downtown Balti-
more on the map. It signaled to the world that Baltimore was coming
back after decades of disinvestment. It will always remain a critical
asset of downtown Baltimore.™?

Sport is also key to Baltimore’s tourism strategy. In addition to
Camden Yards, which cost $110 million with a 48,000-spectator
capacity, the Baltimore Ravens of the National Football League host
visiting teams at the nearby M&T Bank Stadium. Completed in 1998
for $220 million, the facility has a 71,000 spectator capacity. Both of
these stadiums, designed by the HOK architectural firm, pursue an
urban stadium concept. They maintain adjacent warehouses and rep-
licate the feel of venues from a bygone era.

The public sector heavily invested in Camden Yards, contributing
96 percent of the financing. The M&T Bank Stadium received 90
percent of its costs from taxpayers. Other publicly owned sports facili-
ties include the 1st Mariner Arena where more than 800,000 guests
cheer at 120 events annually. The Baltimore Blast, the city’s profes-
sional soccer team in the MILS is just one of the events sponsored at
the arena. Over the years, city tourism increased considerably from
9.2 million visitors in 1992, to 13 million visitors in 1998 to 17 million
visitors in 2005.%
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Baltimore is considered one of the first cities in the United States to
pursue the tourism economic development strategy to such a degree.
For more than 30 years, officials focused on developing a massive
infrastructure and recasting the city’s image. Has this proved to be a
successful approach? It is clear that the physical reorganization turned
Inner Harbor into a very attractive space. While the degree of this
success can be measured through various indicators, the larger ques-
tion concerns the impact of this approach on alleviating the social
problems that are still ravaging the city’s inner neighborhoods. This is
a complicated issue and one that is often at the heart of these types of
public policy initiatives. But the potential benefits from tourism are so
extensive that cities have to brand themselves accordingly so they can
take advantage of the returns.

Marketing Cities and New Urban Identities

'The demand for tourism in the United States from 2008 to 2018 is
expected to increase by 3.5 percent and the visitor exports by 4.9 per-
cent. Furthermore, government expenditures are calculated to grow by
3.1 percent and capital investment by 4.3 percent. The travel and tour-
ism industry contributed 3.8 percent to the Gross Domestic Product (GDP)
in 2008 ($542.4 billion) but will be rising to $881.4 billion (3.7 percent of
total) by 2018. The travel and tourism contribution to the United States
economy (percent of total) should increase from 10.0 percent ($1,442.8 bil-
lion) to 10.3 percent ($2,480.0 billion) during this same time frame.*

These forecasts hold the promise for economic revival. Urban may-
ors and governors turn to this industry, viewing it as integral to their
broader economic development strategy, a way to reviving their strug-
gling cores. While many states had to decrease their total expendi-
tures following September 11, post 9/11 tourism revenues surpassed
the pre-9/11 levels. Florida reported more than 47 million travelers in
1997 and more than 83 million travelers in 2005.

The current economic crisis placed pressure on many legislatures
that were facing shortfalls. In Florida, 2009-2010 budget proposals
included reduction of $13 million in tourism advertising spending.
Similarly, because of a projected $1 billion budget shortage, Utah is
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Table 2.4 Tourism Spending among States (2007-2008 Budget Year)

1. Hawaii $85.1 million
2. Texas $63.2 million
3. California $58 million
4. Illinois $50.4 million
5. Florida $42.1 million
6. Pennsylvania $31.8 million
19. Kentucky $15.8 million
25. Michigan $12 million
37. Ohio $8.2 million
38. West Virginia $7.9 million
41. Indiana $6.75 million

Numbers do not include midyear funding increases or grants funneled to regional
tourism agencies.
Source: U.S. Travel Association.

considering dramatic cuts in their advertising tourism budget. Out
of a total $10 million spent in that area, the reduction is estimated to
exceed $4.7 million.*

Hawaii is the current leader in state tourism spending, having
invested more than $85 million during 2007-2008. Texas is a distant
second, even though they doubled their expenditures to $63.2 million.
California, Illinois, and Florida hold the remaining top five positions
(See Table 2.4). Regardless of the amount, every government across
the country praises the economic benefits of its tourism activities and
advocates consistently pursue additional funding opportunities. Colo-
rado maintained a tourism budget of $1 million in 1999. In 2003, the
budget increased to $12 million and by 2008, the budget was almost
$20 million. According to estimates by state officials, tourism gener-
ates $100 billion annually and for every dollar the state spends promot-
ing itself, it should expect to receive up to $13 in return.*® Even county
governments are attuned to the financial ramifications of this sector.

Since cities operate in highly competitive environments they allocate
as much money as possible to marketing and advertising. Resources
are needed to promote and encourage potential visitors. Increasingly,
advertising campaigns often focus on presenting a new urban image.
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Patrick Moscaritolo, president of the Greater Boston Convention and
Visitors Bureau, recognizes the challenges facing his city by noting:
“Tourism is a very competitive industry. With the shift in the visitor
mix, you have all the New England states...competing for basically
the same market. Now we’re all fishing in the same pond.™’

A review of marketing budgets reveals significant spending pat-
terns. In 2006, Chicago’s Convention and Tourism Bureau’s annual
budget was $14.5 million and Orlando’s budget was set at $40.8 mil-
lion. However, both of these budgets are dwarfed in comparison to
Las Vegas, the world’s top convention-hosting city. In 2006, Las
Vegas maintained an annual tourism budget of $227.8 million. That
same year, half of Chicago’s budget, approximately $7.7 million, was
in the convention sales and marketing category. Los Angeles bud-
geted $12 million and Atlanta $10.4 million in this category. Orlando
spent $5.1 million on convention sales and $6 million for a separate,
national advertising campaign to attract business travelers. Chicago’s
direct spending to promote the city to travelers in 2006 was $3.8 mil-
lion. Cities sometimes operate satellite tourism promotion and sales
offices across the country. Las Vegas maintains six offices and Orlando
maintains four branch operations.*®

Experts argue that urban centers, just like businesses, must become
attractive products if they want to revitalize themselves. This places
marketing to the forefront of city planning. In the early part of the
1970s, Cleveland, Ohio experienced a number of challenges. Finan-
cial decline, decaying infrastructure, failing schools, and poor lead-
ership in the midst of worker strikes gave the city a poor image.
Cleveland embarked on a plan to introduce new construction projects
in its downtown and promoted the new plan by communicating its
activities via direct mail, booklets, and other forms of media. These
marketing efforts were recognized with numerous honors in 1982 and
1984.4

In 2007, Detroit unveiled a $750,000 promotional campaign to sup-
port a new brand identity titled “D. Cars. Culture. Gaming. Music.
Sports.” As a departure from the 10-year-old “It’s a Great Time in
Detroit” slogan, officials wanted to project the city as a hip place,
focusing on people between the ages of 21 and 35. Research showed
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that among 11 regional cities, young adults viewed Detroit as ofter-
ing the most dynamic travel experience. More than 15 million people
came to the region in 2004. Officials conceded that the previous cam-
paign proved unsuccessful and via online media such as podcasts and
blogs they formally advertised the message, “This is not your father’s
Detroit.” Detroit’s goal is to reverse the city’s earlier image.°

Marketing and promotional strategies linked to tourism are often
organized with the view that any of the visitors could be prospec-
tive investors. Therefore, in many cases, tourism materials contain a
“business message.” However, the success is unpredictable, and while
some cities are more capable of reimaging themselves through their
campaigns, others lag behind. A study of six formerly industrial/
manufacturing British towns and cities (Belfast, Birmingham, Car-
diff, Doncaster, Glasgow, and Manchester), which had made a com-
mitment to the promotion of tourism by developing related facilities,
reached some interesting conclusions. Specifically, the degree of their
previous identity influenced the extent of their newly created external
perception. Cities with strong past industrial images that had gone
through significant reorganization toward the travel industry, were
more successful than those with weaker manufacturing identities that
had experienced similar restructuring.!

Constructing a new urban identity often goes to extremes and
Dubai is an example of a place that has created a tourism market
out of nothing. In recent years, the city built islands to accommodate
hotels and consumption. One development, the Palm Island mega-
resort, contains villas, luxury hotels, a marine park, and cinemas
and promises visitors a world-class golfing experience. All of these
developments aim to attract the rich and famous. In addition, the
Dubai Shopping festival is a month long event held every January that
transforms the city into a shopping mall, accompanied by other enter-
tainment exhibits and shows. To the east, Macau in southern China
focused in recent years on becoming a world-class casino location.
Macau refers to itself as the “Monte Carlo of the Orient,” and the
local economy is closely tied to gaming. Most Chinese come to Macau
exclusively to gamble and their spending constitutes the majority of
the total government revenues.
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Clearly, the advancement of tourism hinges on marketing of new
urban images. Urban entrepreneurism is a necessary prerequisite.
Overall, whether exercised by political leaders, tourism officials, civic
boosters, philanthropists, or marketing experts, the ability of these
entities to craft an effective message determines the success or failure
of their identity and repositioning efforts. The case of Krakow, Poland
provides interesting insights on how that city attempts to manage and
market its tourist identity as historic preservation and commercialism

collide.

Preserving the Urban Tourist Identity in Krakow, Poland

Krakow, Poland (population 760,000 in 2006) is the second largest
city in Poland and one of the best preserved cities in Europe. The Old
Town (city center) was spared from the destructive forces of the Nazis
and the Red Army. Baroque churches, architecturally unique build-
ings, cobblestone streets, museums, galleries, and cafés dominate the
town. The Rynek Giéwny (Grand Square) is the largest in Europe.
Krakow is viewed as the cultural center of Poland. Its rich history
includes the Jagiellonian Dynasty (1385-1572) and Wawel Castle and
Wawel Cathedral. Jagiellonian University has the distinct honor of
claiming the famous astronomer Nicolaus Copernicus as one of its
graduates. Pope John Paul II (1978-2005) served as Archbishop of
Krakow before his appointment to the Vatican.

With all these assets, it is no surprise that Krakow was always a
center of tourism, attracting foreign visitors, especially after the fall
of communism. But officials looked for opportunities to further their
city’s historical identity, solidifying its standing. In the late 1990s,
Krakow pursued the European City of Culture designation, a highly
desirable title sought after by many other European cities. Launched
in June of 1985 by the European Council of Ministers, this award
program was expanded by a 1999 Act of the European Council to
continue until 2019. A valued designation, the award would benefit
both the cities as well as the notion of European unification. Accord-
ing to the Council, “..[the designation] would strengthen local and
regional identity and...foster...European integration.”” European
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Figure 2.6  Rynek Gtowny, Krakow, Poland is the main square of the old town. It dates back to the
13th century and is the largest medieval square in Europe. As the city’s major tourist attraction it
hosts numerous cultural events annually (Courtesy Rubi Photo, Shutterstock Images).

cities compete for this honor and utilize this recognition to market
and develop relevant cultural programs. Proposed and planned activi-
ties typically include festivals, the arts, museums, and other forms of
artistic expression for the entire award year.

In 1995, Krakow, along with eight other cities, received the 2000
European Capital of Culture designation. Officials immediately
embarked on an aggressive five-year program focusing on film (1996),
literature (1997), music (1998), and mixed events (1999) with the
organization of numerous festivals (2000) as the culmination of the
city’s artistic celebration. This was an opportunity for Krakow to dis-
tance itself from the Eastern European Socialist past and help accel-
erate Poland’s integration into the European Union. The city could
also address the environmental impact of industrialization, which
threatened its status as a UNESCO World Heritage Site. According

to a government leader,
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Krakow’s cultural policy is closely linked to making progress on the
environmental front. If someone wants to come here for culture, they
want also to have clean air and water. We have two large programs in
place at the moment to make sure we are successful in this area. This is
very important for the future of the city and for maintaining its identity.
We can spearhead environmental protection policies and gain funding

from European and World organizations.”

The capital designation was also part of a broader tourist policy.
According to a local administrator, “Our future is tied to our image.
We want to be an alternative to Prague. That city is too noisy, too
large and of course it is a capital city. We must sell ourselves as a
smaller version of Prague. Cultural policy and tourist development of
Krakow is tied to the development of the region.”* By all accounts,
Krakow’s strategy proved quite successful. The total number of guests
receiving accommodations in the city increased from 1.2 million in
2005 to 1.3 million in 2006 to 1.4 million in 2007.%

Krakow’s Bohemian feel is also attracting young people who are
interested in the cultural uniqueness of the environment. But as air-
line service, especially by budget carriers, increased considerably in
recent years, Krakow began to develop a different reputation. With
more than a dozen weekly flights from London, Belfast, and New-
castle, rowdy crowds gained easy access to the city.*

The case of Krakow shows that cultural policy and tourism devel-
opment can be part of a strategy aimed not at converting, but rather at
reinforcing an existing image. However, there are also unanticipated
outcomes that accompany the benefits of economic growth. Krakow
must balance historic preservation with commercialization, a direction
that can potentially damage the city’s longstanding cultural identity.

The Entrepreneurial City

This quest by local officials in Krakow to compete against other cities,
manage their urban identity, and use tourism as an economic devel-
opment strategy demonstrates some of the entrepreneurial practices
employed by municipal leaders. In a speech at the Manhattan Insti-
tute in 1997, then Mayor of New York City, Rudolph W. Giuliani,
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outlined the reasons for his city’s success as reflected in job growth,
crime reduction, and increased tax revenues. The mayor noted that the
policies he pursued were responsible for this rebound, encapsulated
by a return to “the spirit that made [New York City] great in the first
place—a spirit that embraces individual initiative, responsibility, and
drive: what entrepreneurship is all about.”’

Giuliani’s statement has a variety of political overtones and clearly
reflects the outlook of a conservative mayor. But at the same time,
regardless of ideological afhiliation, an agreement is certain in the
following two areas. The first area concerns the fact that New York
City did experience a remarkable turnaround in the 1990s, follow-
ing visible economic and social declines during the 1970s and 1980s.
'The second area relates to a movement in urban politics that saw a
new breed of mayors entering City Halls across the country, trying to
reverse trends of substantial social and economic decline.

In the United States, in addition to New York City’s Mayor Rudolph
Giuliani, Chicago’s Mayor Richard M. Daley, Philadelphia’s Mayor
Ed Rendell, Milwaukee’s Mayor John O. Norquist, and Los Angeles’s
Mayor Richard Riordan would be members of this “Mr. Fix It” or
“Messiah” group of leaders. All of them focused on reform policies
by embracing what they often termed as “no-nonsense strategies’—
operating outside the traditional boundaries of previous governing
practices. By the early 2000s, many of them came to be viewed as
capable of transforming the cities in which they served.

Chicago’s Mayor Richard M. Daley, first elected to office in 1989,
is credited with reviving Chicago and aiding the city in its quest to
become recognized as a world class urban area. As the United States
representative to host the 2016 summer Olympic Games, the mayor
aggressively pursued a multiyear, multibillion-dollar infrastructural
development program that focused on restructuring the lakefront.
Daley’s entrepreneurial agenda surprised many, especially when it
included the privatization of public assets.

For example, in 2005, the city sold the rights to operate the Chi-
cago Skyway Toll Bridge to a private company. The 7.8 mile stretch
will be under the control of an international group for the next 99

years. The deal yielded the city an upfront payment of $1.83 billion.
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Chicago also pursued the privatization of Midway Airport for $2.52
billion and numerous parking garages for $563 million. At the end of
2008, officials even privatized 36,000 downtown parking meters for
the next 75 years, yielding $1.2 billion. This privatization of public
enterprises is criticized as a new mode of free market economics per-
petrated by liberal politicians.

In Indianapolis, Mayor Stephen Goldsmith served from 1992 to
2000 and is credited with the revival of that city’s downtown. Gold-
smith engaged in an extensive infrastructural development program
aimed at improving city services by embracing a competitive bidding
process, injecting the private sector when appropriate to benefit the
public. The mayor supported the creation of new jobs by integrating
the voices of business interests while bypassing partisan politics. His
approach received national attention, leading him to edit a volume
on the subject appropriately titled 7he Entrepreneurial City: A How-1o
Handbook for Urban Innovators.>®

Entrepreneurial mayors typically blame municipal bureaucracies as
one of the primary reasons for stifling economic growth. Many focus
on reversing inefficient government practices. Thomas Menino, cur-
rent mayor of Boston since 1993, was acknowledged for the creation
of the Back Streets program—a one-stop unit that streamlined city
licensing procedures and was noted for better serving the city’s more
than 4,000 businesses.””

Los Angeles holds a very special position when considering the
rise of the entrepreneurial city. The 1984 Olympic Games was the
start of the modern quest for mega-tourism projects that many cities
have since aggressively pursued. The Southern California Committee
for the Olympic Games (SCCOQG), a private, nongovernment group
initiated the bid effort. Established in 1939, the SCCOG was unsuc-
cessful at that time in bringing the Olympic Games back to the city
after the 1932 Games. The group promoted the 1984 bid by identify-
ing the positive economic impact that would result from the influx
of visitors and the opportunity to showcase the city internationally.
While this was exclusively a private effort, by advocating the need for
Los Angeles to become a global city, Mayor Tom Bradley managed
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to successfully maintain the commitment of the public sector for this
initiative by ensuring city council support.®?

Interestingly, the 1984 Los Angeles Olympics were the first Games
held where we saw the presence of economic impact studies. These
were also the first Games to be financed privately, with minimal orga-
nizational links to the host city. The United States Olympic Commit-
tee revenues covered the $685 million cost, and for the first time, the
Games produced a surplus of $380 million. More importantly, the
privatization of the 1984 Los Angeles Games revolutionized the stag-
ing of future Games, as selling Olympic rights to media and advertis-
ing sponsors became mainstream practices.®!

Given the widespread attention to the restructuring of the cores,
these entrepreneurial practices became central to the development of
urban tourism. Infrastructural projects supported culture, leisure, and
entertainment activities, bringing millions to downtowns across the
country. This remaking of the urban environment also received exten-
sive coverage by the media. 7be Kansas City Star has noted “Down-
town is welcoming some new urban pioneers to join the empty-nesters
and single adults who've dominated its revival.”®? The Orlando Sentinel
observed that religious organizations and churches benefited from
the rebirth of the core,®® and the Houston Chronicle indicated that the
return of a popular festival to the downtown area was due to the vital-
ity of the renewed center.®*

Conclusion

The rise of globalization had a considerable impact on urban centers.
'The outflow of jobs and capital from cities that traditionally relied on
manufacturing to locations abroad meant that new economic develop-
ment strategies had to be explored and instituted. The emergence of rec-
reational and business visitors fit the entrepreneurial strategies that local
officials pursued. Public—private partnerships furthered that direction,
in the process opening up the possibilities for needed investment. How-
ever, the growth of the tourism industry within a restructured global
environment also expanded international travel, encouraging cities to
look at foreign visitors as an additional source of revenue.
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In order to maximize the effectiveness of tourism, cities also market
themselves as destination centers and work hard to alter their image.
This process proves to be a complicated proposition since it poses numer-
ous challenges. It often requires extensive and sustained investments in
marketing campaigns, physical infrastructure, and the quest for staging
major events that offer the desired visibility. Furthermore, the effective-
ness and cost benefits of these practices remain questionable.

'The utilization of urban tourism strategies, including the growth of
tourism precincts, is examined in the next chapter. Local authorities
pursue maintaining existing locations and creating new attractions,
nationally and in many cities abroad. However, this type of growth
often has unanticipated outcomes. On the one hand, it can fuel fur-
ther development, but on the other hand, it can alter the socioeco-
nomic makeup of existing communities.

Writing, Reflection, and Debate

The commitment of the city of Toronto to the advancement of
urban tourism is reflected through the creation of the Economic
Development, Culture and Tourism division. Some of the objec-
tives identified by the unit include:

 Advancing strategies to strengthen the tourism sector

* Promoting and supporting new investment and
development

* Responding to the needs of local tourism sector
businesses

* Providing advice and support to help businesses and
operators attract the tourist market and create packages
and other forms of cooperative ventures

* Resolving issues detracting from the visitor experience

* Supporting measures creating a tourist-friendly
environment

* Forging strong partnerships with other levels of govern-
ment, agencies, and the private sector
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* Helping new tourism businesses and investors access the
information needed to find sites in Toronto

* Advocating on behalf of businesses within City Hall to
resolve many types of issues and to cut red tape

* Helping businesses develop new markets in the tourism
sector®

'The above goals clearly demonstrate that this local govern-
ment wants to partner with the private sector in support of this
industry.

Discussion Question

Who was/is responsible for “getting things done” in the city
where you grew up, or where you live now? Was it a powerful,
proactive mayor, another visible community leader, or was there
no clear individual or group working to build up the city?







3

TOURISM POLICIES
AND URBAN GROWTH

In chapter 2 we examined the rise of tourism and the way in which
its evolving character as a commodity has been fueled by globaliza-
tion. Many cities, especially those whose manufacturing economies
have experienced decline, have seized on tourism as an alternative
source of economic growth. Attracting tourists requires cities to dis-
tinguish themselves as distinctive “places.” In this chapter we focus
on the characteristic types of place that are identified by, or in many
instances, have been created by local governments and their business
allies to serve as tourist attractions. This analysis will include a con-
sideration of the pros and cons of developing such tourist districts.
When hundreds of thousands of visitors flood the streets of a for-
merly quiet ethnic neighborhood or historic town, the everyday lives
of the residents will be changed in many ways. The chapter concludes
by discussing an associated form of tourism, the mega-event, whose
mechanism for drawing visitors is an organized array of activities—a
World’s Fair or Olympic competition—that concentrates visitors in
time as well as space.

Key resources of urban economic development, marketing, and
related destination-planning approaches have produced powerful
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landscapes that have furthered municipal advancement. Political sci-
entist Dennis R. Judd, a leading scholar of urban tourism, observes
how the “tourist bubble” is now the most common restructuring strat-
egy used to depict tourist spaces as destination spots. For example, in
the United States, Las Vegas focuses its district on entertainment that
emerges from gaming, while New Orleans utilizes its French Quarter
by projecting the historical past, as well as its musical connections to
jazz.!

Tourism districts in old European cities (e.g., Athens, Rome, Lon-
don, Paris) maintain themselves by drawing from their powerful his-
torical heritages, world famous attractions, and points of interests.
The situation is different elsewhere among cities that do not possess
these distinctions. Sydney (Darling Harbor), Chicago (Navy Pier),
Liverpool (Albert Docks), and Baltimore (Inner Harbor) constructed
precincts to complement existing attractions or formulate new ones.
But other modes of urban visitor precincts emerge, often unpredict-
able in their birth and highly specialized in their function.

These observations clearly point to an organized plan of action on
the part of local government, civic elites, and business and corporate
interests to advance venues that can draw larger numbers of visitors
and subsequent profits. Designed to make cities more attractive, these
investments often result in highly structured visitor experiences. Some
enclaves spotlight ethnicity, some center on sports, while others com-
bine entertainment and an educational/knowledge-based framework.

There are a number of issues facing urban tourism districts given
that local authorities and investors attempt to ensure their continued
success. For example, concerns about authenticity abound due to the
intense commodification of these locales. The rapidly evolving public—
private partnerships, and their effect on the future development and
management of these districts, can have operational ramifications.
More important, tourism districts must be updated to remain relevant
and attractive, which necessitates ongoing investment.

Finally, the corporatization of the tourism experience has brought
about significant changes. Mega-firms like Disney and Sony have
increased their investment in the urban tourism industry, and in the
process have restructured the visitor experience to meet their profit
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goals. This staged authenticity has additional consequences because
these entities are able to overwhelm any localized, indigenous efforts
in the form of entrepreneurism and job creation.

Sociologist Sharon Zukin’s work is quite relevant here because
she points out how the shift to a symbolic economy contributes to
a detachment from social institutions, even affecting architectural
designs. The culture of place conforms to market interests instead of
public values. Within the global forces of competition, distinctiveness
gives way to the franchised presentation, creating “nonplaces.” Some
cities are attempting to address this issue of McDonaldization (a term
used by sociologist George Ritzer). For example, the principles of the
fast-food restaurant are dominating more and more sectors, so Chi-
cago discourages franchise eateries from operating in the downtown
area of the Loop, and encourages neighborhood restaurants to estab-
lish themselves in the city center. These enterprises bring with them
their ethnic cuisines, which aid in the configuration of an eclectic
atmosphere.

The issues presented above are evident in many cities across the
world. For example, competition for tourists helps create specialized
districts, like the one in Penang, Malaysia, discussed next. The case
of Penang ofters some interesting insights into these tourism-driven
policies. Here, authorities attempted to use heritage and ethnicity to
attract visitors. Focusing on economic growth also meant injecting
elements of cultural artificiality, causing strain and conflict within the
local community. While these outcomes are often unanticipated, it is
through these processes that we can gain a glimpse of the complexi-
ties of these practices.

Penang, Malaysia: An Evolving Tourism Strategy

'The State of Penang in the northern region of the Malaysian Pen-
insula dates back to the seventeenth century. Composed of Penang
Island (Pulau Pinang) and Province Wellesley (Seberang Perai) on
the mainland, the area has evolved into a major tourist attraction. Its
capital, Georgetown, increased in population as a result of the various
ethnic groups who, over the centuries, settled in this multicultural
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city. Because of the diverse groups that occupy Georgetown, distinct
heritage buildings such as mosques, Buddhist and Hindu temples,
synagogues, and Christian churches stand side by side. Over the
years, Indians, Armenians, Arabs, Jews, Chinese, Japanese, Filipinos,
and immigrants from many other Asian and European countries have
given the city a rich cultural base of spirituality and lifestyles.

In October 2008, because of its ethnic history, Georgetown
received the distinction of being designated a World Heritage Site.
In its announcement, the United Nations Educational, Scientific
& Cultural Organization (UNESCO) World Heritage Commit-
tee identified multiple religious structures, unique streets, museums,
court buildings, commercial areas, a fort, its city hall, and Little India
as the rationale behind the designation. The recognition was also an
opportunity to further boost the area’s tourism, which already was
one of the most important sectors of the economy.

Penang Island is a tourist district with multiple geographical the-
matic zones of attractions. For example, while Georgetown and the
central part of the island possess the elements that could designate
these areas as an ethnic and culture precinct, the western part of the
island focuses more on agrotourism. Penang saw its tourism increase
during the 1990s, from 1.8 million visitors in 1990 to 3.5 million in
1999. But in recent years, there has been a decrease in international
visitor arrivals and an increase in domestic tourists. For example, in
1990, 400,000 visitors arrived from Malaysia and 1.4 million visitors
arrived from outside the country. In 2005, domestic visitors increased
to 1.95 million and international tourists dropped to 1.1 million.3

Malaysia’s modernization plans, under its Wawasan 2020 vision
released in 1991, focused on an economic transformation of the coun-
try. The role of the tourism sector proved crucial to fulfilling that goal
and Penang came to be viewed as an area capable of advancing this
vision. In 2008, Travel & Leisure magazine recognized the island as
one of the top Asian locations to visit.

A process of “imagineering” ensued, which is remaking spaces into
themed settings to develop memorable experiences for visitors. The
government facilitated related infrastructural investment, but locals
telt that this approach removed their voice. Many questioned why
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Figure 3.1 19th Century Shop-Houses, in Penang, Malaysia surrounded by modern structures
(Courtesy Chris Jenner, Shutterstock Images).

urban conservation focused only on tourist attractions and expressed
concern about the large number of building conversions. For example,
a survey of Georgetown residents revealed that tourism development
has had a negative impact on their community. More than 55 percent
of residents noted the loss of identity in tourist areas and 81 percent
noted traffic congestion as a major challenge. An increase in pollu-
tion (55 percent of respondents) and an overabundance of hotels and
shopping centers (65 percent of respondents) were also reported. Most
important, 48 percent of those interviewed indicated that they felt
treated as “second-class citizens.”

These findings were substantiated by another survey of hotel work-
ers, which revealed that 68 percent felt treated as “second-class citi-
zens.” The locals charged that the conservation initiatives of temples
made them “too colorful, like a zoo for the gods.” Because of that,
most locals avoided these religious edifices, leaving them to be pri-
marily visited by tourists.*

The case of Penang reveals the contested nature of tourism devel-
opment. Efforts to utilize heritage sites as part of a larger agenda of
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economic growth often conflict with the vision of local residents. Glo-
balization pressures have helped create an artificial environment. This
is especially problematic when it is injected into an ethnic district that
celebrates an indigenous culture whose historic roots have been cele-
brated by generations of Georgetown residents as part of everyday life.

Types of Tourism Districts

This section discusses in greater detail a central element of the urban
tourism development strategy—the tourism district. A variety of
such entities are examined here, including ethnic, support, sports,
entertainment, and historic precincts. The spatial concentration of
these settings is not only available to visitors, but also to residents
who participate in and experience the available attractions. Many of
these locales are positioned within or near corporate, commercial, or
residential areas. Integrated into the broader urban landscape, they
receive public financial support for their maintenance and further
development. Governments often attempt to maximize their uses by
promoting them beyond the tourism sector; however, their localized
integration proves a major challenge.

Efforts to transform neighborhoods into popular tourism districts
must focus on consumption, a direction that raises questions about
the legitimacy of both the environment and the experience. Because
of this complication, other cultural districts may emerge. These offer
a more realistic, uncamouflaged indigenous setting. For example, the
favelas (slums) in Rio de Janeiro are the recipients of tours by visitors
who want to see the everyday life in these environments. Tourists
in Los Angeles can pay $65 to join LA Gang Tours through gang-
plagued communities. Passengers must sign waivers acknowledging
they can become crime victims during the excursion. The goal of the
tours is to use the profits from them to create jobs and provide oppor-
tunities for the residents of the area. Also, educating people from
around the world about the inner-city lifestyle and gang involvement
solutions is viewed as a vital step toward a peaceful existence.

Similarly, City Safaris are promoted by the Rotterdam City Coun-
cil, Netherlands, providing visitors with an opportunity to venture into
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the deprived ethnic neighborhoods of the city. In the process, visitors
gain a glimpse into the life of recent immigrants and asylum seekers.
In Berlin, the Kreuzberg working-class district in the 1960s and 1970s
attracted Turkish immigrants, artists, and others who were trying to
avoid military service. The area was marginalized and developed a rep-
utation as unattractive and unassuming. But, following the fall of the
Berlin wall and the city’s reintegration to the West, the district evolved
as a prime attraction and an example of the bohemian lifestyle.’

Sometimes the development of tourism districts creates unexpected
outcomes. For example, the Granville Entertainment District in down-
town Vancouver stretches for many blocks along Granville Street. In
the 1990s, because of its favorable proximity to hotels and the city
center, the Vancouver City Council pursued the creation of a concen-
trated entertainment area. Vancouver had a reputation as a “No Fun
City,” and this initiative was intended to alter that perception. Bars,
dance clubs, and nightlife flourished in the district. Known earlier as
“Theater Row,” the new direction slowly pushed movie houses out,
converting many structures into nightclubs. But serving alcohol until
4:00 a.m. in these new establishments would have devastating effects.
Violent crimes, gangs, and other illegal activity enveloped the area.
Unable to deal with the complaints, the Vancouver Police Department
recently requested more resources to effectively address area problems.
'The city council is now battling to alter a damaged urban image.®

Understanding the dynamics of tourism precincts necessitates plac-
ing their investigation within the broader context of the sociology
of tourism. There are four elements that must be considered: (1) the
tourist; (2) relations between tourists and locals; (3) the structure and
functioning of the tourism system; and (4) the social and environ-
mental consequences of tourism.” Various aspects of these and other
elements are examined in this chapter and the chapters that follow.
Furthermore, we must recognize that these spaces maintain a political
dimension that influences their evolution. Decisions by local actors to
produce these locales for economic development purposes must strive
to maintain a balance between the demands of the visitor, which often
focus on comfort, with a desire to ensure the protection of the histori-
cal and cultural components of the given environment.
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We will now discuss various types of tourism districts, which have
distinct identities, and present their overall role in advancing urban
tourism. We begin with ethnic and historic districts. These are often
existing pieces of the urban fabric that are used and transformed for
the purpose of attracting tourists. We then focus on entertainment
districts, sports districts, and theme parks. These tend to receive
extensive attention and are created for a particular purpose, rather
than being existing entities that have been adapted for tourist use.
This section concludes with support districts, which spring up with-
out much planning, though at some point they do begin to receive
attention from local governments and planners.

Ethnic Districts

Ethnic enclaves are synonymous with many urban centers, especially
those that have historically been the recipients of large numbers of
immigrants attracted by jobs during the rise of industrialization. For
decades, these spaces and their inhabitants were isolated from the
larger community and served as a refuge from the dominant society.
Local officials identified some of these areas as focal points and ini-
tiated marketing campaigns and upgraded their physical landscapes
and general built environment. Leisure and tourism are closely con-
nected to these reconstituted districts, giving locals an opportunity to
financially benefit from the increased attention. Cultural diversity can
be celebrated, repackaged, and presented as an asset in the quest for
attracting visitors.

The city of Birmingham in the United Kingdom lured immigrants
from all over the world to work in its robust economy in the auto-
mobile factories and other manufacturing plants. The city continued
to maintain a large ethnic population during its economic decline,
making it one of the most culturally diverse settings in England. Bir-
mingham City Council’s advertising directed at tourists has taken
advantage of this distinction by highlighting the multitude of local
ethnic groups. These are referenced along with traditional attractions
such as cinemas, shopping, markets, and various places of interest,
including modern developments (Millennium Point), Victorian era
sites, and Digbeth, the location of the city’s birth in the 7th century.
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The city also declares itself as the “Capital of Balti,” a spicy dish
popular among Kashmiri residents. Visitors are encouraged to search
for the Balti Triangle in south Birmingham. The location not only
offers many restaurants with traditional food, but also provides shop-
ping opportunities for ethnic clothing and jewelry.

Chicago’s Chinatown, Greektown, Little Italy, Pilsen (Mexicans),
Lincoln Square (Koreans), and West Rogers Park (East Indians, Pak-
istanis, Hasidic Jews, and Russians) are some of the areas that slowly
evolved into ethnic tourism districts with city-sponsored guided tours
and promotional literature. These neighborhoods also display special
signage to mark their boundaries and advertise local museums and
other ethnic attractions. The presence of honorary street names in the
native language and flags are commonplace.

Toronto’s Greektown and Montreal’s Chinatown received exten-
sive makeovers as part of this tourism-based regeneration strategy.
In the early 1990s, Montreal focused extensively on the “Chinatown
Development Plan.” Three specific goals were part of the document:
(1) creation of boundaries for Chinatown; (2) identification of land use
and design guidelines within the area; and (3) improvement of public
spaces as well as services such as street cleaning, parking, and garbage
collection.

A key outcome of this initiative was the empowerment of the
local community, especially of the business owners who proved most
engaged in the process. Because of this direction, Chinatown evolved
by becoming inextricably connected to the tourist economy. Large
numbers of conventioneers who participate at events in the nearby
Palais de Congreés de Montréal, the city’s conference center, visit the
district. While the neighborhood successfully evolved into a mixed-
use community, it struggles to maintain a balance between the needs
of local residents and the increasingly large number of visitors.®

Historic Districts

Historic districts have grown considerably in recent decades to more
than 2,300 across the country. The rise of the historic preservation
movement helped the growth of these districts. According to the U.S.
National Park Service, “a district is a geographically definable area,
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urban or rural, possessing a significant concentration, linkage, or con-
tinuity of sites, buildings, structures, or objects united by past events
or aesthetically by plan or physical development. A district may also
comprise individual elements separated geographically but linked by
association or history.” Examples include the Georgetown Historic
District in Washington, DC and the Martin Luther King Historic
District in Atlanta, Georgia.

Officials have aggressively pursued local preservation ordinances to
protect the historic character of buildings and neighborhoods. Slowly
these initiatives are integrated into urban tourism policy develop-
ment. The protection of special landmarks by halting demolition and
upgrading streetscapes not only maintains the historic value of these
areas, but it also creates growth potential and is central to the eco-
nomic affairs of cities. Historic districts typically remind us of Ath-
ens, Rome, and Beijing. Millions of visitors pour annually into the
Acropolis, the Coliseum, the Forum, and the Forbidden City. Smaller
centers also transform their quarters and market them to tourists.
Charleston, South Carolina and Groningen, Netherlands are two
examples of cities that have benefited in this way.

The Charleston Historic District has been a national landmark
since 1960. The area expanded its initial boundaries five times follow-
ing its addition to the National Register of Historic Places in 1966.
'The last expansion took place in 1986 and today more than 80 prop-
erties comprise the historic structures within the district’s borders.
As the cultural capital of the South, Charleston possesses numerous
historic sites, eighteenth century homes, churches, and museums.
Hurricane Hugo devastated the city in 1989, but officials viewed this
as an opportunity to reestablish Charleston’s cultural heritage. By
upholding strict architectural guidelines, the city saw its historic dis-
trict reemerge better than before. Many of the nineteenth and earlier
twentieth century renovation and restoration efforts had lacked the
necessary detailed attention to the original.!®

By its investment in expanding its attractions and services, Charles-
ton brought forth a vibrant tourist center. A study estimates the total
economic impact of the sector at $3.09 billion (2007), up from $2.37
billion (2003). The earnings from tourism related jobs were assessed
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at $1.1 billion (2007), up from $0.8 billion (2003). The analysis also
reveals that history is Charleston’s greatest asset and that 5 percent of
visitors come from abroad, mostly from Canada, the United King-
dom, and Germany." But the increased popularity places pressures on
the community. In recent years, residents have raised concerns about
their quality of life, which they feel has been negatively affected due
to the growing number of visitors. In response to these issues, the city
formulated the Downtown Charleston Plan. The plan recognizes the
importance of tourism for economic development, but seeks to create
a balance by aggressively managing future commercial growth.

Many other cities utilize their historic status to pursue tourism.
Being able to draw visitors can have additional benefits. The case
of the Grote Markt (city square) in Groningen, Netherlands offers
some interesting insights. This Dutch city lacks the cultural repu-
tation found in other European centers. With a population of just
over 180,000 residents, it attracts about 1 million travelers annually,
primarily from Germany. By crossing the nearby border these visitors
take advantage of the shopping opportunities offered along the Her-
estraat, the city’s main shopping area. The square and the immediate
dense environments contain the major structural attractions, includ-
ing the town hall and the main cathedral.

After World War II, planning in the Grote Markt focused on pro-
moting commercial office buildings and large-scale retail develop-
ment. But as the city evolved, a demographic shift was observed. The
total population remained fairly unchanged. However, the consider-
able alteration in its makeup involved sharp increases in the number
of younger residents living in Groningen. By the late 1980s and early
1990s, the city center started to shift in its function as an environ-
ment that favored culture, entertainment, and leisure activities, and
the Inner City Improvement Plan (Binnenstad Beter) was put in place
by the local authorities in 1992.

'The main focus of this initiative was to showcase the city’s heritage
through the construction of new and restored buildings. In addition,
the planning document revisits existing design parameters in the city
center. For example, by examining and altering motorized routes and
making them pedestrian friendly, the Grote Markt evolved into hav-
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ing a greater concentration of people. The introduction of a central
library and a museum offered a new entry point to the city center. The
opening of the Waagstraat complex in 1994 included the re-creation
of a pre-1945 street, cafés and shops as well as a new public open-air
piazza. An open-air opera house also reinforces the influence of Ital-
ians in Groningen. City planners have been long inspired by Italian
cities, calling Groningen “the most Italian city above the Alps” or
“Sienna of the North.”?

The case of Groningen reveals the renewal of public space to
emphasize the city’s heritage via the re-creation of the city center
by reclaiming and showcasing its historical past. This strategy is not
exclusively intended for attracting tourists, even though that is an
additional desired outcome. Rather, it is intended to construct a new
image by recapturing the past. This emphasis allows a view of a more
balanced approach, which is the creation of a historical district that
maintains its focus on the local population as a space of civic pride
and indigenous urban identity. Beyond these spatially concentrated
environments, mega-events are also pursued as a way to spur urban
growth. Issues related to these types of gatherings are further dis-
cussed in greater detail.

Entertainment Districts

Entertainment districts are probably the most popular form of con-
centrated tourism development. Planners and city officials aggressively
support these projects. These locales must first undergo significant
planning and physical reorganization to meet their new function as
tourist attractions. Former warehousing areas are naturally favored
because their spatial dynamics can quickly meet business needs, and
can also accommodate large crowds. Furthermore, these areas are in
great need of upgrades. Their eyesore status is a reminder of a bygone
economic period from which the cities desire to divorce themselves.
Navy Pier in Chicago is an example of an entertainment tourist dis-
trict. Located on the city’s lakefront, the pier opened for the first time
to the public in 1916 at a cost of $4.5 million. The addition of its own
street car line made it a popular destination. In the 1920s, more than
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3 million visited the site annually because of its new restaurants and
theaters. But attendance declined during the Great Depression, and by
the 1980s the pier fell into disrepair. Over the years, its proximity to the
city’s downtown area encouraged initiatives to revive the pier but these
proved unsuccessful. The area had become a symbol of urban decay.

In 1989, the Metropolitan Pier and Exposition Authority began
revitalization. The initial boom of the project was so impressive that
it fueled a housing boom in the nearby Streeterville community. Over
the years, the venue underwent numerous expansions and upgrades.
Due to the extensive renovations; however, many of the original
structures were torn down and the pier is no longer on the National
Register of Historic Places.!

Navy Pier is the most popular attraction in the city. According to
the Chicago Office of Tourism, Chicago Convention and Tourism
Bureau, the attendance was 4.5 million in 1996, over 6 million in
1997, and in 1999 over 7.75 million. In 2002, the number was near 8.4
million, and in 2003, 8.7 million people visited the pier, generating
$45.8 million for the year. Attendance remained strong in 2005 with
8.6 million visitors and in 2006 with 8.8 million visitors, just below
the all-time high of 9.1 million achieved in 2000. In 2007, Navy Pier
was visited by more than 8.4 million people.!* The site is an entertain-
ment hub and is currently synonymous with tourism in Chicago.

In addition to Navy Pier, there are many examples of these types of
districts in cities across the world. Old Market in Omaha, Nebraska
and Darling Harbor in Sydney, Australia also falls into this category.
Even though they are located in different sized cities, their goals and
functions are quite similar. Both anchored downtown revitalization
and served as keys to urban revival initiatives.

Omaha has a long history as an industrial center with commercially
robust light manufacturing and wholesale meat processing activities.
Its location along the Missouri River, in the middle of the country,
assisted in the growth of an elaborate railroad network. Omaha was
a major stop for goods traveling via the Union Pacific Railroad across
the country. This helped the city thrive during the early part of the
twentieth century. Later, deindustrialization and the ensuing manu-
facturing decline left a vast area of the downtown empty.
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City officials embarked on an aggressive construction plan, focus-
ing more than $2 billion on tourism and entertainment. Numer-
ous attractions include a zoo, museums, a performing arts center,
theaters, and the Qwest Center, a $291 million, 18,000-seat indoor
arena that opened in 2003. The Old Market district is a multiblock,
cobblestoned street quarter that contains renovated brick warehouses
and historic storefronts converted into shops, pubs, and restaurants.
Horse-drawn carriages and street performers add to the ambience of
the setting. Over the years, the district has become a popular des-
tination frequented by business travelers attending conventions, and
tourists.

Similarly, in the 1980s city officials in Sydney, Australia turned
to the harbor area. Dilapidated, especially in the southern part, as
a result of a declining shipping industry and storage activities, the
location once signified the city’s powerful status. Its proximity to
the Sydney Central Business District made Darling Harbour a very
important part of the local economy. In fact, during the nineteenth

and early part of the twentieth century, the harbor was a bustling

Figure 3.2  Arial view of Darling Harbour which has evolved into Sydney’s top destination for leisure
and entertainment. Restaurants, museums, theaters, bars and other attractions helped transform
this once derelict environment into a focal point (Courtesy DarkPurple, Shutterstock Images).
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transportation hub. Following World War II, Darling Harbour
became progressively underutilized and abandoned warehouses
dominated the area.

'The location was viewed as a prime opportunity for redevelopment.
Festivals were the preliminary strategy that injected the first signs of
revival. In 1984, officials decided to develop the site around tourism
and recreation. The new district focused on consumption. Restaurants,
museums, hotels, nightclubs, theaters, casinos, and other attractions
ensued. In preparation for the 2000 Sydney Olympics, Darling Har-
bour saw the addition of entertainment areas, making this a popular
space for social gatherings during the Games. It is estimated that 26
million people visit the area annually.'s

Tourist districts can often become central to further development.
The case of Albert Dock in Liverpool, UK illustrates how a small
cluster of abandoned warehouses on the city’s waterfront contributed
to the revitalization of the area. Converted into an entertainment dis-
trict, the structure came to be viewed as a tourist destination and a
symbol of the city’s ascendance. In fact, Liverpool was recognized in
2008 as the European Capital of Culture.

Albert Dock and Waterfront Development in Liverpool, UK

Liverpool’s waterfront enjoyed global prominence in the eighteenth
and nineteenth centuries, given the city’s central position in a vast
worldwide transportation network. A number of docks bustled with
activity as workers loaded and unloaded shipments, storing cargos in
the large warehouses that lined the adjacent docklands. The intro-
duction of large steam ships placed pressure on the function of the
docks, which had originally been designed to accommodate sailing
ships. Consequently, by the latter part of the nineteenth century, only
a small portion of sailing vessels used the port. The goods to and from
its storage buildings were transferred by barges or rail to boats docked
in more modern facilities nearby. By 1920, the commercial shipping
activity from Liverpool’s waterfront was almost nonexistent.

By the 1960s and 1970s, Liverpool was experiencing the full effects
of deindustrialization and the broader manufacturing decline. Many
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of the area docks were shut down and some were even razed. Albert
Dock, for example, having been closed to shipping in 1972, within a
few years saw the interior of its structures filled with mud. Interest-
ingly, Albert Dock would lead the revitalization of Liverpool’s water-
front via culture, entertainment, and tourism. In the early 1980s,
Parliament created the Merseyside Development Corporation, which
in cooperation with the Arrowcroft Group, embarked on the redevel-
opment of the area. Distanced from the downtown area, this project
was part of an activist local government agenda that, in partnership
with the private sector, was expected to bring about the improvement
of local conditions.6

The £100 million ($150 million) refurbishment proved extraordi-
narily successful, slowly helping transform the place into a centerpiece
of Liverpool and a sign of the city’s economic rebirth and waterfront
revival. Albert Dock was now a top heritage attraction. The multi-
tude of entertainment opportunities, which took place within its
more than a million square feet of refurbished space, made it the most
popular tourist destination in Liverpool and one of the top destina-
tions in the UK. Unfortunately, attendance started to decline at
Albert Dock, a common outcome found in similar districts across
the world, especially when their attractions become dated. More than
two decades following its restoration, Albert Dock entered a second
stage of internal upgrading to meet various demands. Meanwhile, the
district led a wider redevelopment that has been central to the city’s
overall renaissance.

A number of infrastructural projects followed. The Leo Casino
opened in December 2002 on the Queen’s Dock (adjacent to Albert
Dock) with live entertainment, a restaurant, two bars, and more than
20 gaming tables. This is currently one of the city’s most popular night
spots; a broader residential and commercial revival followed. The
addition of a new building to serve cruise liners at the recently revi-
talized Pier Head will bring tourists directly to the city from the sea.
Nearby Mariners Wharf, South Ferry Quay, and Navigation Wharf,
all part of the Liverpool Marina, have experienced explosive residen-
tial growth with newly constructed or converted apartment units and
townhouses.
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Figure 3.3  Albert Dock (brick structure on the right side of the photograph) is credited with Liver-
pool’s waterfront revival. Numerous area structures, including the Liver Building (center of the photo)
underwent restoration in recent years and were key attractions in Liverpool’s successful bid for the
2008 European Capital of Culture designation (Courtesy John Hemmings, Shutterstock Images).

In 2003, Kings Waterfront, on Kings Dock, saw 200 new resi-
dential units that included luxury penthouses. Ambitious mixed-use
development is forthcoming, exemplified by the nearby yacht club.
Finally, in the last few years, the waterfront has also experienced
commercial office sector growth. Erected in 1998, the Crowne Plaza
Hotel was part of a £150 million ($225 million) redevelopment of
Princess Dock. Numerous hotels and new office buildings were con-
structed in the adjacent area attracting tenants that include Price-
waterhouseCoopers, KMPG, and the Criminal Records Bureau.
According to a recent city report, “the seeds of Liverpool’s renais-
sance were actually planted as long ago as the early 1980’s...by [the]
transformation of the Albert Dock into one of the city’s major tourist
attractions.”8

In preparation for the 2008 European Capital of Culture celebra-
tions, Liverpool continued to invest in the waterfront. A £5.5 billion
(88 billion) revival of the Central Docks with 23,000 new apartments
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was proposed. Developers, in their quest for planning permission,
argued that the project was needed because “Liverpool’s front porch to
the world is an absolute disgrace.” Early in 2008, the city announced
the rebuilding of Kings Waterfront. Overall, it is estimated that
almost £1 billion ($1.5 million) has been invested in the one-mile
stretch of waterfront.20

The case of Liverpool shows how Albert Dock, an entertainment
tourism district, spurred wider economic development. The precinct
is currently struggling to maintain its identity. Yet, despite declin-
ing attendance, the dock is still viewed as central to the city’s cul-
tural revival. Recognizing the aggressive nature of the redevelopment
efforts, the local press in 2007 published a number of stories com-
paring Liverpool to Manhattan. Another story went even further by
asking, “Is Liverpool the new Shanghai?”* 'This belief that cultural
development is capable of increasing the international status of a given
city, or at least its perceived profile, becomes evident when examining
the case of Liverpool.

Sports Districts

Strategies to promote culture, leisure, and entertainment as a way to
rejuvenate the urban core have also included sport, which has evolved
as a central theme of this approach. Public support for stadium devel-
opment is commonplace across the world. Organized efforts by local
authorities and civic boosters are staged to compete for the opportu-
nity to host events like the Olympics, the Super Bowl, or the World
Cup. Various types of international championship competitions, from
soccer and track and field to cricket and rugby, are viewed as a way to
raise the urban image and generate economic growth.

In Philadelphia, within a very short distance, visitors are drawn to a
cluster of sporting venues that brings thousands to the city center. Cit-
izen’s Bank Park is home to the Philadelphia Phillies (MLB). Lincoln
Financial Field is the new home of the Philadelphia Eagles (NFL).
The Legendary Blue Horizon hosts boxing events. The Wachovia
Spectrum Complex houses the Philadelphia Flyers (NHL) and the
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Philadelphia 76ers (NBA). In addition, college sports are played at the
McCarthy Stadium (La Salle University), Liacouras Center (Temple
University), and The Palestra (University of Pennsylvania and Saint
Joseph’s University). This clustering of sporting venues gives the city
a unique status

In Pittsburgh, the opening of Three Rivers Stadium in 1970 at the
location where the Allegheny, Monongahela and Ohio rivers converge
received praise for its central location. The state-of-the-art facility was
home to the Pittsburgh Steelers (NFL) and the Pittsburgh Pirates
(MLB). But the pressures by professional teams for newer facilities
were experienced across the United States. In the 1990s, Pittsburgh
was influenced by these demands for a replacement stadium. With
a lifespan of only 30 years, Three River Stadium was demolished in
2000. At the same site, two new facilities emerged, which were both
owned by the city. In 2001, the $281 million, 65,000-spectator Heinz
Field for the Steelers and University of Pittsburgh opened. Adjacent,
PNC Park opened for the Pirates the same year at a cost of $216
million. Across from Heinz Field, UPMC SportsWorks, a large per-
manent exhibit of the nearby Carnegie Science Center, is a popular
attraction. With more than 40 exhibits spread over 36,000 square
teet, this is the largest science and sport exhibition structure in the
world. The attraction’s huge success aided the construction of a new
$5 million facility that opened in 2009.

In Kansas City, a debate is being played out regarding the city’s
downtown revitalization. In 2004, the Kansas City Civic Council
engaged in a process to update the Downtown Corridor Develop-
ment Strategy, initially released in 2001.22 The conceptualization of
various districts includes the construction of a new stadium for the
Kansas City Royals (IMLB) at a proposed cost of $357 million.?* In
addition, officials discussed the addition of a downtown stadium for
the Kansas City Chiefs (NFL). Both professional teams now play at
the Truman Sports Complex, which is composed of twin stadiums
built in the early 1970s. The belief in Kansas City is that a sports dis-
trict will accelerate the plan to revive the core and help create a new
downtown.
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Theme Parks

Theme parks evolved from the amusement industry that dates all the
way back to 1583 when Bakken opened north of Copenhagen in Den-
mark. In 1766, Prater debuted in Vienna. Both of these parks are still
operational and Prater currently boasts more than 250 attractions. In
1893, the amusement industry experienced a significant boost during
the Columbian Exposition in Chicago when the Midway showcased
the first Ferris Wheel, along with rides, concessions, and unique
exhibits. The introduction of trolleys was critical to the growth of
amusement parks, offering easy transportation to the grounds. Coney
Island in New York was a very popular amusement park during the
early twentieth century. At that time, more than 1,500 of these parks
were operating across the country. The Great Depression, as well as
urban decline and massive postwar suburbanization, reduced the pop-
ularity of these attractions. By 1935, the number of amusement parks
was reduced to 400.2*

Three general trends in theme-park development can be observed
during the second half of the twentieth century. The first trend
relates to the rise of Disneyland, which focused on staging multiple
environments for its visitors—a highly successful concept. Disney-
land in Anaheim, California and Walt Disney’s Magic Kingdom in
Lake Buena Vista, Florida led the way as the most popular attrac-
tions since their openings in 1955 and 1971, respectively. The second
trend relates to the growth of additional parks. For example, Six Flags
Over Texas opened in 1961 at a cost of $10 million in Arlington,
Texas, and the corporation currently operates facilities in California,
Colorado, Georgia, Illinois, Louisiana, Kentucky, Maryland, Massa-
chusetts, Missouri, New Jersey, New York, Ohio, Oklahoma, Texas,
and Washington. The third trend relates to globalization and the
internationalization of theme parks during the 1990s. In 2007, more
than 187.6 million people visited the top 25 theme parks worldwide.
Attendance at the top 20 parks in North America was 122.8 million,
a 4.1 percent increase from 2005. The same year, the top 20 European
parks served 60.9 million visitors while the top 10 parks in Mexico
and Latin America attracted 11.3 million people. Total attendance
at the top 10 Asian/Pacific Rim parks was 65.8 million. In 2007,
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Figure 3.4 Grona Lund in Stockholm, Sweden, is a popular theme park that opened in 1883 and
continues to attract thousands of residents and visitors annually. A fashionable concert venue it is
Sweden’s oldest amusement park. The venue is built around an old residential community, making it
a unique destination (Courtesy Tom Tsya, Shutterstock Images).

worldwide attendance at the top 20 water parks was 19.4 million, an
increase of 11 percent from 2006.25 In 2009, 185.6 million people
visited the top 25 theme parks worldwide (see Table 3.1).

'The Walt Disney Company, the largest entertainment corporation
in the world, led the internationalization of theme parks with facili-
ties in Tokyo and Paris. But there are other companies that recently
entered this lucrative business environment. For example, Tropical
Islands in Germany, an artificial tropical resort, is a 1,170-foot-long,
683-foot-wide, 350-foot-high dome that includes a swimming lagoon,
a beach, a water park, a rain forest, and an island with 500 living spe-
cies of exotic plants and trees. The facility serves 8,000 visitors daily.
In Dubai, Ski Dubai, the first indoor ski resort in the Middle East,
is 2 man-made winter that can accommodate more than 1,500 skiers
at a time. But Disney, recognizing that cities are undergoing rapid
reorganization, is looking for additional opportunities in urban cores.
According to an executive, Disney’s future strategy will focus on
exploring the creation of “urban hotels in cities that are major tourist
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Table 3.1 Top 25 Theme Parks—World (2009)

RANK PARK AND LOCATION 2009 ATTENDANCE
1 Magic Kingdom at Walt Disney World, Lake Buena Vista, FL, USA 17,233,000
2 Disneyland, Anaheim, CA, USA 15,900,000
3 Tokyo Disneyland, Tokyo, Japan 13,646,000
4 Disneyland Paris, Marne-La-Vallee, France 12,740,000
5 Tokyo DisneySea, Tokyo, Japan 12,004,000
6 Epcot at Walt Disney World, Lake Buena Vista, FL, USA 10,990,000
7 Disney’s Hollywood Studios at Walt Disney World, Lake Buena V 9,700,000
8 Disney’s Animal Kingdom at Walt Disney World, Lake Buena Vista, FL 9,590,000
9 Universal Studios Japan, Osaka, Japan 8,000,000
10 Everland, Kyonggi-Do, South Korea 6,169,000
11 Disney California Adventure, Anaheim, CA, USA 6,050,000
12 SeaWorld Florida, Orlando, FL, USA 5,800,000
13 Universal Studios at Universal Orlando, Orlando, FL 5,530,000
14 Ocean Park, Hong Kong, China 4,800,000
15 Nagashima Spa Land, Kuwana, Japan 4,700,000
16 Islands of Adventure at Universal Orlando, Orlando, FL, USA 4,627,000
17 Hong Kong Disneyland, Hong Kong, SAR, China 4,600,000
18 Hakkeijima Sea Paradise, Yokohama, Japan 4,500,000
19 Universal Studios Hollywood, Universal City, CA, USA 4,308,000
20 Lotte World, Seoul, South Korea 4,261,000
21 Europa-Park, Rust, Germany 4,250,000
22 SeaWorld California, San Diego, CA, USA 4,200,000
23 Busch Gardens Tampa Bay, Tampa Bay, FL, USA 4,100,000
24 De Efteling, Kaatsheuvel, Netherlands 4,000,000
25 Tivoli Gardens, Copenhagen, Denmark 3,870,000

Source: Themed Entertainment Association and Economics at AECOM.

destinations for families. We could build destination resorts in exotic
locations or boutique, branded hotels at a variety of price points.”?

Support Districts

As indicated above, ethnic tourism districts gained popularity and
can be found in many cities across the world, from Little India,
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Chinatown, and Arab Street in Singapore to Irish, Italian, Armenian,
and Caribbean precincts in Boston. Most recently, however, we can
observe the buildup of what can be termed support districts. These are
areas that spread slowly, largely because of a popular nearby attraction.
In some cases, these locales develop intentionally, but others evolve by
chance to serve a specific function. An examination of these districts
reveals that these entities can also exist on their own, separated from
the main attraction. Two examples are noted below: the International
Drive in Orlando, Florida and Plaka in Athens, Greece.

The International Drive or I-Drive is a tourist enclave in Orlando,
Florida, which was developed following the construction of the Walt
Disney Resort. The opening of that complex in 1971 required the cre-
ation of support services. Martin Marietta, which owned the adjacent
land, pursued the making of a tourism corridor to serve the millions
of visitors pouring into the area. Deregulation and lack of appropriate
public planning drove the development of the I-Drive at a time when
Walt Disney World saw its popularity rise dramatically. The result is a
sprawling array of hotels, restaurants, and related services.?’

The I-Drive complements the nearby precinct of Disney World
by making available, within a 14-mile stretch, 226 eateries and 102
hotels and motels, with more than 30,000 hotel rooms. In addition,
three entertainment complexes and three stadium-style movie cin-
emas offer 41 movie screens. More than 485 designer brand-name
outlet stores aftord visitors abundant shopping opportunities. But this
intense concentration of services means considerable traffic conges-
tion. In 1992, officials formed the International Drive Master Transit
and Improvement District, a public—private initiative (county, city,
and business owners) to improve transit service with the goal of fur-
ther promoting tourism in the corridor.

An increasingly distinct tourism district, the I-Drive has its own
identity and is undergoing additional development. In 2007, 27 new
projects were announced as part of a new construction initiative that
will cost $6 billion. Once completed, the plan will introduce more
than 14,000 new accommodations and double the existing meeting
space. A 1,200-seat performing arts center, more upscale dining res-
taurants and shopping, as well as a large water park are planned.?® The
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economic downturn is expected to reduce the size and scope of the
proposed project. Yet, in time, given an eventual economic recovery,
I-Drive is likely to be the recipient of many of these services which
will enable it to increase the number of tourists.

Plaka in Athens, Greece is another district that would fall in this
support tourism district classification. It lies at the foot of the hill on
which the Acropolis is built. Because of its position, Plaka is an entry
point to the archaeological site above. Before the major increase in
tourism in the 1980s, Plaka was another community that offered its
residents close access to the city center. The area is also rich in history
since the Greeks, Romans, Ottomans, and Christians all occupied the
area over the centuries. Archaeological excavations are constantly in
progress, signified by entire city blocks protected by fencing.

But as the Greek tourism industry evolved and became better orga-
nized and marketed around the world, Plaka evolved into the most
convenient location for visitors. Hotels and restaurants increased, tra-
ditional taverna and cafe owners saw a potential for profit. Souve-
nir shops selling shoes and sunglasses, small stores offering antiques,
jewelry and leather products lined the streets. Cobbled street roads
were established and new signage helped create a quaint setting. In
fact, Plaka slowly developed an identity as the traditional Greek com-
munity, though there are many questions about its authentic presen-
tation. Nonetheless, as a support tourism district for the Acropolis,
Plaka slowly transformed itself into a unique urban environment.

Tourism and the Clash of Urban Functions
in Plaka, Athens, Greece

Plaka is an old neighborhood that served as a gateway to millions
visiting the impressive Temple of Athena on the Acropolis. In recent
decades, the community evolved in a variety of ways, maintaining
a vibrant commercial, cultural, residential, intellectual, and tourist
identity. But as noted earlier, Plaka also serves as a support district to
the adjacent Acropolis. More recently, it has been promoted as rep-
resentative of traditional Greek life.?’ Plaka is struggling to negotiate
these multiple images.
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'The commercialization of Plaka raises questions of authenticity and
threatens the very core that has been responsible for the district’s suc-
cess. Its fluid composition and representation, as well as the coexis-
tence of contradictory and conflicting identities within its boundaries,
make this a unique tourism environment. Plaka combines the tradi-
tional and the contemporary, the ancient and the modern. It promotes
local culture, yet it also expresses a strong desire to embrace its newly
bestowed pan-European identity. Religious institutions and secular
practices coexist and cheap souvenir shops are located next to expen-
sive art galleries. There is a strong sense of neo-Bohemia, but upon
closer examination this gives way to an area of structured and mass-
produced consumption.

Similar to the Granville Entertainment District in downtown
Vancouver, a vibrant nightlife environment emerged in Plaka during
the 1970s as clubs and discos offered entertainment for young people.
This also brought increased incidents of violence and drug use. In
the 1990s, the government protected the district from these occur-
rences as well as from the rapid conversion of historic structures to

updated residential uses. As a result, Plaka gradually became a tourist

Figure 3.5 The ruins in the area of Plaka in Athens, Greece can be found in the middle of the
neighborhood, amongst neoclassical residential structures visible in this photo. Plaka is a unique
tourist district since it combines numerous functions due to its long historical standing (Courtesy S.
Borisov, Shutterstock Images).
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destination as a result of its geographical location. Small souvenir and
gift shops lined the pedestrian route to the Acropolis. Boutiques and
jewelry and antique stores specializing in mass-produced and hand-
made icons were added to older leather stores and textile stores that
had operated in the neighborhood for decades. Tavernas and restau-
rants, small motels and larger hotels, as well as the implementation of
longer shopping hours, furthered the development of the area into a
tourist precinct with a vibrant commercial function.*

In addition, Plaka contains a number of churches, including Kap-
nikarea Church, a relic of Byzantine architecture, built in the 11th
century, the Metropolitan Cathedral, and the adjacent Little Cathe-
dral. The distinct Byzantine style of these places of worship also
becomes an attraction for locals and tourists alike. Furthermore, the
first University of Athens was housed there in the late 1830s and today
the Museum of the University of Athens, the Children’s Museum, the
Museum of Greek Folk Art, the Frissiras Museum, and the Jewish
Museum all operate in Plaka. Numerous art galleries also add a cul-
tural aura to the neighborhood.

The tourist identity of Plaka is constructed via the multiple func-
tions the neighborhood manages to maintain. This highly designed
community projects traditional culture through commercialization.
Its complex and diverse compositional functions allow for the forma-
tion of its distinctive characteristics. It is through these contrasting
images (residential, presentation of historical epochs, commercial,
artistic, religious, and archaeological) that this community comes to
construct its unique tourist identity.>!

Mega-Events and Urban Growth

In addition to the development of tourism districts, cities turn to
other strategies, hoping to grow their local economies and improve
their national and international standing. Hosting mega-events is
one of these preferred approaches. Districts concentrate tourists in
particular places; mega-events join concentration of time to space.
The Super Bowl, the Olympic Games, the NCAA Final Four, the
FIFA World Cup tournament, and a variety of championship events
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(cricket, rugby, track and field, etc.) are part of this strategy. Fierce
competition between cities is involved in securing these large-scale
sports gatherings, and cities must showcase their unique advantages
to committees that review their bids. Consistent with an emphasis on
tourism, entertainment, and sport, as well as on consumption, this
direction is central to urban redevelopment efforts.

The desire by cities to hold mega-events can be traced all the way
back to medieval times with market festivals and during the eigh-
teenth and nineteenth centuries with the World Fairs. In fact, expo-
sitions were similar in intensity to the modern Olympic Games.
Chicago defeated Washington, DC, St. Louis, and New York City
for the opportunity to hold the Columbian Exposition in 1893. The
St. Louis World’s Fair in 1904, known as the Louisiana Purchase,
also became the location for the Third Olympiad. These science, arts,
and technology gatherings were large public exhibitions that helped
propel the host city to a unique status as the center of the world.

In recent years, the number of cities vying for mega-events has
grown considerably. There has been a major increase in the inten-
sity of the competition. For example, nine cities submitted bids for
the 2012 Summer Olympics. For the 2016 Summer Olympics, seven
cities assembled applications but fifteen more cities were either elim-
inated in preliminary rounds, or abandoned their plans for various
reasons. Twenty cities have already expressed interest in hosting the
2020 Summer Olympic Games.

There are two basic reasons for the motivation behind the invest-
ment of billions to host these sporting events. The first reason is the
international recognition that helps elevate the city’s image. The sec-
ond reason derives from an opportunity to focus on urban and regional
development. For example, hosting the Super Bowl is expected to have
a $300 to $400 million economic impact. In the eyes of city officials
and civic boosters, these two factors are also connected. An enhanced
image can attract future visitors and potential investors and be an
impetus for urban growth.

Questions can be raised about the actual effect of these policies.
For example, in the early 1990s, the NBA championships were held in
Detroit following successful runs by the city’s Pistons. Riots following
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the team’s victories negatively impacted the city’s image, further dem-
onstrating its decline. Similarly, the bribery scandals associated with
the 2002 award of the Winter Olympics in Salt Lake City damaged
that city’s reputation.3?

On the economic front, this mega-event strategy and its urban
growth capability are also questionable. Concerns about the use of
economic multipliers to pad the impact of the projects associated
with these events abound. Economic multipliers are used to show
the impact of expenditures on the local economy. For example, how
many times does a new dollar circulate? What is its ripple effect? In
addition, the community benefits are unclear because much of the
infrastructure developed for the Games is so customized that it typi-
cally goes underutilized after the closing ceremony. Sydney (2000)
and Athens (2004) are struggling to find uses for their sports facili-
ties. It has been difficult to book the Olympic Stadium in Athens and
almost impossible to bring events to other venues. For example, the
pool complex in Athens has not hosted a major swimming event in
the six years following the Games. In fact, like the Olympic Stadium,
the Athens Olympic Aquatic Center already shows signs of deteriora-
tion and lack of maintenance.?

Large-scale events also pose political problems. In the United States,
Olympic bid committees are privately organized. Municipal authori-
ties do not have the expertise or resources to launch bids for securing
high-profile sporting events. Many of the professionals working on
representing efforts by cities for the Olympics have led the previous
initiatives of other bidders. Without direct control over the activities of
these entities, local governments are unable to maintain eftective over-
sight. Lack of access, accountability, and responsiveness are key out-
comes of this public policy process. Regardless, in most cases we can
observe elements of an urban growth agenda embedded in Olympic
bid campaigns.** The case of the Olympic Games in Beijing illustrates
how the city utilized that event as a way to boost tourism.

Beijing, China and the 2008 Olympics

When Beijing was chosen to host the 2008 Summer Olympics in
the summer of 2001, Chinese officials promised that these would be



TOURISM POLICIES AND URBAN GROWTH 101

the most spectacular games ever. It would also be an opportunity for
China to project itself to the world at a time when the country was
experiencing rapid change toward a market economy. The govern-
ment embarked on a very aggressive construction program, spending
more than $40 billion, the highest amount ever on the Games. To
put the extent of this investment into perspective, staging the 2000
Sydney Olympics cost $3.4 billion. The development of the National
Stadium, the National Swim Center, and the Wukesong Sports Cen-
ter in Beijing alone surpassed $1.1 billion.

The infrastructural program contributed to the transportation,
housing, and green space needs of the city after the Olympic Games.
In addition to meeting these demands, officials focused on two addi-
tional goals, the first of which was to accelerate initiatives that sought
to expand new growth centers, especially in the northern part of the
city. Two of the Olympic districts, the University Area and the West-
ern Community Area, were already located in urban areas. Planners
viewed the construction of the Olympic Green cluster as a way to fuel
the development of the Northern Tourist District, which remained
underdeveloped. The primary goal was to introduce a new commercial
and recreational center in this part of the city. One of the major chal-
lenges of this strategy proved to be maintaining a balance between
development and historic preservation.® The second goal was to address
the issue of cultural differences through the Olympic Games. One of
the key challenges tourism development authorities in China faced
historically was potential visitors’ perceptions of the country. Research
shows that China is viewed by visitors from Europe, North America,
and Australasia as the most culturally distant country.*¢ Differences in
tood, language, cleanliness, transportation, recreation, and intimacy
among others account for these low-scoring cultural views.?’

Regardless, organizers viewed the Olympic Games as an opportu-
nity to address these issues and in the process advance Chinese cul-
ture. By reducing the perception of cultural distance, it was hoped
that tourism would increase in the years following the Games.*® Even
though officials expected to see a considerable increase in visitors due
to the Games, the actual number proved disappointing. Beijing had
seen an increase in tourism during previous years and estimates from
the event included 600,000 foreign visitors and 2.5 million domestic
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Chinese. Furthermore, the event was expected to have alasting impact,
ushering an impressive annual tourism growth of 8 to 9 percent for
the following 8 to 10 years. But the actual numbers proved consider-
ably lower with occupancy rates at only 77 percent of the city’s 22,300
five-star hotel rooms and 45.5 percent of the 34,500 four-star hotel
rooms.* Seven months after the Olympics, the main stadium was
attracting visitors paying $7 to view the empty but iconic Bird’s Nest
structure. More important, tourist visits to the site decreased from
80,000 per day in October to 15,000 in December 2008.4°

'The outcome of the Olympics in Beijing will likely prove similar to
those in other countries. Like Athens and Sydney, city officials will
have to deal with unused facilities. In fact, the $450 million Olympic
stadium is costing $15 million annually to maintain. A year after the
end of the Games, only one major event was held there. Without a
viable plan for its future, a proposal to convert a portion of the facil-
ity into a shopping mall is currently under consideration.* Tourism
after the Games in Athens also declined. The Beijing Olympics may

have had the effect of transforming the image of the city and the

Figure 3.6  The Beijing National Stadium in China, affectionately called the Bird’s Nest, opened in
2008 and served as the main facility for the Olympic Games. Officials struggled to find uses for the
iconic stadium following the Games. In 2010 it was transformed into a winter theme park, hoping to
attract visitors (Courtesy East Images, Shutterstock Images).
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nation while showcasing traditional Chinese culture to a global audi-
ence. This familiarity may eventually help generate tourist destination
regions beyond Beijing.

Central to the development of urban tourism is agency: the delib-
erate and organized effort by officials and business leaders to carry
out policies that have the capacity to bring about growth. Promot-
ing the tourist economy requires significant planning outreach efforts.
Tourist districts and the organization of mega-events are just two of
numerous strategies that have been developed. In addition to offer-
ing unique experiences to visitors, these also serve as marketing tools,
helping position cities within a competitive environment.

Tourism precincts are dynamic and undergo many changes in the
design process. Drawing from ethnicity, sports, and even history, these
settings evolve as they aim to develop distinctive identities. However,
there are two key issues that pertain to their advancement. First, they
must be continually updated to remain attractive and relevant and
this often means considerable public and private investment. Second,
districts must endeavor to attract locals and outsiders. Entertainment
precincts especially reproduce themselves in ways that create banal
environments, significantly reducing cultural authenticity.

Large-scale events also receive extensive attention and are viewed as
being central to developing tourism and promoting economic growth.
Focusing primarily on sports, local leaders pursue these national and
international gatherings aggressively, in the process investing mil-
lions of dollars in needed infrastructure. While these expenditures
are often rationalized by pointing to the expected success for the host
city and its residents, evidence suggests that the returns are far from
being automatic.

The observations above clearly point to the importance of build-
ing and financing the facilities necessary to the realization of the
urban tourism agenda. The following chapter examines this subject
in greater detail and provides insights on key issues of infrastructural
development. Remaking cities, especially formerly industrial centers,
requires major expenditures in this area.
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Writing, Reflection, and Debate
Discussion Questions

What are some of the positive and negative outcomes associated
with pursuing mega-events as part of tourism development?
Are you familiar with a specific example of this strategy? Did it
prove successful?

Think of a tourism district that is located in your community. In
which category from the ones listed above would you place that
district? When was it developed and who frequents the location?
How is that similar to or different from a tourism district that
you have visited?
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THE INFRASTRUCTURE AND FINANCE
OF URBAN TOURISM

Tourist districts are the principal building blocks of urban tourism.
Drawing on a unique historical past, or concentrating new entertain-
ment or sports complexes, these spaces have become the destination
spots that enable cities to upgrade or even transform their national and
international identities. Local governments often work very closely
with major corporations and local development interests to take a lead-
ing role in shaping the new visitor oriented districts. A key aspect of
building this type of city is the development of the physical infrastruc-
ture needed to transport, entertain, and provide accommodation for
visitors. These expenditures do not simply help cities meet their eco-
nomic development goals; in many cases they result in the thorough-
going spatial reorganization of downtowns, outlying neighborhoods,
and public facilities. Quite commonly, expanded downtowns and other
reconstituted tourism zones, which were once physically dilapidated,
with the construction of sports stadiums, convention centers, casinos,
and waterfront parks become jewel-like civic showpieces.

Since the 1990s, Richard M. Daley and his municipal adminis-
tration have made multibillion dollar infrastructural investments the
cornerstone of an aggressive campaign to enhance Chicago’s cultural

105
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and visitor profiles. The city is slowly reimaging itself away from its
dominant past identity as a manufacturing city and reinventing itself
as a city of leisure. During the last 20 years, there has been a con-
siderable construction boom along the lakefront, including extensive
projects toward beautification with numerous festivals and related
programming. Through his Mayor’s Office of Special Events, Daley
instituted entertainment-oriented programming that brings millions
to the city from the suburbs and across the country and abroad. All
this has resulted in a fundamental restructuring of urban space.

Multibillion dollar projects adorn Chicago’s “front yard” and
include Navy Pier, Millennium Park, Soldier Field, the Museum
Campus, massive expansions to the McCormick Convention Center,
and Meigs Field. It is estimated that from 1989 to 2003, the City of
Chicago expended over $11 billion on public infrastructure invest-
ments. Almost $7 billion of that money is invested along a four-mile
lakefront stretch. This transformation proved so impressive that in
2008 Chicago became the U.S. representative and emerged as one of
four international finalists to host the 2016 summer Olympics, which
was won by Rio de Janeiro.

The city’s success is tied to an array of visitor-oriented infrastruc-
tural projects. At a cost of more than $200 million, officials redevel-
oped a 3,300-foot pier in 1995 into a leisure destination center. Navy
Pier contains numerous attractions, including the Chicago Children’s
Museum, a 32,000 square foot indoor botanical garden, a 15-story
Ferris Wheel, street entertainment areas with outdoor stages, an
IMAX?® theater, retail concessions, restaurants, food courts, a sky-
line stage, a festival hall, and a huge ballroom. The new Shakespeare
Theatre significantly diversified the overall use of the space. However,
the renovations proved so extensive, the location was removed from
its prior status on the National Register of Historic Places. The Pier
is the most popular attraction in the City of Chicago with nearly 9
million people visiting the site annually. Recent proposals included
a $1.3 billion redevelopment of the structure with additional attrac-
tions. Today, Navy Pier is viewed by Chicagoans and tourists as a
center of entertainment and recreation, and a generator of substantial
tax revenue for the city.
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Other initiatives in the city include the development of the Museum
Campus that connects the grounds of the Field Museum of Natural
History, the Shedd Aquarium, and the Adler Planetarium. At a cost
of more than $120 million, the project relocated Lake Shore Drive
to the west and added 57 additional acres to the complex. Expansive
greenways, massive landscaping, raised terraces, sidewalks, and land
bridges were designed to cover the old multilane thoroughfare and
beautify the new terrain. More than 120,000 cubic yards of dirt were
displaced and the ground was lowered by as much as 22 feet to create
a tiered lawn.

'The case of nearby Meigs Field illustrates how brute political force
can come into play as the city, in the middle of the night, destroyed an
old infrastructure (with an explicit transportation purpose) to make
way for a new leisure infrastructure. Meigs Field was a small air-
port along the lakefront providing business people with easy access
to downtown Chicago. Following the end of a fifty-year airport lease
with the Chicago Park District in 1996, Mayor Daley presented a
proposal to create a 91-acre park at a projected cost of $27.2 mil-
lion. Currently in progress, the park will include playgrounds, wet-
lands, a nature center, and a sensory garden for the visually or hearing
impaired. Adjacent Soldier Field, home of the Chicago Bears (NFL),
underwent a massive renovation at a cost of more than $680 million
in 2003. The investment also added more than 1,300 trees of 45 dif-
ferent species and the configuration of a sledding hill, as well as the
creation of a children’s garden.!

'The Lakefront Millennium Project can be characterized as the most
impressive culturally based development effort of the Daley adminis-
tration and a powerful expression of public—private partnerships. Ini-
tially estimated to be constructed over an unsightly railroad yard for
$150 million, the actual cost ballooned to $500 million because the
project was finished four years behind schedule. The park includes
numerous privately funded attractions, including the BP Pedestrian
Bridge, the Chase Promenade, the Wrigley Square, the AT&T Plaza,
the Crown Fountain, the Exelon Pavilions, the McCormick Tribune
Ice Rink, and the Harris Theater for Music and Dance. More than

$230 million for the park was derived from private donors.?
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Figure 4.1  The Pritzker Pavillion at Millennium Park in Chicago, lllinois. Designed by noted archi-
tect Frank Gehry, the Great Lawn can accommodate more than 11,000 spectators for performances.
The Pavillion cost more than $60 million and the bandshell’s stainless steel pedals attract the
attention of visitors (Courtesy Author).

Daley’s commitment to advancing the tourism industry persisted
over the years through the previously mentioned infrastructure devel-
opments. The mayor managed to push aside any opposition in order to
meet his goals. At a 2006 inaugural address, he reaffirmed this posi-
tion: “And we must continue to enhance the competitive advantage of
our tourism and convention industry, which attracts 30 million visi-
tors to Chicago each year, pumping some $8 billion a year into the
Chicago economy.”
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Chicago is just one of many cities across the world that embraced
similar development strategies. The section below identifies different
types of cities that have enhanced their tourism business. While all of
them look to either maintain or solidify their existing identity, it is the
“rebranded cities” that often make the greatest investments in infra-
structure. These are the cities that typically have strong manufactur-
ing histories and use this sector as a strategy to craft a new direction.
But there are also those cities, without a distinct previous identity,
that declare the visitor industry as central to their future.

Types of Tourist Cities

Thousands of municipalities attract tourist and convention business,
but in essence, there are three broad categories of tourism city: resort
cities, tourist-historic cities, and rebranded cities. Resort cities serve
vacationers, attracted by their appealing weather and related natural
environments. Tourist-historic cities take advantage of their unique
past and organize themselves around themes pointing to their role in
the nation’s history. Converted or rebranded cities are attempting to
reposition themselves within the complexities of a new, postindustrial
urban context. They utilize tourism as a strategy for economic devel-
opment and generating a reformatted urban identity.

Resort cities rely on their favorable location and work to utilize
emerging travel networks to grow their appeal. Many develop an
appropriate infrastructure that is capable of supporting a great num-
ber of visitors. For example, numerous of resort cities can be found in
Mexico: Cabo San Lucas in the Baja Peninsula; Cancun in the Yucatan
Peninsula; Puerto Vallarta and Acapulco, Mexico’s oldest resorts.

Cancun, Cabo San Lucas, and other Baja California resort cities
receive extensive funding from the government, which invests heav-
ily in marketing these attractions. All local tourism agencies are part
of the country’s Ministry of Tourism that oversees tourism research
and boards. Mexico has also embraced and promoted public and pri-
vate tourism alliances. Luxury beachfront hotels, as well as less-costly
accommodations away from the waterfront, dominate these cities.
‘They focus on outdoor activities such as water sports, deep-sea fishing,
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and other, all-inclusive hotel amenities. Mexico’s tourism grew con-
siderably in recent years, reaching more than 21 million international
visitors in 2005 and 2006, ranking it second to the United States. The
total annual receipts from this sector are estimated at $12 billion.”
Resort cities feature a robust nightlife and, as a secondary strategy,
promote variations of traditional culture as a way of convincing visitors
that they are more than about just sun and beach. This presentation

Figure 4.2 This Mexican Caribbean resort hotel in Cancun, Mexico is the midst of the tropics
surrounded by swimming pools, beach, and the ocean. Cancun developed this type of tourist infra-
structure for visitors lured by the all-inclusive amenities (Courtesy Chad McDermott, Shutterstock
Images).
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of indigenous cultures is usually inauthentic. For example, as part of
the evening hotel activities, Greek resort cities may include “villagers”
performing early twentieth century folk dances. In Mexican resorts,
one can find performances of Meso-American culture in an attempt
to mirror real local entertainment experiences. In Hawaiian resort
cities the luau and presentation of leis are tourist experiences that seek
to present traditional culture.

Tourist-historic cities promote a different type of amenity, their
past, in order to attract both recreational and business visitors.
Athens, Rome, Boston, and Jerusalem are examples of such cities.
Millions of visitors crowd the Acropolis and the Forum every year.
These cities look for ways to take advantage of showcasing antiqui-
ties. For example, Greek authorities supported the construction of a
new museum. Established in 2008, the $178 million New Acropolis
Museum opened in 2009 and it is positioned just 1,000 feet from
the historic site. Officials hope that the 226,000 square foot museum
and its 4,000 displays will triple the current number of visitors to the
Acropolis to more than 3.5 million annually. The increase is expected
to benefit the national economy.® Similar efforts can be found in
American cities.

In recent decades, Boston recognized the importance of its history
as part of a broader tourism and convention development agenda. The
city halted urban renewal efforts in the 1970s and 1980s that had the
capacity to destroy historically significant areas. With the support of
Mayor Raymond Flynn (1984-1993), community activists embraced
a preservation agenda that aided Boston. Officials attempted to bal-
ance attention to preservation with new construction. Achieving that
meant integrating new development projects into existing structures
of historic value. Faneuil Hall Marketplace (also known as Quincy
Market) is a good example of this approach. The area evolved as a
central meeting point in Boston, combining the rich history of the
location with a vast array of shops and restaurants. With a robust out-
door schedule of street performers and other attractions, this concept
is credited with ushering the genesis of a new type urban public space
that has been replicated in many cities across the country. This unique
integration of old and new may have hindered Boston’s short-term
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tourism growth. Despite this, Boston faired very well. According to
one observer, “History is what truly distinguishes the city and pro-
vides its competitive advantage in tourism.””

Rebranded cities undergo extensive investment in their physical pre-
sentation as well as in the way they are conveyed to both residents and
visitors. For example, many Frostbelt urban centers engaged in signifi-
cant infrastructural investments starting in the 1990s. As noted ear-
lier, Chicago spent billions of dollars on the lakefront to construct new
public spaces, improve existing attractions, and add new destinations.
Cleveland, Cincinnati, and Detroit refocused on their downtown areas,
aggressively marketing themselves both internally and externally.

Beyond the physical remaking of the newly built environment, the
rebranding process also proves critical. Many British cities have under-
gone considerable reimaging since the 1990s, especially the former
industrial strongholds that suffered from urban decline. In the 1990s,
Manchester embraced a new motto, “The Life and Soul of Britain,” and
Bradford used “Bradford’s Bouncing Back.” Glasgow currently utilizes
“Scotland with Style,” which conveys that, beyond its main competitor
Edinburgh, this is another city that possesses an array of civic ameni-
ties for leisure and entertainment. In 2004, Philadelphia embarked on
a highly successtul “The Place That Loves You Back” campaign and
Pittsburgh considered a number of branding slogans, including “Urban
Beauty Surrounded by Rivers & Outdoor Adventure.”

The competition is fierce and cities pursue their plans to convert
their spaces into visitor destinations—a strategy that necessitates a
continual introduction of attractions. Furthermore, it is not just the
medium-sized or large cities that are trying to rebrand themselves.
Feeling the pressure and the potential of losing visitors’ disposable
spending, global cities must ensure their leading status. For example,
London, between 1993 and 2000, added nineteen new visitor attrac-
tions. In 2000 alone, city officials created five new attractions.®

Building and Financing the Tourist City

The quest for developing an urban tourist economy is ushering in
a new era of city building in America. By the late 1980s and early
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1990s, we begin to see major construction programs in downtown
areas that focus on attracting and retaining visitors. Convention cen-
ters, amusement parks, stadiums, casinos, waterfront developments,
and riverboat gambling complexes have reshaped the urban landscape
and helped restructure hundreds of urban cores. The financing of this
rapidly advancing urban infrastructure is primarily driven by a combi-
nation of private and public sources of funding. Some centers utilized
tax increment financing techniques to support construction projects
that, directly or indirectly, promote tourism growth.

The U.S. economy experienced considerable expansion in the
1990s. The introduction of new technologies in the latter part of the
1980s brought popular electronics and telecommunications into the
consumer market. The computer industry grew rapidly and the Inter-
net not only entered American households, but also helped businesses
function more effectively. The end of the Cold War also allowed for
new trade opportunities in Eastern European countries, which rushed
to grow their economies. In addition, the federal government’s reduc-
tion of expenditures on the military furthered the robust economic
climate. Low inflation and low rates of unemployment dominated the
1990s. Rapid increases in the stock market and expanded tax revenues
gave local governments considerable resources at their disposal.

Economic performance between 2001 and 2007 in GDP, job cre-
ation, investment, and wage and salary growth was overall weaker
when compared to equivalent years during the 1990s. The only excep-
tion was in corporate profits. During the 2001 to 2007 cycle, cor-
porations averaged an annual growth of 10.8 percent, compared to
7.4 percent during other comparable postwar periods. It should also
be noted that the expansion of the 1990s continued in the early part
of the 2000s, whereas the 2001 to 2007 expansion gave way to a
recession.’

These conditions in the 1990s translated to urban growth. One
study found that, when compared to previous decades, the bigger cities
in the Northeast and Midwest that had experienced serious declines
in the postwar era did considerably better in the 1990s. According to
the analysis, during the 1980s not one Midwestern city grew in popu-
lation by more than 12 percent. Six Midwestern cities experienced
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greater percentage growth in the 1990s. The increased sale of con-
sumer goods is considered one key contributing factor.?®

It is within this broader framework that cities pursue the construc-
tion of tourism infrastructures. A national survey of 463 cities across
the United States released in 2000 reported that 96 percent of them
had a historic district or site; 76 percent had a museum; 69 percent
operated a farmer’s market; 62 percent maintained a performing arts
center; and 48 percent of cities indicated the presence of a cultural
district. Interestingly, 41 percent had a convention hotel; 40 percent
possessed a convention center; and 39 percent had a sports stadium.
Arts, entertainment recreation, and tourism (54 percent) represented
the most important economic sector in central cities, followed by
manufacturing (47 percent) and retail and wholesale trade (40 per-
cent). Conversely, suburbs ranked retail and wholesale (73 percent)
as the most important economic sector followed by manufacturing
(42 percent) and arts, entertainment, recreation, and tourism (34 per-
cent). The majority of the cities (78 percent) indicated that tourism
and entertainment were “extremely” or “somewhat” important to their
tuture development.! The findings of this survey further substantiate
an interesting point that suburbs, as a rule, do not attract tourists,
though suburbs in adjoining major air hubs attract business travelers.
It is central cities that draw large numbers of recreational visitors.

'The financial mechanisms employed to advance the tourism, con-
vention business, and entertainment infrastructure vary, though local
authorities generally favor some approaches. Asked to indicate the
most common methods of public financial support, cities identified
local infrastructure support (57 percent); local bond financing (50 per-
cent); and local land/facilities donation (49 percent) as the preferred
methods. Others included tax increment financing (29 percent); fed-
eral CDBG funds (23 percent); and local tax abatement (21 percent).
'The majority of the public financial assistance was derived from local
sources. This in turn makes the office of the mayor central to the pro-
motion of this strategy.!?

'The development of an urban tourist infrastructure can be divided
into three specific categories: (1) primary facilities and services that
include historic, cultural, or entertainment districts, convention cen-



INFRASTRUCTURE AND FINANCE 115

ters and convention hotels, stadiums and performing arts centers; (2)
secondary tourist facilities and services that entail the availability of
accommodations, such as motels or hotels, restaurants, major conven-
tion hotels, as well as travel and tour services; (3) tertiary tourist and
business traveler facilities and services such as financial, safety, and
emergency-care services.

Regarding primary facilities, the dynamics behind the finance and
construction of convention hotels offer some fascinating insights.
Officials in Austin, Texas were very active in getting the Austin
Convention Center Hotel built; it opened in January 2004. The 800-
room hotel is managed by Hilton Hotels. As a full-service, first-class,
convention-oriented hotel, it offers two full-service restaurants, ample
meeting space, and underground parking for more than 600 vehicles.
Austin Convention Enterprises, Inc. was formed by the City of Aus-
tin to be the municipal owner.

The financial plan for its development included $110 million in
senior lien current interest bonds, $135 million in subordinate lien
bonds, and $21 million in third-tier subordinate manager and devel-
oper bonds. Bonds are issued to raise funds for one time capital proj-
ects and are generally repaid, with interest, within three to five years
of issuance. The city of Austin’s financial contribution was about $15
million. During its first year of operation, the hotel exceeded the pre-
dicted profit of $10.2 million by posting an actual profit of $12.9 mil-
lion. Austin’s aggressive spending on the visitor industry included an
impressive $1.3 billion between 1998 and 2004. More than $15 mil-
lion allocated for the promotion of the convention hotel contributed to
the success of its operation, which in turn allowed Austin Convention
Enterprises to renegotiate the bonds.!

Houston, Texas followed a similar financial strategy to complete
its 1,200-room convention center hotel. The facility opened in 2003
and it includes two ballrooms and 28 meeting rooms. A 1,600-vehicle
parking garage connects the hotel to the George R. Brown Conven-
tion Center. The funding scheme for the Hilton Americas-Houston
also entailed the issuing of bonds via the Convention and Entertain-
ment Facilities Department under its municipal sponsor, the City of
Houston. A total of $626 million was issued ($476 million fixed rate,
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and $150 million variable rate). The city provided a general obligation
pledge to these hotel bonds. Some of the sources of debt service pay-
ment include 5.65 percent of the 7 percent hotel occupancy tax and rev-
enues derived from large city-operated parking facilities in the central
business district. However, the project proved to have a negative impact
on the other major downtown hotels. Due to competition, the 972-
room Hyatt Regency Houston’s occupancy dropped considerably and it
went into foreclosure. Similar trends have been observed in St. Louis,
MO, Myrtle Beach, SC, Overland, KS, and Sacramento, CA.™

A number of common themes emerge when assessing the build-
ing and financing of the tourist city and the examples offered above
substantiate these observations. First, special purpose authorities
increasingly play a greater role. This is the most popular approach to
developing and operating these structures. Second, the private sector
is involved and plays a key part in the development process. Third, the
localized/municipal nature of this strategy places mayors’ offices at
center stage, further intensifying the competition between cities.

Sports and Stadium Development

Immense sums of public money are used to construct sports stadiums
and arenas in cities across America. The rationale behind these policy
considerations is economic and social. By employing economic impact
studies and multiplier calculations, advocates note the positive direct
and indirect outcomes. At the same time, sporting events are widely
seen as having community building and cultural identification ben-
efits. However, there is widespread uncertainty concerning the utility
of these construction projects as tools for economic development and
urban regeneration because of the emerging corporatization of sport.

As sport slowly became part of the tourism development strategy,
stadium development proved a critical means for retaining/attract-
ing professional franchises. From 1970 to 1990, there was an increase
from 70 percent to 80 percent in publicly owned facilities used by pro-
tessional sports teams.!* From 1993 to 1996, more than $7 billion was
spent on the construction and renovation of major league facilities.
'The public sector provided 80 percent of these funds, which resulted
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in the introduction of 50 new stadiums across the various U.S. profes-
sional leagues.’® Even smaller cities aggressively pursued minor league
sports franchises by offering stadiums to team owners."”

From 2000 to 2008, 11 new stadiums were constructed in the
National Football League (NFL) at a cost of $4.43 billion (average
of $402 million per project). Five new stadiums are currently either
under construction, planned, or just completed at a staggering total
cost of $4.10 billion. Two of those opened in 2009 at a cost of $1.3
billion (Dallas Cowboys) and $1.6 billion (New York Yankees).!®

The financial benefits of upscale sport attendance contributed to a
new type of athletic arena. The expectation of private boxes and the
ability to deliver a range of foods, beverages, and other commodi-
ties dictated various design innovations. Today’s dominant trends in
stadium design favor facilities dedicated to one sport and with room
for restaurants and taverns, gift shops, and, in some cases, overnight
accommodations.

The drive to attract teams is consistent with, and indeed integral

to, the municipal growth ideology. Cities compete with each other to

Figure 4.3 Great American Ballpark, home of the Cincinnati Reds in Cincinnati, Ohio opened
in 2003. Cities support the development of new stadiums in downtown as a way to revitalize the
area and spur residential and commercial development (Courtesy Stephanie A. Miller, Shutterstock
Images).
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attract existing sports clubs or to host expansion teams. Subsidies to
profitable professional teams constitute a form of capital investment,
and as such, are akin to other urban redevelopment outlays. Further-
more, project proponents outline the potential for creating adjacent
entertainment districts with retail shops, summer outdoor music, and
other recreational opportunities.

Table 4.1  Urban/Suburban Stadium Locations in the NFL, 2008 (Construction year in parenthesis.
Cost in millions)

Downtown/Urban

e Atlanta Falcons: Georgia Dome (1992) at $210 million

Baltimore Ravens: M & T Bank Stadium (1998) at $220 million

Carolina Panthers: Bank of America Stadium (1996) at $248 million
Chicago Bears: Soldier Field (2003) at $425 million

Cincinnati Bengals: Paul Brown Stadium (2000) at $453 million

Cleveland Browns: Cleveland Browns Stadium (1999) at $290 million
Denver Broncos: Invesco Field (2001) at $364 million

Detroit Lions: Ford Field (2002) at $500 million

Green Bay Packers: Lambeau Field (1957) at $1 million

Indianapolis Colts: Lucas Oil Stadium (2008) at $625 million

Jacksonville: Jacksonville Municipal Stadium (1995) at $134 million
Minnesota Vikings: Metrodome (1982) at $68 million (currently under negotiations for a new
$954 million stadium)

New Orleans Saints: Superdome (1975) at $134 million (currently under negotiations for a new
$450 million stadium)

Pittsburgh Steelers: Heinz Field (2001) at $281 million

St. Louis Rams: Edward Jones Dome (1995) at $281 million

Seattle Seahawks: Quest Field (2002) at $450 million

Tampa Bay Buccaneers: Raymond James Stadium (1998) at $168.5 million
Tennessee Titans: LP Field (1999) at $292 million

Suburban

e Arizona Cardinals: University of Phoenix Stadium (2006) at $455 million

e Buffalo Bills: Ralph Wilson Stadium (1973) at $22 million

e Dallas Cowboys: Texas Stadium (1971) at $39 million (Cowboys Stadium to open in 2009 for $1
billion)

e Houston Texans: Reliant Stadium (2002) at $352 million

e Kansas City Chiefs: Arrowhead Stadium (1968) at $43 million

o Miami Dolphins: Pro Player Stadium (1987) at $115 million (upcoming renovations are expected

to exceed $300 million)

New England Patriots: Gillette Stadium (2002) at $325 million

New York Giants/Jets: Giants Stadium (new stadium will open in 2010 for $1.3 billion)

Oakland Raiders: McAfee Coliseum (1966) at $200 million with recent renovations

Philadelphia Eagles: Lincoln Financial Field (2003) at $512 million

San Diego Padres: Qualcomm Stadium (1967) at $27 million (currently under negotiations for a

new $400 million stadium)

e San Francisco 49ers: Monster Park (1971) for $24 million (currently under negotiations for a new
stadium)

o Washington Redskins: FedEx Field (1997) at $300 million
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'The commitment to employing sport as an economic development
strategy can be seen in the construction of new stadiums in downtown
areas. As Table 4.1 shows above, more than half of the 32 NFL teams
have downtown or urban stadiums, and a similar trend can be identi-
fied in Major League Baseball.

As with convention hotels, cities and states typically rely on spe-
cial purpose agencies to construct stadiums. For example, in Chicago,
the Illinois Sports Facilities Authority (ISFA) was charged with the
development of New Comiskey Park for the Chicago White Sox (now
U.S. Cellular Field) and the renovation/expansion of Soldier Field
(Chicago Bears). In Washington, DC, the District of Columbia gov-
ernment created an independent agency, DC Sports & Entertainment
Commission, which oversaw the construction of Nationals Park for
$611 million in 2008 (Washington Nationals). The commission is
also responsible for the management and operation of the Robert F.
Kennedy Memorial Stadium (Washington Redskins).

Property taxes and bonds are the most common methods employed
to finance public investments in stadium development. In addition,
there is the utilization of motel/hotel taxes, rental car surcharges,
sports lottery revenues, and ticket taxes to assemble the needed rev-
enue stream. The economically regressive impact of sales tax collec-
tions means that the poor and underprivileged pay more than their
fair share of stadium costs. Furthermore, the corporatization of sport
is playing a major role in this area given that naming rights of stadi-
ums are almost exclusively tied to conglomerates and large corpora-
tions. The case of Cleveland shows how this city is utilizing a sports
facility strategy to rebrand itself away from its prominent past as a
manufacturing city.

The Gateway Project in Cleveland, OH

Like other older industrial cities of the rustbelt, Cleveland experi-
enced heavy job losses in the 1970s and 1980s as a result of progressive
deindustrialization that began in the 1950s. The ensuing popula-
tion growth in the suburbs also meant persistent declines in the city
core. In fact, over half of the older industrial cities across the country
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lost manufacturing jobs between 1947 and 1972; Cleveland fit that
profile.”

Mayor George Voinovich (1980-1989) attempted to address many
of the major economic problems facing the city by focusing on revi-
talizing the downtown area. By supporting the construction of office
buildings, Cleveland received national attention and was noted for its
comeback approach to its economic problems. In fact, in some circles,
the city would be referred to as an “All-American city.” However, the
redevelopment of the Gateway Project in the downtown area under
the administration of the next mayor, Michael R. White (1990-2002)
showed a greater commitment to the urban tourism strategy.

Historic Gateway District was one of the first areas to receive atten-
tion. Formerly a produce market, the 28.5-acre site was abandoned and
in disrepair. Surface parking dominated the location. The not-for-profit
Gateway Economic Development Corporation was organized in 1990
with the goal of financing and building a new sports complex, which
it was hoped would help to jumpstart the revival of the city’s down-
town.?’ A public—private partnership, which was split almost equally
between the two sectors, supported the construction of two facilities.
'The public investment was derived from a 15-year tax on cigarette and
alcohol sales, allowing the issuance of public bonds totaling $118 mil-
lion. Amenity seating added $31 million in bonds, Cuyahoga County
loaned $120 million, and the State of Ohio contributed another $12
million in loans. The private funds came from naming rights, sponsor-
ship of other facilities, and leasing of suites and club seating.

When completed, the complex included Jacobs Field (now Pro-
gressive Field) for the Cleveland Indians of MLB at a cost of $175
million and Gund Arena (now Quicken Loans Arena) for the Cleve-
land Cavaliers of NBA at a cost of $100 million. Both opened in
1994. The Quicken Loans Arena also hosted the Cleveland Rockers
(defunct Women’s National Basketball Association team), the Lake
Erie Monsters (American Hockey League), and the Cleveland Gladi-
ators (Arena Football League). The two structures attract more than
6 million people to the downtown area annually. Between 1994 and
2007, the Quicken Loans Arena reached single-game attendance sell-
outs of 20,562 on 148 occasions.
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'The development of this sports-oriented infrastructure also proved
critical to fueling additional construction, most of which has been by
the private sector. For example, within a few years following the new
stadiums, a number of new hotels appeared in the vicinity, including
the Radisson (1998; $13 million), the Holiday Inn Express (1999; $11
million), the Hilton Garden Inn (2000; $16 million), and the Mar-
riott (2000; $30 million). New commercial structures also include the
privately funded Pointe at Gateway (2000) at a cost of $12 million,
which city officials considered key to the future of the downtown area.
In addition, from 1994 to 2001, a publicly funded program distributed
more than $14 million that resulted in 176 storefront renovations. The
initiatives are intended to improve the streetscape and provide more
services to residents and visitors.?!

In recent years, Cleveland supported a robust array of entertain-
ment options, including concerts, restaurants, destination shopping,

comedy clubs, and ice skating. The city received national attention for

Figure 4.4 The boardwalk on the Cuyahoga River in downtown Cleveland, Ohio is one of the
recently added amenities that is part of a strategy to attract residents to the area (Courtesy Shan-
non Workman, Shutterstock Images).
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its progress in revitalizing its core, and publications like the Economist
noted the city’s revival, claiming that it has experienced a physical
renaissance.’?? The new amenities helped promote the city, which in
the process increased the number of tourists, injecting a new energy
into the core. In addition to the sports infrastructure, convention cen-
ters are also viewed as an investment that complements the tourist-
city strategy.

The Convention Center Construction Craze

As far back as the early part of the twentieth century, cities organized
to attract business visitors. In 1907, the Chicago Association of Com-
merce identified a subcommittee to work on attracting conventions.
Following Chicago’s lead, many other cities formed agencies out of
loosely defined civic or business groups whose agendas focused on
promoting and attracting business people to their locales.

Convention and visitor bureaus appeared across the country: San
Francisco (1909), St. Louis (1909), Atlanta (1913), Kansas City (1918),
Minneapolis (1927), Washington (1931), Cleveland (1934), New York
(1935), Philadelphia (1941), Las Vegas (1960), New Orleans (1960),
Anaheim, CA (1961), Orlando (1984), and Miami (1985). The Chi-
cago Convention and Visitors Bureau (CCVB), founded in 1943,
eventually expanded in 1970 to incorporate the Tourism Council
of Greater Chicago, forming the Chicago Convention and Tourism
Bureau. The management and operation of the massive McCormick
Place Convention Center became part of the responsibilities of the
CCVB in 1980. These entities are very important since they spear-
headed the building of tourism and business visitor facilities, includ-
ing their management and maintenance.

In recent years, the same rationale that drives the construction of
stadiums also fuels public investment into convention centers. Viewed
as contributors to local economies, there are huge expenditures in this
area, especially among former manufacturing cities. The first tier of
convention cities includes the most successful, historically active cen-
ters—Las Vegas, Orlando, Chicago, and New York. The second tier
focuses on developing their economies by investing heavily in their
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convention facilities—San Francisco, San Diego, Anaheim, Atlanta,
and Washington, DC. The third tier includes Seattle, Reno, Nash-
ville, and Portland. This last set is the most aggressive in its conven-
tion development and aims to strip convention market share from the
first two tiers.

These policies sometimes run the risk of becoming unfocused,
often lost in the haze of intense competition for visitor expenditures.
Specifically, the total financial proceeds from conventions are not
large enough for dozens of cities to make money from these activities.
Even in the middle of an economic downturn, Philadelphia is cur-
rently pushing ahead with a $700 million Pennsylvania Convention
Center (PCC) expansion, aiming to rank in the top twenty conven-
tion centers in the country. When completed, the project will increase
meeting and exhibit space by nearly 60 percent, which will allow two
conventions to be held at the same time.

In 2001, Chicago city officials approved an $800 million addition
to McCormick Place. The McCormick Place West building, opened
in 2007 at a cost of nearly $900 million. Beyond the noted budget
escalation, it is increasingly unclear whether or not the additional
250,000 square feet of meeting room space and 470,000 square feet
of exhibition space will produce more convention activity.

In 2007 alone, 93 new or expanded convention centers opened
across the country. That is in addition to the greatly increased con-
struction in the 1990s. For example, the total amount of exhibit space
from 1990 to 2003 increased 51 percent from 40.4 million square
teet to 60.9 million square feet, doubling the public spending on this
type of infrastructure to more than $2 billion annually. In this intense
environment, cities are often forced to reduce their rental pricing,
compelling numerous facilities to operate at a loss. And the craze
continues. In the first part of 2009 alone, city officials announced the
grand openings of 15 new expanded or renovated venues.?®

An examination of the top U.S. convention cities reveals the fierce
nature of the competition. In 2007, the three top convention cities
included Las Vegas, Orlando, and Chicago. In 1980, the top cities
hosting meetings with exhibits included New York (ranked no. 1),
Chicago (ranked no. 2), and Atlanta (ranked no. 3). Las Vegas was
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ranked no. 4 and Orlando was ranked no. 27. A decade later, in 1992,
the three top convention cities included Chicago, Orlando (from no. 5
in 1991), and Dallas, respectively. Las Vegas ranked no. 13 that year.
In 2004, Chicago, Las Vegas, and Washington were the three lead-
ers. More interestingly, San Antonio, TX (ranked no. 12), Tampa-St
Petersburg-Clearwater, FL (ranked no. 17), Austin-San Marcos, TX
(ranked no. 18), Seattle, WA (metro area; ranked no. 20), and River-
side-San Bernardino, CA (ranked no. 23) did not even make the top
list ten years earlier. Securing conventions, especially the 200 larg-
est trade shows (referred in the industry as the Tradeshow 200), has
direct and indirect economic ramifications for the local economy and
is a key indicator of convention activity. While the competition is very
intense, few cities are able to support these large events. In 2007, Las
Vegas controlled 22 percent of the total market share with Orlando
(12 percent), Chicago (10 percent ), and New York (8 percent) hosting
some of the largest trade shows.?

The building boom is rationalized by projected job creation,
increased tax revenues, and direct and indirect opportunities for
financial growth. At the same time, this strategy left municipalities
wondering if the benefits outweigh the extensive renovations, main-
tenance, and unfavorable lease agreements. Clearly, adding conven-
tion space does not guarantee success. The recent woes of Chicago’s
McCormick Place’s—diminishing shows, attendees, and square feet
of utilized space over the last five years—were heightened by the loss
of the National Association of Realtors’ 100th-anniversary conven-
tion to Las Vegas.

Even after considering the cyclical booking patterns of events, Chi-
cago experienced a decline in the overall number of shows (82 in 2000
to 71 in 2005), square footage of exhibit space utilized (16 million in
2000 to 10.3 million in 2005), and attendance (3.32 million in 2000
to 2.17 million in 2005). Like other cities, Chicago is also experi-
encing competition from nearby smaller cities such as Rosemont and
Schaumburg. Suburban Rosemont, which in 2006 ranked ninth in
total exhibit space, and the opening of the 100,000 square foot Renais-
sance Schaumburg Convention Center that same year both aimed to
strip away the Second City’s dominance in taking in visitor dollars.?
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Interestingly, booster committees for these convention centers often
form at the regional scale, but the competition takes place at the sub-
regional level, with benefits accruing to specific municipalities.

Casinos, Entertainment, and Waterfront Development

Casinos and waterfront development have also emerged as significant
tools for urban economic development. Connected to broader enter-
tainment opportunities, both of these strategies are viewed by local
officials as having significant growth potential. Expanding the tax
base through these attractions and utilizing these revenues to provide
public services is the long-term objective.

During the 1990s, casinos (riverboat and land) were a popular
way to attract tourists. The extraordinary success of Las Vegas proved
inspirational for many urban leaders across the nation. The city man-
aged to successfully transform itself from a hamlet in the middle of
the desert to the most popular U.S. destination. In December 1946,
Bugsy Siegel had opened the Flamingo at a cost of $1 million, which
paved the way for the introduction of additional casinos from the
1950s to the 1970s. In 1969, the $65 million International was the
world’s largest resort hotel, and in 1973 the MGM Grand Hotel and
Casino became the world’s largest hotel. In 1975, Nevada’s gaming
revenues surpassed the $1 billion mark. The 1980s and 1990s saw
a rapid increase of revenues from the casino industry. This upward
trajectory continued in recent years from $18 billion in 1995 to $36.2
billion in 2008.2¢

However, the early financial success of Las Vegas also proved to
have negative consequences for the city’s image. The presence of orga-
nized crime and illegal activities in the gaming industry threatened
to hurt the city’s reputation. To combat this perception, Las Vegas
embraced a strategy that focused on converting itself into a family
destination. The corporatization of the gaming industry greatly con-
tributed to this direction. New ownerships invested billions of dollars
in this transformation by promoting family amusement opportuni-
ties and more accommodations, and in the process reducing the space
devoted to gaming in their casinos.?’



126 INFRASTRUCTURE AND FINANCE

\ | e
G R

Figure 4.5 New York, New York in Las Vegas. In an attempt to offer something for everyone, the
strip strives to recreate major tourist attractions, all in one place, from around the world (Courtesy
Charles Zachritz, Shutterstock Images).

For its part, the local government spent more than $1 billion in
2000 to modernize and enlarge the McCarran International Airport.
That same year, more than $113 million was committed to the expan-
sion of the Las Vegas Convention Center. During the second half of
the 1990s and the first part of the 2000s, a major construction pro-
gram invested billions of dollars into new resorts and massive addi-
tions of hotel rooms with a renewed focus on leisure. Today, the Las
Vegas strip not only is a center for gaming, but also has been reborn
into an entertainment district with global drawing power.

This transformation brought a major population increase as eco-
nomic opportunities and jobs became plentiful. But with explosive
growth came many social challenges in education, housing, and trans-
portation. Las Vegas successfully shed its image as a seedy underworld
Mecca and managed to project itself as an “All-American city,” beyond
its image as the gambling capital of the world. 2*



INFRASTRUCTURE AND FINANCE 127

Currently, Las Vegas is home to 15 of the 20 largest hotels in the
world. The annual number of visitors increased from 21 million in
1990 to 30.6 million in 1998 and to 39 million in 2006. McCarran
International Airport is undergoing another $4 billion makeover,
and officials are exploring the development of a second airport to
handle the increasing number of visitors. In 2006, tourists spent $15
billion in the various casino resorts located on the Strip. Sixty per-
cent of that revenue, approximately $9 billion, derived from nonca-
sino sources.?’

Las Vegas serves as a model for many other cities when they con-
sider reworking their image. However, this approach necessitates huge
investments, and local officials must support extensive infrastructure
and public services. Ensuring positive outcomes also involves labor
force development and subsidies for educational training. The com-
petition is intense. In 2009, 443 commercial casinos, 44 racetrack
casinos, 456 tribal casinos, 588 government sanctioned card rooms,
and 11,215 electronic gaming facilities operated across the country.
The consumer spending on commercial casino gaming was signifi-
cant, estimated at $30.74 billion nationally. Nevada ($10.39 billion),
New Jersey ($3.94 billion), and Indiana ($2.79 billion) led the states
with the highest revenues. Las Vegas ($5.55 billion), Atlantic City
($3.94 billion), and the Chicago/northwest Indiana region ($2.09 bil-
lion) were the largest casino markets. Job creation and tax revenue,
generating tourism and economic development, as well as additional
entertainment and dining options are viewed as the reasons why com-
munities support casinos.*® The presence of casinos can also have sig-
nificant social consequences, however, which include gambling and
drug addiction and crime. Cities must assess these issues comprehen-
sively before making the casino industry part of a long-term tourism
development policy.*!

Just as investment in casinos anchors entertainment activities,
waterfront development evolved in a similar manner. Many decades
ago urban waterfronts served as significant centers of commerce, most
often for manufacturing, warehousing, and transportation. Since the
1970s, cities have looked to alter these properties and transform them
into tourism locales. As we noted earlier, Baltimore, Sydney, and Liv-
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erpool are three cities that converted their waterfronts as part of their
broader plans for economic growth.

A restructured built environment typically includes activities that
are geared toward leisure, often in water-based recreation, and involves
sightseeing boat tours, swimming and fishing, as well as other water
sports. Cities along waterfronts also support large projects to attract
visitors. In 1999, Cleveland invested in a new football stadium for the
Cleveland Browns of the NFL along the lakefront at a cost of $283
million. The Rock and Roll Hall of Fame and the Great Lakes Sci-
ence Center are also located nearby. In San Francisco, the city owns
and operates Candlestick Park for the 49ers, which is located on the
shore of San Francisco Bay.

Retail shopping, residential development, parkland and open space,
restaurants and mixed use development are also employed by cities.
An excellent example of this comprehensive strategy can be found
in Boston Harbor. This unique urban setting is a popular destina-
tion, offering various entertainment opportunities, including boat-
ing, waterfront walks, and tours to observe marine life. Similarly, in
San Diego more than 27 miles of waterfront were developed with
parks, marinas, shopping centers, and cultural activities. Interest-
ingly, in addition to cities located along the seaboards and the Great
Lakes, active redevelopment also takes place along riverfronts. Port-
land, as part of its strategy to revitalize the Willamette River, in 2001
endorsed the River Renaissance Vision. The plan includes a variety of
projects. For example, the South Waterfront Plan integrates nature
into an urban mixed use community. The Vera Katz Eastbank Espla-
nade provides 1.5 miles of pedestrian paths and a biking route with
art and historic displays. Chattanooga also invested millions of dol-
lars on reviving its downtown area with numerous attractions along
the Tennessee River.

Attention to the waterfront is found across the world. For example,
the city of Copenhagen in Denmark has engaged in an ambitious
plan to transform its harbor area. High-end architecture converted
two massive silos into apartment buildings with a circular atrium at
the center of each. Three public buildings nearby bring large crowds
to the waterfront, shifting the city’s perspective toward the harbor
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Figure 4.6  The new Copenhagen Opera House in Denmark next to the harbor on the island Holmen
opened in 2005 at a cost of more than $500 million. It is part of a larger waterfront redevelopment
effort (Courtesy Alan Kraft, Shutterstock Images).

area. Other attractions include the Black Diamond, an extension to
the Royal Library; the Royal Danish Playhouse, an architecturally
distinctive theater, and the Operaen, an opera house constructed in
2005 on a former military pier. Copenhagen attracts public officials
from across the world who are interested in learning how to duplicate
these efforts.3?

Wiaterfront development will continue to be central to urban tour-
ism and private—public partnerships will be critical determinants
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regarding the success of these projects. Connected to the physi-
cal transformation of downtowns, this strategy provides cities with
numerous options and lake, river, and ocean fronts are recipients of
this new amenities-based urban economy.*

The Arts, Festivals, and Urban Parks

The arts are another central part of urban tourism development with
cities positioning themselves to take advantage of their community
benefits. The advancement of the arts also necessitates appropriate
investment in related facilities and decisions regarding which city
government office will be responsible for them. For example, Provi-
dence, RI placed the administration of the arts in the same office
as the management of tourism—the Providence Department of Art,
Culture and Tourism. In addition to enriching the quality of life of
its residents, the city views art as an industry, capable of having a
significant economic impact. In fact, Providence created an arts and
entertainment district in its downtown area and provided tax incen-
tives to those living within the district who were involved in the sale
of various forms of art. As an economic zone, the city also promotes
the availability of live—work units and rehearsal spaces.

In 2003, the State of Connecticut merged the Tourism Division,
Arts, and Film Office with the Historic Commission to create a new
unit, the Connecticut Commission on Culture and Tourism. Karolyn
Kirchgesler, then executive director of the Greater New Haven Con-
vention & Visitors Bureau, noted that the plan “could certainly benefit
the industry, especially in New Haven where arts and cultural activi-
ties are such a major staple of our visitor product.”* Officials across the
state shared the belief that art and tourism are connected and the pur-
suit of a comprehensive approach could benefit the local economies.

Public art is also directly associated with the promotion of urban
tourism. The City of San Antonio organized the Public Art and
Design Enhancement Program to support artwork in civic spaces with
the goal of creating an attraction that encourages visitor attendance.
In 2007, Arlington, Washington supported the acquisition of new art
for public areas by setting aside 1 percent of the cost for each planned
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municipal construction project. Also in 2007, the Seattle Convention
and Visitors Bureau (SCVB) attributed the record of 9.5 million visi-
tors and the record spending of $5.16 billion (up 8.6 percent from the
previous year) to the SCVB’s cultural tourism program. The theme
and events of that year focused on the arts.

Festivals are another economic strategy to support urban tour-
ism and the remaking of downtown areas as places of entertainment.
Knoxville, Tennessee stages numerous festivals throughout the year
with the goal of attracting visitors. These range in outreach and scope
trom the Dogwood Art Festival, the Knoxville Opera’s Rossini Fes-
tival, the Kuumba Festival, Cherokee Heritage Days, the Tennessee
Valley Fair, Christmas in the City Festival, and the nation’s largest
Labor Day weekend fireworks display. This array of events is comple-
mented by the Italian Street Fair and Civil War reenactments. Nearby
Chattanooga organizes the annual Riverbend Festival along the Ten-
nessee River. The music event features more than 100 performances
and attracts 600,000 attendees to its multiple stages. New Orleans
offers the free French Quarter Festival and the Satchmo Summer
Festival to aid local businesses, while solidifying its reputation as a
premier tourist city.3¢

Urban parks also help drive the tourism industry and offer the
needed spatial dimension for art exhibits and large festivals. They can
accommodate temporary structures without major disruptions and
can be employed to showcase attractions. Urban parks host sports
tournaments, which in some cases are major sources of local revenue.
This proves especially beneficial for smaller cities that lack the capac-
ity or resources necessary to stage events. These urban spaces contain
attractions such as museums, zoos, memorials, and other artifacts.
They can create a critical mass of visitors, encouraging them to stay
longer, thus spending more money. Hermann Park in Houston and
Balboa Park and Mission Bay in San Diego offer cumulative attrac-
tions. Finally, urban parks can contain impressive landscaping, which
in and of themselves can be outstanding works of art: Prospect Park
in Brooklyn, Golden Gate Park in San Francisco, and Grant Park and
Millennium Park in Chicago possess natural and planned lawns and
trees that bring millions of people to their respective cities.?’
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It is clear that the arts, festivals, and urban parks play a major role
in encouraging people to visit urban areas. Focused attention on pro-
moting these activities and their settings meant the reinvigoration of
the built environment as visitors and locals took advantage of these
leisure opportunities. Beyond that, the associated infrastructural
investments breathed new life to tired urban cores.

The Importance of Urban Beautification

Cities also focus on urban beautification by expending considerable
resources on creating visually pleasing environments. A revival of the
City Beautiful Movement, which flourished during the 1890s and
early part of the twentieth century, is once again part of downtown
investment. On the one hand, reorganized physical spaces and attrac-
tive landscapes are central elements of this outlook. On the other
hand, economic development opportunities, image building, and
location marketing and enhancement are key characteristics of this
planning directive. These programs have the capacity to create new
urban physical terrains, often geared toward municipal advancement
and the presentation of the city as a postindustrial environment geared
toward encouraging both recreational and business visitors.

Chicago provides some interesting insights on this strategy. Large
stone and concrete planters now define the medians of main thor-
oughfares. Bright flowerbeds and newly planted shrubs dominate open
spaces. The presence of wrought iron fences and old-style street light
posts are attractive for locals and visitors alike. A 1999 Landscape
Ordinance emphasized the importance of increasing the aesthetic
appeal in city streets by requiring investment in trees and streetscapes.
Numerous amendments include landscaping islands and hedges for
new parking lots and shade foliage for every 25 feet of new building
frontage. The effect of this policy was dramatic and the private sec-
tor shared in the expenditures, sharply accelerating the “greening” of
Chicago, a direction reminiscent of the city’s sought after identity in
the nineteenth century as “Urban in Horto.”

Funding in this area from municipal and federal government
sources surpassed the $1 million mark annually in the early part of the
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1990s. Chicago’s budget from 1997 to 2003 incorporated $2.4 million
for greening efforts. As part of the mayor’s efforts to further enhance
the aesthetic quality of the areas located throughout downtown Loop,
River North, and Printers Row included in 2001 the installation of
950 hanging baskets in city streets. The number of trees planted since
Daley entered office in 1989 is now close to 600,000.

Other beautification projects include the restoration of the
Roosevelt Road Bridge in 1995 and the renovation of State Street
in 1996 and Wacker Drive in 2007. The bridge ornamentation of
Roosevelt Road contains sculptures of dolphins, as well as books and
navigation instruments representing the cultural institutions of the
city. Similarly, State Street has been transformed from an urban tran-
sit mall to an eye-catching public space following the installation of
historic streetlights, wrought-iron planters, shrubs, flowers, and old-
style signage.3

Paralleling Chicago’s initiatives, Las Vegas invested $13 million on
the beautification of the Strip by planting more than 76,000 palms and
bushes. The city of Houston, in preparation for the 2004 Super Bowl,
turned to beautification. During the six months prior to the game,
landscapers planted more than 20,000 trees. City officials felt this was
the best way to showcase their city’s changing image.** Houston con-
tinued these efforts, and in 2006, $28.5 million funded beautification
efforts that resulted in the planting of 20,000 additional trees.** Over-
all, these activities are a central part of the renewed effort by cities to
provide tourist attractions and increase their residents” quality of life.
The case of Bogota, Colombia shows how considerable investment in
tourism, including urban parks and beautification, helped not only
alter the image of the city, but also made it more livable and inviting
for its residents.

Urban Tourism Development in Bogota, Colombia

Government Web sites across the world warned visitors about the
dangerous environments in the capital of the Latin American coun-
try of Colombia during the 1980s and 1990s. Plagued by violence
and crime, which was fueled by drug cartels and included killings
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and kidnappings, Bogota developed a bad reputation. This condition
negatively affected the city’s ability to grow its economy and encour-
age foreign capital investment, including tourism.

In response, the city embraced an aggressive security policy and a
robust public works program of infrastructural projects. Strong lead-
ership by the local government helped slowly reverse this previous
identity. Consequently, Bogota also benefitted from policies enacted
by the federal government that embraced the importance of tourism,
placing this sector at the center of the country’s economic future.

The creation of a federal program in 2003 titled “Live Colombia,
Travel Her” included tourist caravans inviting holiday travelers to
use the highways once again. Protected by police, caravans departed
from major cities, using once dangerous thoroughfares. Aimed at
reclaiming public spaces, the number of travelers began to slowly
increase. Within months of its implementation, the number of travel-
ers increased by almost 90 percent. The government utilized 3,500
highway police and 22,500 support personnel to protect 6,200 miles
of road.* Just a few years later, the progress was so profound that
travel guides identified the country as one of the 10 top hotspots in
the world. Bogota tourism industry officials continued to promote the
city by introducing a highly successful campaign titled “Colombia is
Passion.” As many as 130 tour operators from across the globe were
exposed to the message. According to recent tracking data, the num-
ber of international visitors to the country increased from 557,000 in
2000 to 925,000 in 2006.%

By reclaiming public spaces and focusing on civic life, a number
of mayors during the 1990s and 2000s contributed significantly to
remaking the capital. The mayoral leadership of Jaime Castro (1992—
1994), Antanas Mockus (1995-1996 and 2001-2003), and Enrique
Pefialosa (1998-2001) helped transform Bogota. The Mockus admin-
istration intensely focused on the creation of initiatives aimed at the
promotion of tourism. The Enrique Pefialosa tenure spearheaded
massive infrastructural investments. These included the planting of
more than 100,000 trees and the creation of pedestrian zones, includ-
ing more than 1,200 parks and 300 kilometers of bicycle paths and
pedestrian streets. More than $100 million were expended on the
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greening efforts via tree plantings. By refurbishing parks, Pefialosa
created the largest network of bikeways and the longest pedestrian
street in the world. Removing motorists from sidewalks infused a
new sense of urban identity. As people started to engage with their
surroundings, crime decreased, opening up a plethora of recreational
opportunities.*

In recent years, Bogota, sometimes referred to as the “Athens of
South America,” has been bustling with outdoor festivals, street per-
formers, fairs, and exhibits that provide unique experiences for both
visitors and locals. Within this emerging framework, the urban core
is undergoing a cultural and touristic revival. La Candelaria, located
in the city center, is an example of a historic tourist district that draws
thousands of people each year. Attracted by the cobblestone streets
and colonial period buildings that crowd the area, churches and clock
towers, historic streetscapes and building facades, La Candelaria rep-
resents the cultural renaissance of Bogota. And while the precinct

maintains a formal area with Plaza de Bolivar, the Palacio de Justicia,

Figure 4.7 Streetscape of colonial houses in La Candelaria, Bogota, Colombia, near downtown.
The historic district is credited with the revitalization of this city and is a main tourist attraction.
The presence of universities in the neighborhood has aided in the cultural revival of Bogota (Cour-
tesy Gary Yim, Shutterstock Images).
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the Palacio de Narino, the Alcaldia, the Lievano Palace, and many
other architecturally significant structures, it also maintains a bohe-
mian side. A cultural area, it is occupied by several universities, a
library, and museums; students add diversity to the vicinity.

The future success of this colonial district will largely depend on
the fragile security issues that are of paramount importance and con-
tinue to dominate the local and national government’s agenda. For
example, a bomb explosion in the early part of 2009 outside a Block-
buster store caused major damage, killing two people. These types of
activities are likely to threaten future development of urban tourism
in Bogota. The fragile and unpredictable nature of this situation can
negatively impact the continued popularity of La Candelaria, which
has made excellent strides in recent years. But the case of Bogota also
reveals that a tourist campaign, plus local infrastructure investments
can indeed improve the quality of life for local residents.

Conclusion

The ushering of urban tourism as an economic growth strategy
required the addition of an infrastructure that could provide the
needed attractions and accommodations. Private-public partnerships
led the way with local governments stepping up in most cases to initi-
ate and support the completion of the necessary facilities. As a result,
entertainment districts, waterfront development, new and refurbished
public spaces, museums, stadiums, convention centers and hotels
sprung up in cities all across the world. Accompanied by investments
in urban beautification and outdoor festivals and events, urban cores
slowly became transformed into centers of leisure, often showcasing a
multitude of destination spots.

The available infrastructure coupled with the intense marketing
efforts and promotional practices exercised by municipal govern-
ments, corporations, and business leaders has lured thousands and in
many cases millions of visitors to cities. Interestingly, the investments
in creating the tourist city would slowly prove to have additional ben-
efits. The newly introduced amenities would also be important for
current and prospective residents. In fact, cities would aggressively
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use these attractions to entice the type of human capital that is capa-
ble of bringing about economic growth. This would be a young, col-
lege educated labor force that is entrepreneurial and capable of adding
another unique and vibrant dimension to urban life. A strong connec-
tion is evident in the development of urban tourism and its effect on
the culture of the city.

Writing, Reflection, and Debate
Discussion Questions

Identify a city near your place of residence that falls into one
of the three types referenced above (resort, tourist-historic, or
rebranded). How has that city reach that status? What invest-
ments have been made to achieve that position?

In the last twenty years, many cities across the country invested
in the development of stadiums in or near downtown areas as
a way to revitalize their urban cores. Identify a few cities that
embraced this approach and reflect on its effectiveness. Are
these public expenditures worth it or are they simply a form of
corporate welfare?

Have you noticed investment in urban beatification in your com-
munity and is it more prevalent in areas where tourists and other
visitors congregate?
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URBAN TOURISM, AMENITIES,
AND HUMAN CAPITAL

Visitor-oriented urban development and associated investment in the
infrastructure of play transforms cities not only from the vantage point
of visitors. Such development can also enhance the attractiveness of a
city for its longstanding residents and serve as a magnet for newcom-
ers intending to settle permanently. The overall physical character of
a city, as well as its array of public spaces and neighborhoods, can
attract businesses from out of town, increase private investment, and
ultimately enhance the quality of the local workforce.! Urban tourism
and desirable cultural amenities are also tightly linked. Whereas cul-
ture often played a secondary role in local industrial economies—as
Charles Dickens noted more than a hundred years ago in Hard Times,
his satire of early urban industrialization—in our globalized, postin-
dustrial world, cultural production is often a mainstay of thriving
local economies. Urban visitor development can fuel growth via the
production of local amenities, transforming the city into what soci-
ologist Terry Nichols Clark calls an “entertainment machine.”?

The pursuit of tourism as an urban development strategy
clearly affects local employment patterns. Specifically, job growth
opportunities, as well as the mix of economic sectors and workforce

139
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attributes, are increasingly connected to consumption and lifestyle
experiences.> Many analysts have highlighted the growth of low-pay-
ing, part-time, and otherwise marginal work in the visitor and “hos-
pitality” sectors. However, restructured spatial landscapes and the
widespread participation in leisure and entertainment activities can
also attract an in-demand workforce with wide-ranging locational
options. Regional economic expert Richard Florida has identified the
relative presence of the “creative class,” highly trained, self-motivated,
entrepreneurially oriented professionals, as a primary determinant of
a city’s future economic trajectory. In Florida’s view, urban centers
that are able to attract and retain talented, well-educated workers will
be positioned for success.* A 2009 study by the Pew Research Center
identified Denver, Colorado as the most desirable metropolitan area
in the United States.’ This survey explored numerous respondent atti-
tudes and preferences including the presence of cultural amenities.
Denver’s popular LoDo (Lower Downtown) neighborhood is one of
the city’s leading tourist magnets. Nevertheless, the recent transfor-
mation of LoDo has also enhanced Denver’s store of human capital
even as it has yielded an urban neighborhood prized by locals and
visitors alike.

Neighborhood Development in LoDo

'The LoDo district in Denver is an outstanding example of tourist-ori-
ented development that has managed to preserve a sense of place and
attract a new, youthful residential population. Because of its unique
urban character, LoDo is one of the key attractions that make Denver
a desirable place to live and work. As an old industrial district, the
area has played a key role in the city’s development. A combination
of public support and private entrepreneurial investment spearheaded
the area’s revitalization. Several sports teams are also located in the
district: construction of Coors Field in 1995 for $300 million, home
of the Colorado Rockies (MLB), and of the Pepsi Center in 1999 for
$160 million, home of the Colorado Avalanche (NHL), the Denver
Nuggets (NBA), and numerous other minor league sports teams have
also enlivened the district.



URBAN TOURISM, AMENITIES, AND HUMAN CAPITAL 141

Denver’s 1986 Downtown Area Plan called for the preservation of
the existing, architecturally distinctive buildings in LoDo. The area
had developed as a major manufacturing and warehousing center dur-
ing the nineteenth century, but it experienced significant decline in
the midtwentieth century. In the 1960s, the Latimer Square project
brought about some retail establishments, but did not prove capable of
sparking residential redevelopment. Urban renewal initiatives in the
1970s did not focus on LoDo, an act that helped the district survive
the destructive nature of these programs.

By the 1980s, the architectural value of the various buildings was
recognized, leading to the historic district designation in May 1988.
Public expenditures in infrastructure and beautification improve-
ments, along with dedicated funds for loans, slowly drew some early
urban pioneers. The establishment of brewpubs and breweries helped
the area develop a reputation as a recreational district. In fact, the
1996 Denver Downtown Area Plan update identified LoDo as an
entertainment center. The area’s aesthetic value lay in its muscular

warehouses and loft buildings, properties that drove the ensuing

Figure 5.1 Rooftop dining at LoDo Bar & Grille near Coors Field in historic LoDo district in Denver,
Colorado. The 26 block neighborhood in downtown Denver is filled with 90 sports bars, brewpubs and
restaurants (Courtesy of the Denver Metro Convention & Visitors Bureau).
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housing development in loft conversion. Retailers took advantage of
the setting’s potential by opening art galleries, hip clubs, restaurants,
and bars. Younger professionals found this type of setting inviting—a
trend that accelerated following the construction of Coors Field.®

According to one real estate professional, the success of the LoDo
district’s alluring atmosphere and its improved aesthetics attracted
individuals possessing “creative eccentricity...a spark that makes
them interesting.”” However, the success of this mixed-use develop-
ment is one of the greatest challenges currently facing the district. The
large sporting crowds threaten the neighborhood’s balance between
the business and the residential sectors. Coors Field intentionally
included 3,800 on-site parking spots, but the majority (46,000 spaces)
are positioned away from the facility with about 18,000 within walk-
ing distance. This not only leads to considerable foot traffic, which is
not appreciated by residents, but it also attracts more retailers, which
can be an economic plus. So, it is an example of the uneasy balance
that often exists in urban areas between different users of a particular
neighborhood.

The historic district currently houses about 3,000 residents, orga-
nized through numerous community organizations such as the LoDo
District, Inc. and the Lower Downtown Neighborhood Organization
(LoDo NO). Both organizations are working to protect the neigh-
borhood interests while promoting the area’s continuous vitality. For
example, the LoDo District, Inc. aims to maintain the integrity of
the historic designation while marketing the local businesses to resi-
dents and visitors. One member of the standing subcommittee of the
LoDo District, Inc. is the LoDo Young Professionals Committee.
'The group exists to provide residents between the ages of 22 and 35
with opportunities for civic engagement, mentoring, social interac-
tion, and networking. The LoDo NO spearheaded a campaign that
led to the creation of a children’s playground and it also promotes
public art.

The case of Lower Downtown in Denver reveals how preexisting
infrastructure and a broader strategic plan composed of various initia-
tives can spur development. Conversions of former warehouse, micro-
breweries, stadiums, museums, and one of the largest performing arts
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centers in the nation has given LoDo a distinct identity that entices the
creative class while advancing the city’s economic tourism. The inter-
play between state and local governments with commercial interests
and residents is largely responsible for this outcome.® Furthermore,
the revitalization of this district is due to a unique residential base
that is able to support the new entertainment and retail services
and is part of a broader connection that exists between human
capital and urban growth.

Human Capital and Urban Growth

When social scientists use the term human capital, what in fact do
they have in mind? Some of our foundational social theorists, includ-
ing Adam Smith and Karl Marx, addressed and disagreed about
the meaning of this concept, but in recent decades a consensus has
emerged regarding the importance of human-possessed knowledge
and skills as key components of the complicated processes involved
in producing economic value. A local or national population’s mean
level of educational attainment—years of formal schooling complet-
ed—often serves as a basic indicator of the accumulation of human
capital.” Additional research also shows that economic growth can
even positively influence a variety of social conditions. Specifically,
increased educational levels in a given population result in lower rates
of crime, greater participation in civic affairs and reduction of political
corruption.!

A study by Christopher Wheeler of the Federal Reserve Bank of
St. Louis addresses the question of how human capital is distrib-
uted across U.S. urban areas.!! Wheeler’s analysis of 1980, 1990, and
2000 Census data focuses on understanding the relationship between
human capital (expressed via educational attainment) and urban
growth. Wheeler examined more than 200 metropolitan areas and
found that cities with larger populations experienced a greater rate of
increase in human capital. Yet surprisingly, this did not necessarily
translate into wage increases for the residents of these urban centers.
Wheeler concluded that growth in levels of education also increases
competition among workers, which tends to hold down earnings
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growth. In individual cases, increasing one’s store of human capital
might actually depress earnings.!?

One might expect that such human capital/wage impact relation-
ships would discourage better educated people from moving to urban
centers, but in fact, this appears not to be the case. For instance,
individuals seek to enhance their human capital by interacting with
others who possess specialized knowledge, advanced training, or in-
demand skills. Due to the dense institutional environment of cities,
the transmission of these human capital attributes is greatly ampli-
fied. As such, the local availability of a greater diversity of specialized
human skills helps communities grow via the attraction of young
people searching for human capital-enhancing interaction opportu-
nities. Learning thus becomes a central driving force of urbanization
and a primary determinant of human capital as well as other markers
of economic well-being. Educated workers desire to reside within
settings that promote and support learning experiences.!3 Cities
with significant population growth typically attract disproportionate
numbers of younger persons.!* Data from the 2000 Census reveals
a clear relationship between a city’s prosperity and its attractiveness
to college graduates.’ Additionally, research shows that highly edu-
cated married couples are drawn to urban centers due to the concen-
tration of educational institutions.’® Not surprisingly then, during
the 1990s cities with strong human capital attributes grew faster than
cities lacking a broad base of persons possessing specialized skills or
advanced training.!” Furthermore, a number of analyses reveal that
this is a historically consistent pattern that can be traced back as far
as the 1940 Census.’® These findings have substantial public policy
implications. The correlation between human capital and metropoli-
tan productivity means that cities must seek ways to attract the col-
lege educated.

While level of educational attainment is the characteristic indicator
that social scientists have used to measure metropolitan areas’ rela-
tive concentrations of human capital, recent scholarship has begun to
specify a new form of human capital, which is expressed by the con-
cept of “creative capital.” In the view of researchers such as Richard
Florida, cities whose population includes large numbers of technology
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workers, skilled professionals in fields such as finance, marketing, and
the media, and visual/performance artists are likely to exhibit espe-
cially dynamic local economies.!

Creative Capital and Urban Growth

Although Richard Florida coined the term creative class in just the last
decade, there has been an extended debate among scholars seeking
to understand the relationships between leisure pursuits, the broader
cultural attributes of contemporary society, and the capitalist economic
system. Sociologist Daniel Bell's Cultural Contradictions of Capital-
ism, published in 1979, is a critical link in this debate. He derived his
argument from the insights of the influential early twentieth century
German sociologist, Max Weber. Bell claimed that the bourgeois self-
discipline Weber had concluded was intrinsic to capitalist society and
its expansion, with rising levels of prosperity, gave way to an ethos
of pleasure-seeking, self-absorption, and intemperance. According to
Bell, by the middle of the twentieth century, delayed gratification had
been overtaken by self-centered, immediate actualization.

This reconstituted culture has produced numerous challenges for
the society and economic order that has been its source. According to
Bell: “On the one hand, the business corporation wants an individual
to work hard, pursue a career, accept delayed gratification to be, in a
crude sense, an organization man. And yet, on the other hand, in its
products and its advertisements, the corporation promotes pleasure,
instant joy, relaxing and letting go.”?° In effect, Bell argued that con-
temporary capitalism was producing a compulsive consumer culture
that, in the long run, would be its undoing. A new social order of nar-
cissistic bohemians was emerging, which shared two largely destruc-
tive personality flaws: (1) an overemphasis on “self,” and related to that
(2) an obsession with “lifestyle.”

More recently, journalist David Brooks—focusing on the corpo-
rate upper middle class—has offered a sunnier interpretation of the
relationship between capitalism and the social world it has produced.
Brooks’s subjects are the “bobos,” 2! which in his “comic sociology”
refers to bourgeois bohemians:
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These are the people who are thriving in the information age. They’re
the people, you go into their homes and they’ve got these renovated
kitchens that are the size of aircraft hangars, with plumbing. You know,
you see the big sub-zero refrigerators and you open the door and you
think, they could stick an in-law suite in the side. So these are the peo-
ple who are really making a lot of money.... It used to be easy to tell a
bourgeois from a bohemian. And the bourgeois were the straight-laced
suburban types, went to church, worked in corporations. And the bohe-
mians were the arty free spirits, the rebels. But if you look at upscale
culture, at the upper middle classes, the people in Silicon Valley, you
find they’ve smashed all the categories together. Some people seem half
yuppie-bourgeois and half hippie-bohemian. And so if you take bour-
geois and bohemian and you smash them together, you get the ugly

phrase “bobo.” 22

Brooks further proposes that bobos exercise enormous influence
on all aspects of American economic affairs. In contrast to Bell’s con-
cern that a culture emphasizing individual fulfillment corrodes the
rationally inflected self-denial he equated with capitalist productivity,
Brooks finds little or no contradiction between an ethos of hard work
joined to ostentatious personal consumption or an open-ended quest
for self-realization.

Brooks’s bobos seek out foreign-made cars, designer home fur-
nishings, and clothing from high-end retailers Banana Republic and
Anthropologie. They purchase organic produce and meats to prepare
in their spacious, state-of-the-art kitchens. They spend $4 for a Star-
bucks chai and simultaneously advocate virtuous spending. They are
a countercultural plutocracy committed to authenticity, comfort, and
simplicity. They oppose confrontation and extremism, value modera-
tion, believe in meritocracy, and seek community and intimate author-
ity through decentralized power structures. At the same time they are
professionally embedded in the impersonality of the corporate world.

Richard Florida’s creative class shares much with Brooks’s bobos,
but in Florida’s influential reinterpretation of urban development pre-
cepts, the leisure preferences, workplace culture, and ultimately the
local “value added” produced by the creative class drives contempo-
rary urban growth. According to Florida, the rapidly evolving con-
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temporary economy necessitates a workforce that has mastered the
newest information technology tools, can adapt to an ever-shifting
menu of new projects, and pursues self-fulfillment both at and away
from the workplace. From the standpoint of local or even national
economies, the production and dissemination of new ideas, products,
and technologies within a matrix of rapidly evolving economic sectors
is crucial to the generation of wealth and the maintenance of “home”
economy competitiveness.

The local availability of high paying jobs is but one lure for the
creative class. Florida argues that, in addition, a tolerant and diverse
local cultural environment is central to enticing these educated, highly
motivated, and inventive workers. In his research, he has developed
a number of indicators to capture the relative standing of U.S. cities
and metropolitan areas. These run from the relatively intuitive to a
number that depart substantially from conventional thinking about
“local business climate™ wage inequality, presence of high tech sec-
tors, diversity, social tolerance, and innovation. Florida’s creativity
index rankings for regions with more than 1 million residents included
San Francisco, Austin, San Diego, Boston, and Seattle (top five) and
Memphis, Norfolk, VA, Las Vegas, Buffalo, and Louisville (bottom
five). These cities also ranked similarly in other categories including
percent of creative workers.

Florida argues that traditional approaches to local economic devel-
opment must be altered in the face of the emergent information econ-
omy, dominated as it is by members of the creative class. Cities must
begin to invest in the “lifestyle amenities that people really want and
use often...investments in amenities like urban parks, for example,
last for generations. Other amenities like—bike lanes or off-road
trails for running, cycling, rollerblading or just walking your dog—
benefit a wide swath of the population.”? Florida’s linking of urban
growth to attraction of the creative class has generated considerable
criticism. More than one commentator has pointed to cities such as
Las Vegas, which during the 1990s experienced phenomenal growth
even as its local economy generated limited “new economy” employ-
ment and attracted only small numbers of creative class workers. One
study examined economic indicators for 276 metropolitan statistical
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areas to test Florida’s theory as well as the human and social capital
models of economic growth. The authors concluded that the relative
presence or absence of the creative class is not related to growth and
warned about using this strategy to generate urban economic devel-
opment.?* Another study similarly concluded that the impact of the
creativity variables is weaker than the impact of more conventional
factors such industry mix and educational attainment.?> Some even
argued that his argument is irrational.?® Florida’s contention that high
technology and population growth can be related to higher percent-
ages of locally residing gays and bobos has, in particular, generated
great skepticism.

Nevertheless, Florida’s theory has been supported by other social
scientists. For instance, a multifactor analysis by sociologist Robert
Cushing found the creative capital theory most applicable in explain-
ing rapid growth and consistently high economic performance in
Austin, Texas.?” Irrespective of the controversy generated by Richard
Florida’s revisionist view of local economic growth, these days few if
any local development officials reject the proposition that there is a
creative class and that, as a rule, a prosperous city will be the place of
residence of a disproportionate share of this occupational group.

Culture, Amenities, and Urban Development

A national survey by the Pew Research Center asked respondents to
identify the metropolitan area where they would most like to live.
Denver, San Diego, and Seattle ranked at the top of the list of 30 cit-
ies. Detroit, Cleveland, and Cincinnati were chosen as the least desir-
able (see Table 5.1). While this analysis was conducted a few years
following the release of Richard Florida’s creative class index, it is
interesting to note that only San Diego and Seattle make his top-10
listing. Although when considering age, it is important to note that
five of the top 10 cities for 18- to 34-year-olds in the Pew Report can
be also found in the creative index: San Diego, Seattle, San Francisco,
New York, and Washington, DC.28

The respondents identified the importance of amenities, a concept
that can be defined in various ways. For example, one interpreta-



URBAN TOURISM, AMENITIES, AND HUMAN CAPITAL 149

Table 5.1 America’s Most Popular Big Cities, 2009 (Percent Who Say They
Want to Live in this City or its Surrounding Metropolitan Areas)

Denver 43
San Diego 40
Seattle 38
Orlando 34
Tampa 34
San Francisco 34
Phoenix 33
Portland 31
Sacramento 29
San Antonio 29
Boston 28
Miami 28
Atlanta 26
Washington, DC 25
New York 24
Dallas 24
Philadelphia 24
Chicago 24
Houston 23
Las Vegas 23
Riverside 23
Los Angeles 21
Baltimore 20
St. Louis 18
Pittshurgh 17
Minneapolis 16
Kansas City 15
Cincinnati 13
Cleveland 10
Detroit 8

Source: Pew Research Center Social and Demographic Trends.
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tion explains that “amenity” can mean many things, including good
weather, a shoreline, ethnic diversity (or its absence), options for din-
ing and entertainment, cultural offerings, and aesthetically beautiful
architecture.?? Another notes that, “a pure amenity is a nonproduced
public good such as weather quality that has no explicit price. In prac-
tice, previous empirical studies include some government services such
as education and public safety.”>* These definitions consistently place
amenities in the realm of public services, presupposing the creation of
resources from intangible goods.

The connection between culture, amenities, and urban develop-
ment is continuing to receive extensive attention, especially from local
officials who view these factors as playing a key role in the revital-
ization of their cities across the country. For example, in addition to
smaller cities in the South such as Fort Lauderdale, Key West, and
Palm Beach, large cities also market their services to gay and lesbian
tourists. The Greater Philadelphia Tourism Marketing Corporation
organized a $250,000 promotional campaign and published “The
City of Brotherly Love (and Sisterly Affection),” a guide specifically
targeted to gay and lesbian visitors. In the 1990s, Chicago identified
a north side neighborhood as a “gay business district,” calling it Boys-
town. Rainbow-colored signs and pedestrian improvements at a cost
of $3.2 million help define the area’s identity. The City of Cleveland
formally recognized this community by raising a rainbow flag at City
Hall and appointing the first ever openly gay member of the Com-
munity Relations Board. Similarly, St. Louis, Washington, DC, and
Salt Lake City have attempted to address various community issues
by formally reaching out to gay and lesbian residents.>!

Urban areas’ pursuit of diversity and amenities slowly reversed the
smokestack chasing of a previous era. Earlier initiatives centered on
urban competition for private firms and goods.* This newer strategy is
viewed as being more economical for taxpayers than past approaches.
Sociologist Terry Nichols Clark argues for the need to look beyond
the traditional approaches to urban research, since these largely kept
the city’s economy and culture separate. Cultural activities are keys
not only to developing urban identity, but also to jumpstarting plans
for economic expansion. Clark and his colleagues place this trend,
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evident in the postindustrial economy, within the rise of a new politi-
cal culture. The emphasis on consumption is a central tenet of the new
political culture, an approach that also focuses attention on the role of
individuals, support for culture and amenities, and the advancement
of public goods within a managed growth framework.33

Tying urban change to amenities and human capital as a response
to globalization and consumerism is a key contribution oftered by
Clark in his view of “the city as an entertainment machine.”* An
analysis of the impact of natural amenities and constructed amenities
in 3,000 counties, between 1980 and 2000, supports his argument
that urban amenities drive urban growth. Constructed amenities may
include libraries, museums, cafes, Starbucks, and Whole Foods. This
research also reveals that population growth, education attainment,
and the number of constructed amenities are all positively related.

However, the connection between amenities and urban growth as
well as consumption and location decisions are more complicated than
initially perceived. Skilled workers, when congregating in a specific
location, are capable of infusing two unique, transformative qualities:
social tolerance and bohemianism. Even though these two factors can
contribute to a climate that favors growth, causality issues are likely.
According to one analysis, “high incomes, after all, are not usually
exogenously determined, which suggests that the young and well-
educated need first to live somewhere where they will be well-paid
and only second can pursue their consumer tastes.”¢ Econometric
research findings also point out this complication. These caution that
“a preliminary investigation of several direct measures of quality of
life indicates that the effect of college graduates may operate through
‘consumer city’ amenities such as bars and restaurants, rather than
from more politically mediated area attributes such as crime, schools,
and pollution.””

Often, cities attempt to improve the quality of life of their residents
by pursuing macro- oriented policies, which are expected to contrib-
ute to the creation of urban amenities through the advancement of
culture. An example of this can be seen in the European Capital of
Culture competition. Glasgow, Scotland was one of the first cities
to receive the designation and use it to alter its historically strong
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industrial identity. As a result of the distinction, the city invested con-
siderable resources in the development of an infrastructure that has
since contributed to its reimaging process. Ironically, the benefits of
this strategy proved mixed, even though Glasgow is referred to as the
model that candidate cities would need to replicate.

Glasgow, Scotland and the 1990 European
Capital of Culture Designation

The competition for the European City of Culture designation and
the case of Glasgow, Scotland offers an opportunity to view the injec-
tion of elements of cultural amenities. Numerous cities vie for this
recognition, and while the award is made annually by the European
Commission, the organization does not provide any subsidy to the
winner. In recent years, as many as 50 cities from Britain alone have
considered bidding for the accolade. Many city councils view this as
an opportunity to infuse civic prestige and alter the image of their
community for both residents and potential recreational and business
visitors.

Glasgow served as a model for this transformation, primarily
because that accolade was conferred at a turning point in the com-
petition. Up until that time, cities like Athens, Paris, and Florence
held the designation. All of them had a long cultural history to be
celebrated. However, the identification of Glasgow signaled a new
direction. When the city was awarded the 1990 cultural distinction, it
managed to use the opportunity to recraft its previous identity, which
until that time revolved around heavy manufacturing. By the 1970s
and 1980s Glasgow had become synonymous with deindustrializa-
tion. The “city of culture” honor could infuse a new image centered
on art and fashion. On the economic front, the success was extraor-
dinary. A bid official for the city of Newcastle, UK said: “[Glasgow’s]
tourism numbers increased by 81 percent in one year, and its confer-
ence business increased by 45 percent.”

Glasgow’s city center experienced a considerable property boom.
The area saw more than £1 billion (about $1.5 billion) particularly
in cultural infrastructure in preparation for the 1990 events.*> Many
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Figure 5.2  The Clyde Auditorium, known as “The Armadillo”, is a concert hall on the bank of the
River Clyde in Glasgow, Scotland. The iconic structure is a central part of the city’s new strategy
to reimage itself along cultural and entertainment lines. The facility is also part of a second, $1
billion redevelopment effort to include an exhibition, conference and arena complex (Courtesy lain
McGillivray, Shutterstock Images).

buildings were converted into theaters and concert halls. New art gal-
leries, museums, and exhibit venues sprouted up across the city. The
planning strategy also included modern art as a central theme for the
event, an apt signifier and a fitting departure from the industrial era.

Following the celebration, Glasgow struggled to maintain its facili-
ties and continue to fund the cultural programs introduced during the
European capital of culture year. For example, the Scottish Opera in
Glasgow barely avoided bankruptcy in 2000 and the McLellan Gal-
leries, which reopened in 1990 after a £3 million (about $4.5 million)
restoration, survived a near closure caused by limited funds. Luckily,
the boom of institutionally supported cultural activities during the
award year led to the founding of numerous cultural organizations,
many of them by the private sector. This helped give Glasgow a long-
lasting identity as a city of culture.

The findings of a qualitative longitudinal study regarding Glas-
gow’s identity from 1986 to 2003 reveal that the 1990 European City
of Culture designation proved to have limited economic and physical
impact. Job creation was evident because it was imperative to meet
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the needs of the tourists during the award year. Unfortunately, the
employment opportunities were low paying and not sustainable. The
real effect can be found on the cultural front, specifically surround-
ing the city’s image. The study concluded that “if the core objective
is attracting tourism rather than enhancing the city’s artistic and cul-
tural life, hosting the Capital of Culture could be easily replaced by
large business conventions, global sport competitions or any major
corporate event, without mattering whether these events are sensitive
or not to the character and cultural roots of their local hosts.”

The 1990 European Capital of Culture distinction helped Glas-
gow host numerous exhibitions over the years and paved the way for
additional awards, including the UK City of Architecture in 1999, the
National City of Sport from 1995 to 1999, and the European Capital
of Sport in 2003. The British national media also celebrated the city
as a center for the creative industries. According to a story in Zhe Daily
Telegraph:

Glasgow’s gradual ascent from the economic doldrums after becoming
Europe’s Capital of Culture in 1990 helped the city to reposition itself
as a centre for creative industries, in much the same way as Gateshead,
another former shipbuilding giant faced with reversing its post-indus-
trial decline, has done with the Baltic art gallery and Sage music centre.
Scottish Enterprise estimates that creative enterprises, with Glasgow
as their hub, are now worth £5.3 billion to Scotland’s economy.... Like
Berlin, whose low rents and stubbornly bohemian outlook also attract
artists and musicians from all over the world, the city has a relaxed, out-

of-the-way feel, but it is not in any sense provincial.*?

Civic Tourism and the Creative Economy and Class

So, does the promotion of urban tourism help advance the creative
economy? Cities endeavor to construct an infrastructure to encour-
age visitors, expand their economy, and grow their tax base. In the
process, these actions also contribute to producing the needed ele-
ments necessary to attract the creative class. A new museum or a new
entertainment district increases the urban amenities. Enticing a pro-
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tessional sports team by supporting the construction of a new stadium
can position the city in a favorable national light. Similarly, waterfront
mix-use development and the promotion of ethnic restaurants and
districts not only have the ability to increase tourism, but can also
serve as a magnet for professionals who find these amenities central
to their lifestyle.

Connecting economic development to quality of life, however, is
a complex proposition. In recent years, the organization and mainte-
nance of tourist bubbles has emerged as a typical strategy that can be
found in many cities across the country. Notably, these should not be
automatically considered a feature that can attract young profession-
als. In fact, the lack of authenticity and the establishment of “Disney-
fied” spaces can prove to have a reverse effect.

Officials in Cincinnati, Ohio embraced the concept of the creative
class and endeavored to upgrade the downtown area by investing $1.3
million on a bike path between the downtown area and the Cincin-
nati airport. In addition, they allocated $2.2 million for arts groups
that are expected to assist in the formation of a bohemian and street
culture. Cincinnati Tomorrow, a city-backed organization, embraced
the concept of the creative class and opposed local black churches
because the latter groups spearheaded legislation that would make the
city less gay-friendly. All of these municipal efforts were aimed at
recasting Cincinnati’s image following the destructive race riots of
2001.%

Considerable resources, exceeding $3 billion, were invested in
remaking the city’s riverfront areas on both the Ohio and Kentucky
shores. These huge public investments included new stadiums, a new
convention center, entertainment areas, as well as new museums and
parks. A central goal of this strategy was to attract tourist spend-
ing dollars.* It is unclear though how these structured environments
helped Cincinnati’s quest to lure the creative class.

Civic tourism is another strategy embraced by urban mayors who
aim to attract the creative class. City Mayors is an international orga-
nization composed of professionals who work together to address
challenges, share experiences and information, and seek innovative
and sustainable strategies to deal with urban problems. The group
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identified cultural and civic tourism as an opportunity to preserve
and enhance urban identity. Civic tourism conceptually focuses on
the community and endeavors to protect and improve the residents’
quality of life. According to this approach, economic development is
just one aspect of the tourism industry. Protecting historic neighbor-
hoods, enhancing local cultures, and upgrading the social and physi-
cal aspects of the urban setting are all key aspects of this outlook.
Instead of viewing tourism as having a negative impact on the local
environment, a rethinking of its role and standing can transform the
industry into a tool for community advancement. In fact, this can be
an opportunity for public participation and engagement. According
to one observer:

Civic tourism urges your community, beginning with the caretakers of
place, to help change the way the public sees tourism: as a means and
not an end.... It’s one thing to talk about tourism as a “means” or “tool,”
but acting on that talk is a huge and difficult frame flip, and it’s not a
mission statement you'll find embossed on the letterhead of too many
travel and tourism bureaus. Your state office of tourism, for example,
is a research and marketing agency, and probably a good one, but it’s
definitely focused on economic ends and place-making is not its job.
But it’s yours if you want it, and especially at the local level tourism
gives citizens a tool, when held in their hands, to build the kind of place
where they want to live, work, and raise a family. Ultimately, a “civic”
approach can embolden sense of place, the local economy, and tour-
ism’s social ties and political standing, a not unwelcome change for an
industry that’s usually talked about, if at all, as a necessary evil among
residents or the Rodney Dangerfield of economic development among

planners and politicians.*

Mainstream tourism operation practices often contribute to frag-
mentation. Tourism service providers, public agencies, museums, his-
torical societies, and other stakeholders engage separately and rarely
collaborate. As an alternative model, civic tourism calls for the integra-
tion of existing resources to build capacity. By utilizing this strength,
it aims to address issues of community sustainability, including qual-
ity of life considerations.
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Interestingly, Carol Coletta provides a related perspective in a
2008 report titled Fostering the Creative City. The document is part
of the efforts of another organization, CEOs for Cities, and explores
how philanthropy can advance arts participation and the cultivation
of creative cities. By integrating the philanthropic community, it is
expected that communities can go beyond the professionally managed
tourist and convention business bureaus. Since the arts have a strong
economic impact component, their promotions can induce cultural
spending. For this reason, Boston, Providence, and Chicago house
culture, tourism, and the arts in the same City Hall department.

Arts districts are also viewed as capable of revitalizing neighbor-
hoods, increasing property values, and stimulating urban development.
This strategy can also infuse a climate of progressivism, increased
tolerance, inclusiveness, and diversity. Furthermore, beyond money
and infrastructure, the traditional drivers in the arts, cultivating the
creative industries, can help attract knowledgeable workers who have
the necessary skills and talents to jumpstart innovative industries and
induce competitiveness.*® The City of Toronto embraced a creative
perspective (see Table 5.2) as part of its efforts to become a first-tier,
world-class creative city.

In the United States, Portland, Oregon is viewed as a city that
managed to successfully create a culture of creativity. In this Pacific
Northwest city, creativity is celebrated as an integral part of economic
development, urban design, and tourism. Culturally rich districts
evolved to include artist studios, restaurants, performance spaces, and
festivals. The coexistence of these urban functions not only provides
unique urban living environments, but also attracts visitors. For exam-
ple, the Pearl District is a popular destination in Northwest Port-
land. Formerly an industrial section, the area has been transformed
into a lively community with a variety of dining establishments, art
and framing galleries, creative services, spas, and antique shops and
a diversity of retailers. More than 60 furniture stores are housed here,
making the Pearl District a major urban tourist destination.

On the other hand, civic tourism does not view restructuring of
urban space as being primarily to attract tourists. Rather, from this
perspective, tourists are expected to participate and contribute to the
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Table 5.2 Developing the Values of the Creative City (Utilitarian vs. Creative Perspective)

UTILITARIAN PERSPECTIVE CREATIVE PERSPECTIVE
Stretch tax dollars Make beauty necessary and necessity beautiful
Cost Benefit
Function Form in dissociable from function

Generic and predictable
Uses

Homogeneous

Ensured Security
Simplicity

Cohesion of similarity
Efficiency of space

Cost of construction
Formulaic

Delivering on expectations
Reducing cost

Same as the other place
Fulfill purpose and minimize maintenance

Immediate results
Repetition

Rigid systems
Convenience
Organization
Growth
Separation
Consumption
Build

Original and unique
Qutcomes
Heterogeneous
Planned Risk
Complexity
Celebration of Diversity
Quality of place
Returns over lifecycle
Artistic

Novelty of experience
Adding value

Unique to this place

Enhance economic, social, environmental and
cultural capital

Long-term change
Innovation
Ecology
Experience
Culture
Development
Integration
Condition

Design

Source: City of Toronto.

enhancement of place. The preservation of cultures, support of citi-

zenship, protection of the environment, and upgrading the quality

of life are alternative ways to think about the development of urban

tourism. In the conventional, mostly boosterish approach, these goals

are often secondary to the quest for profit. However, the pursuit of

this approach coupled with the making of the creative city is a com-
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Figure 5.3  Pearl District market, Portland, Oregon (Courtesy Larry Bennett).

plicated proposition. The city of Brisbane, Australia embraced these
planning ideas. The case below identifies some of the issues that relate
to the implementation process.

Brisbane, Australia—The Creative City?

'The popularity of the creative cities concept among planners and
policymakers reached international levels with urban policymakers
attempting to identify elements that could give them the competitive
edge in a global economy. Australian cities embraced this notion and
directly or indirectly worked to advance related policies. City govern-
ments in Brisbane, Melbourne, Sydney, Adelaide, and Hobart pro-
moted economic development ideas that were connected to creativity.
'The degree of engagement among these cities varied, but all of them
instituted similar procedures, with Melbourne and Adelaide going
turther by introducing specific plans. Actually, among all these state
capitals, it would be only Brisbane in Queensland that pursued a for-
mal creative cities strategy.*’

In 2003, the Brisbane City Council released a report titled Creative
City: Brisbane City Council’s Cultural Strategy 2003-2008. The docu-
ment outlines the city’s commitment in this area dating back to 1997
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when the Council adopted the cultural statement Creative Brisbane.
'The outcome of this earlier effort included completion of major infra-
structural projects such as the Brisbane Powerhouse, a performing
arts center, and the Queen Street Mall, a highly successful pedestrian
mall. The latter is the city’s premier shopping and entertainment hub
and attracts more than 25 million visitors annually. Developing Bris-
bane into a cultural capital, ensuring access and equity, and investing
in culture are some of the core principles listed in the 2003 Creative
City endeavor.

While this initiative communicates support for the development of
various cultural industries such as filmmaking, public art, and digital
artwork, it also recognizes the importance of tourism in achieving
its goals. According to the report, linking Brisbane as a center for
creative activity of local artists with continuous outdoor festivals and
events helps maintain the city as a national and international tourist
destination. Furthermore, by creating the Brisbane City Marketing
scheme, the Council brought together a number of agencies that are
now part of a coordinated effort and responsible for the new “Bris-
bane—It’s happening” brand. This initiative is expected to advance
tourism and lead to key partnerships. On the policy development
front, the report called for the making of a creative city map. The
goal of this long-term project will be the “mapping and promotion of
Brisbane’s cultural tourism sites including interesting locations which
often remain hidden.™$

'The creative city strategy also endeavors to aid the success of exist-
ing cultural and entertainment precincts that are central to the growth
of urban tourism. The Queensland Gallery of Modern Art, the Queen-
sland Museum, and the Queensland Performing Arts Centre all are part
of the cultural district. The South Bank Parklands and Portside Wharf are
entertainment districts that offer access to a variety of restaurants, shops,
cafes, and cinemas. Portside Wharf, redeveloped in 2006 for $750 million,
showcases waterfront residential living opportunities.

Many of these and other attractions are connected to the creative
strategy. A review of the 2008 Ofhicial Brisbane Visitor’s Guide reveals
an abundance of references to all things “creative.” The promotional
publication includes the following phrases: “creative confidence,”
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Figure 5.4 Brishane Roma Street Parklands, Brisbane, Australia. In 1999, the Queensland govern-
ment integrated a former rail yard with an existing park to form destination parkland in this self
proclaimed “creative city.” The new attraction opened to the public in 2001 (Courtesy Holger Mette,
Shutterstock Images).

“creative adventures,” “creative hands-on place,” “creative industries,”
“a hub for everything creative,” “creative menu,” “creative crowd,”
“creative dining,” and “creative twist.” This commitment raises ques-
tions about the meaning and value of this approach. Specifically, is
there a creative strategy in Brisbane? What does this strategy entail?
A study on the consequences of the pursuit of the creativity strate-
gies in Australian cities concludes that the concerted effort in Brisbane
proved limited and can be even characterized as superficial since it
was part of a political process that had ulterior motives. Specifically:

What is particularly interesting about Brisbane’s Creative City strategy,
however, is that the political process has appeared to have stripped it
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of much of its initial promise and depth...the report lists what is being
done and what could be done in each area. As one local government
official noted during an interview, these areas became more of a “wish
list” of projects than a strategic framework or plan.... In discussions
with Brisbane City Council officials, we discovered that when the strat-
egy was being written, the then Mayor had been very supportive...and
the final Creative Cities document was released as part of an electoral
campaign. With a change of Mayor, the focus on creative cities ideas
dissipated. The fact that it was a “wish-list” and not a policy framework
appeared to make it easier to ignore, and provided an example of how
political processes might erode the promise of some of the deeper ele-

ments of any creative cities prescriptions.*’

At one level, we could surmise that this rhetoric is part of a mar-
keting campaign to help difterentiate Brisbane from its competitors,
aiding its efforts in building a stronger tourist economy. Visiting a
self-proclaimed creative city is in and of itself an attraction. At another
level, the policies emanating from this strategy could also have social
implications. Specifically, many city projects can be pursued regard-
less of their intent, camouflaged under the creative cities strategy.

The pursuit of urban tourism as an economic development strat-
egy proved to coincide, in fact complement the efforts by cities to
grow their population and further their financial fortunes. The cre-
ation of amenities to attract visitors not only altered the physical land-
scape by constructing new destinations and reconstituted spaces, but
it also meant that the culture of the city would undergo significant
changes.

For example, public and private investments produced traditional
tourist attractions from shopping and dining outlets to sporting events
and museums. However, cities also offer unique neighborhoods and
distinct settings, steeped in rich history, architecture, and ethnic and
racial diversity. These locations received the consideration of local
officials and tourism boards, which endeavored to showcase them as
tourist sites in visitor guides and promotional materials. This renewed
attention and the significant upgrading of the general amenities pres-
ent in the city also proved enticing to young professionals, attracted
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by the edginess of urban living reformatted to meet their expensive
tastes.

Illustrated in the next chapter, this type of human capital, the cre-
ative class, would prove to have a considerable impact, changing the
nature of urban cores. Residential development in new construction
and converted lofts helped revitalize not only large, but also smaller
cities that also saw significant increases in their downtown population.
These interrelated forces of urban tourism and downtown residential
regeneration would prove vital to their new, reenergized status.

Writing, Reflection, and Debate
Discussion Questions

Social scientists have recently focused on the importance of ame-
nities, linking them to urban growth. Can you identify some
cities where this relationship holds true? What type of growth
resulted from these investments?

Reflect on the relationship between the creative class and tour-
ism development. Are the two concepts interconnected? If cities
aim to attract the creative class does that cause tourism devel-
opment? Conversely, do efforts to increase tourism invite the
creative class?







6

RESIDENTIAL DEVELOPMENT AND
THE NEW FACE OF DOWNTOWNS

Many cities that have emphasized tourism as an economic develop-
ment strategy have, in turn, begun to experience substantial increases
in their downtown residential populations. The transformation of
central business districts to “downtown neighborhoods” has occurred
in both major metropolitan centers such as San Diego and smaller
regional hubs such as Greenville, South Carolina. These new neigh-
borhoods have been carved out of existing commercial and industrial
properties via “loft conversion” and built anew by residential devel-
opers who once concentrated on suburban tract home development.
Concerns over gentrification have emerged as incumbent residents
of transient hotels and remnant, working-class enclaves have been
pushed out by more prosperous newcomers who are drawn to these
areas and their improved amenities. Often, critics of the residential
upgrading of downtowns note the absence of affordable housing in
local redevelopment plans.

Tourist attraction coupled with upscale residential development
is not guaranteed to turn around ailing downtowns. In some cities,
the scarring effects of deindustrialization have produced barren city-
scapes not easily “rebranded” via investment in sports/entertainment

165
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attractions, streetscape improvements, or the hosting of downtown
testivals and outdoor markets. Detroit, Michigan, for example, has
worked mightily to reimage its downtown core, but in the face of city-
wide population loss, the flight of downtown employers and retailers,
and much core area property deterioration, attracting a permanent
residential population has been very difficult.

Promoting tourism and downtown residential development typi-
cally necessitates the involvement of multiple public agencies and pri-
vate groups. Because of the municipal government’s perceived role as
the catalyst for local regeneration, the office of the mayor often plays
a crucial coordinating role. Other city agencies such as the planning
department or—if it is publicly funded—the visitors’ bureau routinely
coordinate their work with organizations that represent the accom-
modations industry, tour operators, and other local merchants. The
special events and amenities so produced can serve as a lever to induce
investments by private residential developers.

The promotion of the downtown as an exciting place to live and
play is, in many cases, the designated responsibility of nongovern-
ment promotional groups. Formed as public—private partnerships or
alliances, such organizations typically emphasize downtown “place-
marketing.” In Tucson, Arizona, for example, the Downtown Tuc-
son Partnership promotes the central city as an up-and-coming,
24-hour, 7-day-a-week community. By disseminating information
about cultural activities, upcoming events, existing and new resi-
dential developments, local arts, history, and architecture informa-
tion, as well as dining and shopping options, the Downtown Tucson
Partnership serves as both a development resource and agent of
social change. The Partnership also “makes the case” to prospec-
tive investors by advertising unique opportunities for purchase and
lease of housing, retail, office, and studio space. Stafted by a CEO,
a VP for Community Development, a Downtown Planner, and a
small support staft, the group has a diverse board of directors. These
include local merchants, representatives of arts organizations, com-
mercial property owners and managers, educational institutions,
Pima County, the Tucson Regional Development Office, and even
downtown residents.
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'The residential growth of central Tucson has been facilitated by
the downtown’s array of culture and entertainment opportunities, the
same attractions marketed to visitors. The city’s historic commercial
core is dotted with loft residential developments, condominiums,
apartments, and even newly built single-family homes. Additional
construction is anticipated in the Congress Street District. As
described in a Partnership publication: “Residents will be able to walk
to enjoy professional theater, live music, sidewalk dining, concerts at
the Tucson Convention Center, exhibitions at the Tucson Museum of
Art, as well as shopping and special events.” The case of San Diego,
California below offers some interesting insights into how a large city
turned to the pursuit of tourism as a strategy to advance residential
development in the downtown area. Support for a new convention
center and a stadium for a professional team proved to aid the creation
of new neighborhoods.

Urban Tourism and the Revival of

Neighborhoods in San Diego, California

Even as San Diego thrived following World War II, its downtown
area suffered. The increasing numbers of abandoned structures in
the core caused declines in property values, and suburban residential
development pulled major retailers toward the outskirts of the city and
beyond. Between 1950 and 1957, San Diego’s population grew 47.8
percent, but the number of downtown residents declined by nearly 10
percent. During the same years, retail sales across the city increased
by 76 percent. Downtown, retail sales actually declined.!

San Diego missed an opportunity to grow its port like Los Angeles
and Long Beach had done during the 1940s and 1950s, but the city
managed to maintain itself as a significant economic hub for the ship-
ping industry. It slowly became clear to local officials that a new direc-
tion was essential. According to one observer, all the way back in the
1960s, port director Don Nay “saw the future of the port not in cargo
and maritime operations but in recreation and tourism through the
development of new marinas, yacht repair yards, waterfront hotels,
restaurants, and other tourist attractions.”
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'The active redevelopment of San Diego’s downtown dates back to
the early part of the 1970s when Mayor Pete Wilson committed to the
revitalization of a 15-block area as an urban mall and festival market-
place. The Horton Plaza, a five-level outdoor shopping mall opened in
1985 for $140 million. Once a transit center, this spot was decaying,
attracting homeless people, and was becoming synonymous with the
city’s standing. Other downtown waterfront infrastructural develop-
ments included Seaport Village, which opened in 1980. With 14 acres

Figure 6.1 Aview of San Diego’s Gaslamp section including Petco Park, Harbor Drive and the trol-
ley (Courtesy Christpher Penler, Shutterstock Images).
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of shopping, dining, and entertainment, the complex provides walk-
ing access to the San Diego Bay via a boardwalk. The nearby San
Diego Convention Center opened in 1989 and underwent significant
expansion in 2001. Adjacent hotels include the Hyatt Hotel Towers,
Marriot Hotel Towers, and the Hilton Hotel—all of which support
the activities of the convention center and serve more than 600,000
visiting delegates annually.

In close proximity is Petco Park, home to the San Diego Padres
of the MLB. At a cost of more than $450 million, the construction
of this facility proved to be part of a comprehensive strategy to help
further revitalize the downtown area. The majority of the funding for
this project came from the city. Developed in the East Village area,
the ballpark is located close to the Gaslamp Quarter. The restora-
tion of nineteenth century buildings and additional preservation and
beautification efforts started during the 1980s in the historic district,
and today this area is considered San Diego’s premier entertainment
hub and a symbol of the city’s new urban identity. Since then exten-
sive housing and loft conversions have taken place, with an influx of
new residents.

Nearby, the efforts to furnish the Padres with a new baseball home
included ancillary plans in the form of retail and residential develop-
ment, resulting in the creation of the Ballpark District. Like other
waterfront investments, this area is refashioning the downtown area
along with the tourism industry. The municipal government was an
active agent in this process, and went beyond its traditional role to
become entrepreneurial. Its aggressive stance not only aided the pri-
vate sector (the baseball team), but also controlled the redevelopment
of the surrounding area by providing considerable initial infrastruc-
ture. According to one scholar, the public sector then became a “land
speculator, market analyst, and a deal broker™—a behavior that can be
characterized as an example of “municipal capitalism.”

Since that time, the Ballpark District has been the recipient of
more than $3 billion in private residential, hotel, office, and retail
investment. The Omni San Diego Hotel and the Metropolitan Con-
dominiums helped add to Ballpark Village, a new San Diego neigh-
borhood. More mix-use development is expected to add $1.5 billion
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of additional construction activity in downtown. From these trends,
Central San Diego saw its population grow from 155,827 in 2000
to 175,240 in 2008, and witnessed a 17 percent increase in the total
number of housing units during the same period. Also, demographic
data indicate a changing median household income of the residents,
which increased by 15.3 percent (adjusted for inflation). This raises
public policy questions about issues of diversity given the socioeco-
nomic standing of those living in this new downtown.*

Gentrification, Residential Development,

and the New Face of Downtowns

Substantial investment in infrastructural facilities, in the form of
museums, parks, stadiums, and entertainment districts, not only
expanded the availability of services, but also strengthened existing
amenities and introduced new ones. The opportunity to experience
enhanced cultural attractions, unique urban sceneries, beautified envi-
ronments, and vibrant and diverse locales has a considerable effect—
notably shifting the population makeup of downtowns.

An investigation of downtown household and income trends of
44 cities from 1970 to 2000 conducted by The Brookings Institution
revealed that during the 1990s, the downtown population grew by
10 percent, a significant rise after 20 years of decline. There was an 8
percent increase from 1970 to 2000 and a 13 percent increase during
the 1990s in the number of households in downtowns. Households of
singles, unrelated individuals living together, and childless married
couples grew the fastest in downtowns. Downtown homeownership
rates also more than doubled during the 30-year period, reaching 22
percent by 2000. During that same year, Chicago’s downtown posted
a 41 percent increase in households. In addition, downtowns have a
higher percentage of both young adults and college-educated residents
than other areas of the nation’s cities and in the suburbs. In 2000, 25-
to 34-year-olds represented nearly a quarter of the downtown popula-
tion—up from 13 percent in 1970. Forty-four percent of downtowners
had a bachelor’s degree or higher.” As Table 6.1 illustrates, only four of
22 downtowns with a population of at least 10,000 residents experi-
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Table 6.1 Downtown Population Change (1990-2000) with 10,000 Minimum Residents
DOWNTOWN POPULATIONS CHANGE

1990 2000 197070 1980 1990 T0 2000
Baltimore 28,597 30,067 -13.9% 51%
Boston 77,253 80,903 -3.0% 4.7%
Lower Manhattan 84,539 97,752 17.8% 15.6%
Midtown Manhattan 69,388 71,668 14.9% 3.3%
Philadelphia 74,686 78,349 -8.8% 4.9%
Washington, D.C. 26,597 27,667 -18.7% 4.0%
Atlanta 19,763 24,931 -21.9% 26.1%
Chattanooga 12,601 13,529 —6.3% 1.4%
Dallas 18,104 22,469 =21.7% 24.1%
Miami 15,143 19,927 -41.1% 31.6%
Orlando 14,275 12,621 —24.7% -11.6%
San Antonio 19,603 19,236 -21.6% -1.9%
Chicago 56,048 72,843 -3.1% 30.0%
Detroit 38,116 36,871 -32.4% -3.3%
Indianapolis 14,894 17,907 21.5% 20.2%
Milwaukee 14,458 16,359 -11.6% 13.1%
Minneapolis 36,334 30,299 -7.0% -16.6%
Los Angeles 34,655 36,630 46.7% 57%
Portland 9,528 12,902 -2.5% 35.4%
San Diego 15,417 17,894 2.2% 16.1%
San Francisco 32,906 43531 -19.1% 32.3%
Seattle 12,292 21,745 1% 76.9%

Source: Birch, Eugenie L. 2005. Who Lives Downtown. The Brookings Institution (November) p. 5 (www.
brookings.edu/metro).

enced population decline from 1990 to 2000. From 1970 to 1980, 16
of these recorded population decreases.

Gentrification contributes to the residential restructuring of down-
towns. The increased investment in cultural activities attracts younger
professionals who transform the population makeup of many neigh-
borhoods. British sociologist Ruth Glass first coined the term genzrifi-
cation in 1964 by writing that “One by one, many of the working class
quarters of London have been invaded by the middle class—upper
and lower. Shabby, modest mews and cottages—two rooms up and
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two down—nhave been taken over, when their leases have expired, and
have become elegant, expensive residences.”

Recent research points to the evolving nature of gentrification, or
the mutation of this process in light of structural changes such as
globalization.® Scholars observe its maturing stages, including what is
referenced as a second/third generation, termed “supergentrification.”
The term refers to changes in already gentrified neighborhoods that
experience significant social changes that cause regentrification due
to globalized cultural and socioeconomic forces. Accordingly, a new
generation of wealthy residents, which has benefited from the inter-
national markets and finance industries, engage in extreme consump-
tion practices that result in considerable community reorganization,
leading to a new cycle of gentrification. Barnsbury in north London’
and Brooklyn Heights in New York'® would fall into this category.

As noted earlier, the rise of tourism proved to influence residen-
tial patterns. Public and private infrastructural investments to attract
visitors not only physically renewed the core, but also brought new
residents. An unanticipated social consequence of these municipal
policies is found in what can be termed tourism-driven gentrification.
For example, the construction of Navy Pier in Chicago, an entertain-
ment district that opened in 1995 and has since undergone consider-
able upgrades, proved to have a direct impact on nearby communities.
'The revitalization of housing in the adjacent neighborhood of Street-
erville, and its thousands of new residents, is attributed, among other
factors, to the popularity of Navy Pier.!

Twenty-one Battery Park in the heart of Asheville, North Carolina
is a luxurious residential development and the city’s premier address.
'The seven-story building is the first high-rise in downtown Asheville
in more than 40 years. The project is part of a new condominium
construction trend that also includes renovated lofts. Welcomed by
the local government, the investment is in concert with the city’s
2025 Plan, which calls for additional downtown housing. The build-
ing has close access to the many new area amenities such as restau-
rants, galleries, and entertainment opportunities, and as a result, unit
sales proved brisk. However, the making of an upscale city center
has direct implications for Asheville residents since the revitalization
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caused gentrification. Many of the working-class residents who once
lived in downtown neighborhoods are pushed out. Some city officials
have criticized this direction describing it as “government-supported
gentrification.” Others focused on the needed reinvestment and the
expanded tax base.!?

In downtown Los Angeles, the Walt Disney Concert Hall, the
Staples Center, and the LA Live district brought about substantial
changes. Access to these and other entertainment options fueled resi-
dential development as more than 30,000 residents now call the area
home. Trendy restaurants and popular nightspots, along with related
services such as the first grocery store in the area followed. The new
downtown dwellers are young with high disposable incomes, and
retailers are rushing to serve this unique demographic.'3

From 1985 to 2004, Houston’s downtown was the recipient of pub-
lic—private partnerships that included $1.3 billion for public facilities
and $2.2 billion for private projects. The creation of organizations such
as the Downtown District in 1992, the Main Street Market Square
Redevelopment Authority in 1995, the Houston Downtown Alliance,
as well as the Downtown Houston Association in 2003 proved vital
to the area’s transformation process and steered the construction of an
impressive new infrastructure.

'The 2025 Vision for the city’s core also called for an expansion and
refinement of the theater district, promotion and enhancement of the
convention and sports district, and the introduction of small-scale
cultural and historic attractions. Central to achieving this strategy is
an aggressive residential development program that aims to increase
the number of people living in downtown neighborhoods from 11,882
in 2000 to more than 25,000 by 2025.

The presence of expanded recreational amenities in the down-
town area created strong residential demand, issues of affordability
remained. Central Houston, Inc., a group that focuses on the redevel-
opment and revitalization of the city center, warned of the effects of
this direction by noting that new residential construction will likely
replace the existing modest bungalows. The ensuing gentrification
will bring professionals who will occupy the new townhouses and
eventually displace the working-class residents. This will change the
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essential character and flavor of the neighborhood, since according to
a community organization “living opportunities for all income levels
should become a major goal of any future vision for downtown and
the central city.”"s The new housing stock found in these reconstituted
city centers falls into two categories: loft conversion and new con-
struction, both of which are examined below.

Loft Conversion and Revitalized Communities

The extensive investment in promoting tourism eventually led to the
creation of considerable housing demand. City officials, real-estate
companies, and developers rushed to meet these emerging needs. The
lure of a renewed urban romanticism coupled with existing structures
in the form of old warehouses and former manufacturing spaces that
could be quickly redeveloped and offered for sale proved key ingredi-
ents to a new wave of residential growth. Marketing the historic past
of these buildings along with their unique landmark designations con-
tributed to transforming urban living into an immediate success.

Loft conversions offer brick and timber exposures, open spaces,
high ceilings, and windows with extensive natural light. The oppor-
tunity to combine working and living arrangements made them a
popular choice for young entrepreneurs, artists, and families in need
of additional space. The vast stock of this housing option in cities like
Denver, Chicago, Cleveland, St. Louis, and Philadelphia fueled rapid
residential expansion.

Beyond private capital investment, the success of this trend also
hinges on public commitment and investment in upgrading relevant
infrastructure. Planning initiatives that focused on creating, promot-
ing, and maintaining loft districts proved essential. For example,
officials involved with the creation of the Washington Avenue Loft
District in St. Louis reviewed successful cases on Walnut Street,
Broad Street, and South Street in Philadelphia. These areas saw their
streetscapes revamped through outdoor arts and crafts stores, high-
end hotels and restaurants, decorative street signs, antique lamp posts,
and newspaper stands and planters. Cobblestone streets and historic
building facades created nineteenth century nostalgia.
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Figure 6.2 These warehouses near skyscrapers in downtown Cleveland, Ohio are part of the loft
conversion trend that is evident in many cities across the country. These reconstituted spaces offer
unique spaces but more importantly are located close to amenities (Courtesy Henryk Sadura, Shut-
terstock Images).

In St. Louis, state tax credits helped spur the redevelopment of
the Washington Avenue Loft District. Millions of dollars in invest-
ments transformed the area, which during the 1920s had been a
garment district, and in more recent years had served as the city’s
commercial center. The large number of lofts along Washington
Avenue underwent significant restoration. Decorative sidewalks,
trees, new lighting, and park benches contributed to the area’s
renaissance.!®
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Beyond state and municipal support, the federal government also
played an active role. One of the largest Missouri loft conversion proj-
ects took place in 2004. Federal tax credits helped a private developer,
Historic Restoration, Inc., complete a $47 million conversion of a large
distribution center on Washington Avenue in St. Louis. The Liggett
and Myers Building, constructed in 1889, received a historical land-
mark designation in 1984. However, the structure had stood empty
since the early 1980s and was almost demolished in 2001. Remodeled
into 213 loft apartments, the 350,000 square foot building greatly
contributed to further investment in the area.!”

Focus on the revitalization of urban cores through loft conversion
can be found beyond the Frostbelt. By the mid-1990s, Sunbelt cit-
ies experienced a similar demand for downtown living. The first such
residential project in Dallas was the Titche-Goettinger building,
which showcases a neo-Renaissance style of architecture. Completed
in 1929, the structure served as a major department store. It closed
in 1986, and in 1996 it was included in the U.S. National Register
of Historic Places. The dilapidated building was purchased for just
$100,000, and following an $11 million conversion, it opened in 1997
with loft-style apartments and a first-floor retail space.'®

Today, downtown Dallas boasts new arts and entertainment dis-
tricts, restaurants, professional sports facilities, and numerous shop-
ping opportunities. Loft conversions comprise a considerable part of
the area’s housing market. Due to such housing, the city saw its Central
Business District population grow tenfold from 1,654 (2000) to 5,646
(2005) to 10,446 (2010). According to current forecasts, the down-
town population is projected to surpass 15,000 residents by 2030.%

Houston, Atlanta, and many other smaller cities in the Sunbelt like
Little Rock, Arkansas and Jacksonville, Florida experienced similar
reorganization. Nashville promotes loft living in the downtown tour-
ist district, and in Birmingham, Alabama the Literacy Council holds
an annual Historic Footnotes Loft Tour. However, the success of
these downtown conversions requires extensive government subsidies.
These come in the form of city tax abatements on the improvements,
historic-building tax credits, and low-interest loans offered by the fed-
eral government.
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New Construction and Emerging Neighborhoods

Demand for housing in the newly reconstituted downtowns proved
extensive, and the conversions of old buildings into lofts could not
keep up with the high demand and diverse consumer tastes. Develop-
ers rushed to fill empty lots with new residential construction. In the
process they contributed to the expansion of the area by creating new
city center neighborhoods. A 2008 survey of downtown residents in
Nashville, Tennessee revealed that the demand for new housing was
connected to three reasons expressed by respondents. The urban expe-
rience and being close to arts, cultural, and sporting events ranked as
the top two factors that favored their quest for a downtown lifestyle.
The third factor was proximity to work.?

Data released in 2008 by the Greater Nashville Association of Real-
tors showed that for the first time ever, the median price of condo-
miniums was higher than that of single-family homes. Furthermore,
the downtown rental market was shrinking as the ownership percent-
age rose. Specifically in 2004, 83 percent of downtown housing was
rental. In 2008, that number decreased to 40 percent of the total, and
in 2010 it is expected that rentals will comprise just 28 percent of the
total downtown Nashville housing stock.?! This commitment to mak-
ing downtown a place to live helped expand the residential population
in Nashville by creating new neighborhoods.

'The North Capitol neighborhood in Nashville is a good example.
Located between the Central Business District and Germantown, it
emerged as a residential area following the recent addition of more
than 300 housing units. Historically a commercial district, the hous-
ing demand ignited a rapid transition. The nearby Nashville Farmer’s
Market underwent considerable renovation and emerged as a popular
destination, helping the establishment of many new restaurants. In
addition, the French Lick Greenway, which leads to the Cumber-
land River, is part of a bike-trail complex and another neighborhood
amenity.

'The Gulch is a similarly developed neighborhood nearby. Railroad
lines once dominated the area but a robust private—public partner-
ship dramatically gave rise to a new community. The Metropolitan

Development and Housing Authority officially declared the Gulch as
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Figure 6.3 Farmers market near downtown Nashville, Tennessee. These city efforts add another
dimension to urban living and support residential development (Courtesy Kenn Stilger 47, Shut-
terstock Images).

a redevelopment district, a decision that infused considerable public
investment. The rehabilitation of older buildings helped pave the way
for new residential construction, which with the addition of restau-
rants, bars, nightclubs, and other venues turned the area into an excit-
ing place for younger professionals. A major loft and condominium
development is currently underway, which is scheduled to add more
than 800 condominiums. Once the entire project is completed, it will
increase the total number of residents in the neighborhood to more
than 3,000.22

Tampa, Florida has not experienced the mature neighborhood
environment and new construction seen in Nashville; nonetheless, the
city wants to pursue the remaking of its core as an entertainment hub.
A commissioned report offered the following direction:

Downtown redevelopment should be viewed as a mix of residential,
employment, and entertainment uses, at a variety of densities where the

market allows, with ground-floor retail and service uses at key nodes....
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The attractions and activity centers are important in creating the con-
cept of downtown Tampa as a regional entertainment center and desti-
nation for a wide variety of experiences, while reinforcing its role as the

) . busi 23
regions primary business center.

New master planned communities in Tampa such as Central Park
Village received approval and more than 6,000 residential and com-
mercial units are either developed or are under consideration in the
city’s downtown. By strategically focusing on public—private partner-
ships, the city expects to support more retail space and restaurants
that in turn will promote further residential development. Existing
assets include the Cultural Arts District and the waterfront. These,
along with new attractions such as the $27 million Tampa Museum
of Art, the $21 million Children’s Museum, and the $40 million
Riverwalk, will serve as an array of amenities that are expected to
enhance the downtown environment.?* While the cases above reveal
that the use of this culture-driven development strategy can have a
positive impact and yield good results, this planning approach also
has its limitations.

Downtown Rebirth? The Trials of Detroit, Michigan

In 2007, Money Magazine published a list of the top 30 largest U.S.
cities for retirement. In addition to Hudson Heights and Tudor City
in New York, South Loop and Streeterville in Chicago, and the
Marina District in San Diego, the list included downtown Detroit.
New residential projects and affordability were identified as some of
the positive attributes. On the negative side, the magazine noted that
the area’s incomplete resurgence may make newcomers feel like urban
pioneers. The Riverwalk, the Eastern Market, and arenas for profes-
sional sports venues were mentioned as some of the unique attractions
for downtown residents.?

'This distinction is a surprise to many because Detroit suffered sig-
nificant declines following deindustrialization. During the height of
industrialization, the city was viewed as a beacon of manufacturing
and an emblem of economic success. However, since the 1950s, the
city has lost half of its population and more than 40 percent of its
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job base. In the mid-1990s, under the Detroit Renaissance, Detroit
embarked on an ambitious $2 billion redevelopment effort. Entertain-
ment replaced manufacturing as the central focus of the city’s policy
development agenda.?®

Sports stadiums emerged as a key part of this new strategy. In 2000,
the $300 million Comerica Park replaced the aging Tiger Stadium for
the Detroit Tigers of the MLB, and in 2002 the Detroit Lions of
the NFL moved back to downtown from suburban Pontiac to a new
$430 million state-of-the-art Ford Field—both of these facilities are
located adjacent to each other. Over the years, the city sought and
hosted various national sporting events, including an NCAA Basket-
ball Final Four, two Super Bowls, and a Major League Baseball All
Star Game. 'The Joe Louis Arena for the NHL Detroit Red Wings is
also located in downtown.

Similarly, local officials supported entertainment-oriented infra-
structural development in the form of casinos. The MGM Grand
Detroit Casino Resort opened in 2007, the Greektown Casino in
2000 with successive expansions in 2008 and 2009, and the Motor-
City Casino Hotel in 1999 with additions in 2007 and 2008. The casi-
nos cluster along the riverfront. Other attractions include the theater
district and the Detroit Science Center, which in 2001 doubled its
space as a result of a $30 million renovation.

Concurrently, an aggressive greater downtown residential devel-
opment plan added almost 2,500 condominium units from 2000 to
2006. Tax and Neighborhood Enterprise Zone incentives aided the
rapid pace of construction. A 2006 survey of downtown residents
revealed that “convenience to dining/entertainment” and “proximity
to arts and cultural institutions” ranked as the two most influential
factors among those who chose to move downtown.?’

But the redevelopment success of Detroit’s downtown is far from
secure, and the future remains unpredictable. The city is struggling to
meet its goals given the vast physical size of the space waiting to be
revitalized. Another major hurdle relates to the image of Detroit. In
a recent survey, developers identified the following challenges facing
the success of their projects: “perception of crime/weak police pres-
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ence,” “poor condition of surrounding areas/public infrastructure,”
and “lack of marketing plan/need for better public relations.”
Among these observations, the perception of Detroit as a danger-
ous city proved one of the most difficult to reverse. In recent years,
the national media had published numerous stories, often showcasing
downtown in a negative light. For example, a widely circulated article on

Figure 6.4 The Renaissance Center is a commercial complex in Detroit, Michigan. Recent reno-
vations constituted significant investments in downtown. Along with the nearby Detroit Riverwalk
(more than $1 billion), these projects were hoped to help the city rebound from the decline following
deindustrialization (Courtesy Alexey Stiop, Shutterstock Images).
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conventions declared the neighborhood outside the Cobo Conference/
Exhibition Center as ranking second in crime risk when compared to
similar facilities across the country. Furthermore, the essay indicated
that the crime risk in the surrounding area is five times greater than in
the entire local county and 10 times greater than the national norm.?
'This forced the city and the Convention and Visitors Bureau to embark
on a strategy aimed at reversing this image. A 2008 commissioned
report by Wayne State University concluded that “the perception of
Downtown Detroit as unsafe is false... [in fact the] crime rate is lower
than that of the United States and the State of Michigan.”°

It is clear that Detroit joined many other cities across the coun-
try by infusing billions in supporting a tourism and entertainment
infrastructure, which was expected to help revitalize its urban core by
attracting visitors and by encouraging new residents to call downtown
home. Unfortunately for many cities with crumbling buildings, vacant
storefronts, and empty streets, the long-term success of this strategy
is uncertain. For example, one of the major problems facing Detroit
is the lack of large retail shops and available grocery stores. Recently,
all national outlets that sell fresh produce and meat pulled out of the
city forcing the local United Food and Commercial Workers union to
consider building and operating its own shopping center.’!

It is becoming increasingly clear that the negative effects of dein-
dustrialization are so extensive in Detroit that a new economy based on
leisure and tourism is unlikely to single handedly bring about a com-
plete recovery. Political scientist Peter Eisenberg noted that claims by
the city’s political elites to position Detroit as a world class city, a cen-
ter of a thriving metropolitan region, and as a tourist and convention
destination are misguided and are likely to fail. Eisenberg concluded
that this direction will create a city for visitors not for residents.*

The issues surrounding the relationship between urban tourism/
convention business and residential development are also evident in
smaller cities. Like larger city centers, many of these communities
experienced the negative effects of postwar urban restructuring. Their
once thriving downtowns became desperate for capital investment
and increased population. As a result of these changes, many view
tourism as a viable option.
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Downtown Revitalization and the Tourism/

Convention Strategy in Smaller Cities

With the departure of manufacturing, a renewed function was essen-
tial for many smaller cities across the country. Cultural policy and
practices emerged that focused on utilizing leisure, tourism, enter-
tainment, and business visitors as the fuel for economic development.
By aiming to revive the urban core, these strategies would attempt to
breathe new life into these distressed communities.

Yet, the transformation of these smaller cities into destination spots
that are primed to produce revenues is not an easy task. In addition, it
is the larger cities that capture a large portion of the available tourism/
convention dollars. In a consumption-dominated economy, approaches
to urban growth must be tied to consumer desires and habits. Local
governments must embrace entrepreneurial models if they are to suc-
cessfully achieve their goals and must search for opportunities within
an “experienced economy.” In addition to entertainment and culture,
this new economy also relies on services and place. Smaller cities then
must connect consumption (experiences) with production (infrastruc-
ture) as they pursue experience-based strategies that focus on events
and branding.*

An interesting example can be drawn from the Chicagoland area.
Since the mid-1990s, Chicago’s satellite cities of Joliet, Waukegan,
Elgin, and Aurora embraced an active redevelopment agenda that
focused on reviving downtown areas, while attracting visitors to their
locales and expanding opportunities for economic growth. According
to the 2000 U.S. Census, each city boasts a sizable population. In Illi-
nois, Aurora ranks as the third largest city with 142,990 people; Joliet
ranks as the seventh-largest city with 106,221 people; Elgin ranks as
the eighth-largest city with 94,487 people; and Waukegan ranks as
the ninth-largest city with 87,901 people. These cities also possess a
large percentage of minorities: Aurora (32.6 percent Hispanics and
11.1 percent African Americans), Elgin (34.3 percent Hispanics and
6.80 percent African Americans), Waukegan (44.8 percent Hispanics
and 19.2 percent African Americans), and Joliet (18.4 percent His-
panics and 18.2 percent African Americans).



184 RESIDENTIAL AND DOWNTOWN DEVELOPMENT

All four of these communities share a long history in the Chicago
metropolitan area that dates back to the 1850s. Each grew rapidly,
benefiting from their independent industrial/manufacturing activities,
their proximity to Chicago’s robust economic environment, and their
position on key transportation routes of regional and national impor-
tance. Deindustrialization proved extensive and devastating, forcing
their local governments to explore alternative modes of development.

In the 1990s, these cities would revitalize their cores by develop-
ing entertainment and recreation opportunities and by investing in
residential construction. Riverboat casinos, minor-league baseball,
historic preservation, festivals, parades, children’s activities, farmer’s
markets, and outdoor performances became commonly employed
strategies. Local officials also attended to an ailing infrastructure by
refurbishing old theaters, restoring streetscapes, adding new lighting,

and creating attractive public spaces. Musicals, theater productions,

Figure 6.5 Waterfront development in historic Savannah, Georgia. Cotton warehouses along the
river have been restored to include trendy shops, restaurants, art galleries, and nightlife destina-
tions. Leisurely strolls and river boating offers visitors and residents numerous recreation opportuni-
ties (Courtesy Larry Bennett).
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symphony concerts, and free events bring thousands to downtown
areas. Private sector investment followed, further upgrading these
locations, which also saw their populations increase.’*

Similar patterns are evident elsewhere across the country. Syracuse,
New York, the state’s fifth largest city, with 140,658 (2000) residents,
experienced unprecedented industrial growth in the nineteenth cen-
tury. During World War II, Syracuse was a major supplier of products
that supported the war effort. The city benefited from considerable
industrial expansion with General Motors, Chrysler, Carrier Corpo-
ration, and General Electric, which had established major operations
in the area. This helped the city’s population grow and reach its all-
time high of more than 220,000 residents in 1950. Unfortunately, by
the 1970s deindustrialization began to set in—a precursor to urban
decline. Many of the corporations that aided Syracuse started to
move. Rockwell International, a major supplier to the military and
the automotive industry, left the state. General Electric and Carrier
ended up in new locations across Asia. Population loss followed: 2.1
percent (1960), 8.7 percent (1970), 13.7 percent (1980), 3.7 percent
(1990), and 10.1 percent (2000).35

In recent years, Syracuse has focused on reviving its downtown,
drawing tourists and offering locals an urban culture experience via
leisure activities and entertainment. The area experienced consider-
able change under the leadership of the Downtown Committee of
Syracuse, a not-for-profit professional management organization. The
creation of a downtown special assessment district reimaged the core
by emphasizing art and culture. Wine tasting and silent auctions, lec-
tures, civic morning musicals, gallery exhibits, a downtown farmer’s
market, festivals, and concerts and an annual jewelry exposition dom-
inate the area’s summer activities.

'The Syracuse Convention & Visitors Bureau also played a key role
in the city’s efforts. In 2008, the authority completed a $357,000 inte-
grated destination image marketing campaign. The goal of this ini-
tiative was to bring visitors to Syracuse by building an awareness of
the city as a destination for leisure travelers. An assessment of the
campaign revealed success in categories such as “increase excitement,”
“suitability for family and adults,” an “abundance of things to see and
do,” “popularity,” and “worry-free atmosphere.”®
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Syracuse’s promotional literature showcases its unique neighbor-
hoods, but it is the downtown area that received considerable invest-
ment in mixed retail, office, and residential development. New
apartment buildings attract first-time residents who along with tour-
ists and business visitors contribute to transforming the area into a
nightlife center with numerous restaurants and bars. Infrastructural
expenditures on improving the streetscape helped the success of
Armory, Hanover, and Clinton, which are three downtown squares
that provide lively entertainment throughout the week.

Private—public partnerships and historic preservation tax credits
jumpstarted the housing needed to accommodate more than 2,500
residents in downtown. With an occupancy rate of 99 percent in
2006, more housing units in new construction and loft conversions
entered the market. From 2003 to 2006, an excess of $180 million
was invested in downtown Syracuse. Even in the midst of an eco-
nomic downturn, the Downtown Committee of Syracuse determined
that between 2008 and 2010 the city center saw more than $300 mil-
lion expended in the district.%

Another smaller city, Asheville, North Carolina, with a population
of 68,889 (2000), also embraced tourism and its perceived economic
benefits. A gateway for those drawn by the outdoor activities avail-
able in the nearby western North Carolina mountains, the industry
is the recipient of extensive attention by local officials who pushed
to convert this community into a visitor destination. The destructive
urban renewal programs of the late 1960s and 1970s passed Asheville
by. This allowed the city to showcase its surviving mix of Art Deco,
Beaux Arts, and Neoclassical architectural styles.

By promoting continuous programming of downtown festivals,
including Bele Chere, the largest free street festival in the South-
east, the city attracts thousands annually. Downtown After 5 and
Downtown Countdown are two events that specifically aim to create
a vibrant environment for all ages, including families and young pro-
tessionals. An urban trail guides walkers through the city, showcasing
sculptures, public art, and historical attractions. The sophistication,
fine cuisine, art galleries, and unique urban setting earned the city the
distinct reference as “Paris of the South.”
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It is clear that tourism helped develop the city’s identity, and as a
major employment industry it has seen considerable growth in recent
years. In fact, leisure and hospitality ranked third in the total number
of jobs during 2006, behind health services and retail trade. From
2006 through 2008, this sector experienced the largest employment
gains, placing second behind health services.*

As part of its 2008 legislative agenda, the Asheville Chamber of
Commerce identified the tourism and travel industry as the generator
of more than $15.4 billion in direct visitor expenditures and respon-
sible for contributing more than 187,200 jobs to the local economy.
Competing with other Southeastern cities, officials called for more
marketing and advertising appropriations to expand the share of busi-
ness and pleasure travelers.*

From a planning perspective, the completion of Pack Square Park
surfaced as a centerpiece of tourism development, furthering the
focus on the downtown area. At a cost of more than $20 million, the
6.5 acre public park opened in successive stages in 2009 and 2010.
With two performance stages, several interactive water features, and
public art displays, the site is a key focal point, attracting locals, tour-
ists, and business visitors. According to a Western Carolina Univer-
sity Center for Regional Development study, the park is expected to
increase income to the lodging industry by $1,045,222 annually. Its
overall impact on the economy is estimated at $24,143,400.4

Even the name of the local minor baseball team that is affiliated
with the Colorado Rockies of MLB conveys the importance of tour-
ism for Asheville. The Asheville Tourists play in historic McCor-
mick Field and are part of the Southern Division of the South
Atlantic League. Positioned on the eastern edge of downtown, the
facility underwent significant renovations in 2007 having served in
its previous incarnation as the set for the 1988 film Bu/l Durham.
The Tourists are very popular, breaking season attendance records
in recent years. Just to the south, Greenville, South Carolina fol-
lowed a similar development plan. Like Asheville, this is another
smaller city that in recent decades underwent significant restructur-
ing, focusing on remaking its downtown, and attracting new resi-
dents and tourists.
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Remaking Downtown in Greenville, South Carolina

Greenville, South Carolina (population 56,006 in 2000) is the largest
city in the Upstate. For many decades, it maintained a robust economy
based on textile manufacturing. In fact, the city was referred to as
“The Textile Capital of the World,” and as late as the early part of
the 1980s it continued to maintain considerable manufacturing activi-
ties in this economic sector. Since that time though textile activities
sharply declined, leaving many production facilities and storage ware-
houses empty.

The focus on the downtown area can be traced back to the 1980s,
but it is during the 1990s that we see that effort generate signs of suc-
cess. A newly created city master plan and municipal support for pub-
lic—private partnerships resulted in extensive core investment. Over
the years, the outcome of this strategy included anchor projects such as
the Peace Center for the Performing Arts, the West End Market, and
the Greenville Commons/Hyatt Regency, the city’s first luxury hotel.
Former industrial areas would be converted into art centers while inte-
grating strong elements of historic preservation in the design.

For example, planning for the West End Market initially intended to
create a farmer’s market. However, this public investment encouraged
private sector participation, expanded the project considerably, and
eventually converted the location into a historic district. Since 1995, art
galleries, office, and retail services, as well as restaurants reconstituted
the area. In 1986, Main Street had only four restaurants; by 2006, more
than 75 restaurants operated in that stretch. Overall it is estimated that,
from 1980 to 2002, $185 million in public investment generated more
than $700 million in private capital investment in downtown Green-
ville. In fact, many smaller cities across the country view Greenville as
a blueprint for their downtown development efforts.*?

A new sports stadium for the Drive, the city’s minor league base-
ball team, opened in downtown in 2006 on a site that once functioned
as a lumber yard. The facility, named Fluor Field in 2008, attracts
thousands to the area every year. Nearby Reedy River Falls His-
toric Park along with numerous festivals, outdoor theater and music
performances, nightclubs, museums, and art galleries transformed
downtown into a center of regional tourism. The city used eminent
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Figure 6.6 A look down the Reedy River in downtown Greenville, South Carolina. The city redevel-
oped its downtown by focusing on the river (Courtesy Cathleen Clapper, Shutterstock Images).

domain to redevelop riverfront structures and engaged in extensive
urban beautification. Future plans to link the History Museum and
the Children’s Museum with the downtown will further market the
core as a destination.

A new Downtown Master Development Plan released in 2008
focused on expanding an already notable range of cultural activities
and furthering downtown’s residential base. In fact, the city views a
strong relationship between leisure and entertainment with economic



190 RESIDENTIAL AND DOWNTOWN DEVELOPMENT

growth. The 2008 Master Plan notes: “rather than targeting indus-
trial development, a downtown-centered, lifestyle marketing cam-
paign should be employed. This marketing campaign should target a
broad audience—businesses, retirees and tourists. Capturing any one
of these markets translates into economic development.™

Even though the city’s center experienced considerable population
growth, the plan also called for a new direction, cautioning that “while
many new housing units have been built, they tend to be targeted
toward the wealthy and are not yet achieving the diversity that makes
a downtown interesting.” Some officials argued that developing entry-
level housing would help cultivate the presence of a younger constitu-
ency for downtown. While the West End was intended for artists, high
residential costs priced out many interested in moving to the area.

The plan also conveys the city’s commitment to tourism, linking
it to its overall success by noting that “Greenville should continue to
develop its role as a visitor destination recognized not only region-
ally but nationally for excursions.”* The city has been the recipient
of many awards, including the International Downtown Achieve-
ment Award for Economic Development and the prestigious Ameri-
can Main Street Award. Furthermore, Greenville has been featured
in numerous national publications for its attractive center, including
Southern Living and Money Magazine.

Greenville’s downtown residential revitalization is the outcome of
a 30-year effort that focused on private—public partnerships and relied
on the creation of a thriving center by establishing key anchor devel-
opments, maximizing the presence of natural settings, and by aggres-
sively introducing cultural amenities and attractions. In the years to
come, sustaining this alliance between private interests and public
commitment will be one of the key challenges facing the city. Diversi-
tying the socioeconomic background of downtown residents will likely
place additional demands as local officials plan the future direction of
the city’s core. Regardless, by altering its urban image and by attending
to compelling planning and design elements, municipal leaders will
improve the quality of life and afford increased residential options. The
major boom in Greenville’s downtown is the outcome of a persistent
policy strategy on revitalization that embraced the public and private
sectors while connecting those efforts to the visitor economy.*
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In addition to being pursued as a form of economic development,
the rise of urban tourism proved to have additional effects. These
effects contributed to significant changes in the physical and social
composition of cities across the country. New residents with higher
incomes were attracted by the amenities and the infrastructural invest-
ments intended to draw visitors. Residential developers embraced the
opportunities presented as local officials pushed for the rebuilding of
their once dilapidated and abandoned downtowns. While this strat-
egy worked and transformed many city centers, it should be noted
that its mere utilization does not automatically yield successful results.
Tourism can be a fruitful economic development policy only when
it is combined with other initiatives intended to bring about urban
growth. The case of Detroit is a stark reminder of the difficulties
municipal governments face in their revitalization efforts. Nonethe-
less, it is during the past 30 years that we can see the pursuit of tour-
ism as a central agenda item of city councils, a position that is likely to
remain unchanged in the future.

Writing, Reflection, and Debate
Discussion Questions

Gentrification is caused by numerous forces. How significant
is tourism in restructuring the residential makeup of the urban
core? What other factors contribute to the gentrification process
and are these related to the development of tourism?

Identify a smaller city or a suburb. How has its downtown evolved
over the last decade? What is its focal point (e.g., casino, water-
front development, a stadium, or park)? Has there been nearby
residential growth? Are projects currently under development?
How do these contribute to the broader tourism strategy?
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IMPLICATIONS AND DEBATES

Like many other economic sectors, tourism is experiencing significant
challenges in the wake of the global economic upheavals that began
in 2008. According to a report by the United Nations World Tourism
Organization (UNW'TO), the number of international tourist arriv-
als was estimated at 247 million between January and April of 2009,
down from 269 million in 2008 and 254 million in 2007 during the
first quarters of each year. This downward trend is expected to con-
tinue for some time to come. During the first quarter of 2009, most
regions of the world experienced substantial visitor declines from the
previous year: Europe (10 percent); Asia and Pacific (6 percent); North
America (7 percent); the Caribbean (6 percent); Central America (4
percent); and the Middle East (18 percent). Only two world regions
experienced growth during that period: Africa (3 percent) and South
America (0.2 percent). The authors of the UNWTO report further
that “there are possibilities of a moderate recovery, but much will
depend on the evolving economic conditions and on the restoration of
consumer and business confidence.”

'The growth of global tourism in recent years has been quite uneven.
Short-term periods of rapid expansion, from the mid- to late 1990s
and then from 2004 to 2007, flanked a period of slowdown from 2001

193
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to 2003. The UNWTO assumes that the current crisis is likely to be
short-lived and thus holds to a long-term positive forecast. Specifically,
from 1950 to 2007, international tourism grew by 6.5 percent per year.
By 2020 it is expected that international travel will almost double to 1.6
billion arrivals.? This future growth will be accompanied by extensive
investments in infrastructure to meet visitor needs. Travel and tour-
ism expenditures in infrastructure were estimated at $1,241 trillion in
2010 and are expected to reach $2,757 trillion by 2020. The contribu-
tion of travel and tourism to the GDPs around the world is expected
to double from $5,751 trillion in 2010 to $11,151 trillion in 2020. By
2020, 9.2 percent of the world’s total employment will be in travel and
tourism, up from 8.1 percent in 2010.3 The United States will continue
to be a significant player in this industry (see Table 7.1). Because of its
status as a multitrillion dollar financial sector, tourism will continue to
count as a significant source of revenues for national and local econo-
mies across the world. In the view of the UNW'TO, these are welcome
trends because tourism revenues can be used to support environmental
protection programs, as well as to reduce poverty.*

Tourism-oriented development represents a complex intertwining
of economic and cultural promotion. Tourism impacts the economic
condition of cities as local officials embrace it as a tool to stimulate pri-
vate investment. This quest has been a significant part of the response
to the negative effects of deindustrialization and metropolitan decen-
tralization. Tourism has also restructured and expanded various pub-
lic affairs functions, including government sponsored outreach eftorts
(festivals, concerts, arts, beautification, etc.) and reconstituted munic-
ipal administrative practices. And because tourism development tends
to stimulate interurban competition, huge investments in infrastruc-
ture projects and place-enhancing attractions have followed. The fur-
ther result has been a new era in city building, especially across the
downtown areas of large and small cities alike.

In the effort to restore their financial health, urban centers have
mounted extensive branding campaigns to promote their new or
reconstituted amenities, and thus upgrade their reputations as desir-
able destinations. Much of this rebranding involves presenting these
locales as cultural hubs. The results are varied. Out-of-town travelers,
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Table 7.1  Long Term Prospects in Tourism
TRAVEL AND TOURISM ECONOMY GDP (2010 AND 2020 IN US$BN)

Economy GDP 2010 Economy GDP 2020
1 United States 1,375.9 1 United States 2,485.7
2 China 499.9 2 China 1,948.9
3 Japan 459.3 3 Japan 594.8
4 France 284.6 4 United Kingdom 393.3
5 Germany 273.4 5 France 379.9
6 Spain 237.9 6 Germany 377.1
7 United Kingdom 231.1 7 Spain 341.1
8 Italy 217.1 8 India 330.1
9 Canada 136.1 9 ltaly 292.5
10 Australia 123.1 10 Russian Federation 258.2
CAPITAL INVESTMENT IN TRAVEL AND TOURISM (2010 AND 2020 IN US$BN)
Capital Investment 2010 Capital Investment 2020
1 United States 252.8 1 China 688.5
2 China 203.4 2 United States 489.3
3 Japan 59.6 3 Russian Federation 115.9
4 Spain 46.8 4 India 109.3
5 France 42.3 5 Indonesia 75.6
6 Germany 39.0 6 Japan 72.3
7 Australia 38.9 7 Spain 72.1
8 ltaly 35.8 8 Australia 70.3
9 Russian Federation 34.8 9 Brazil 63.9
10 India 34.7 10 Germany 61.8

Source: World Travel & Tourism Council.

including day-trippers, search for leisure attractions. Young, central
city-residing professionals rush to take advantage of inviting, newly
refashioned residential and commercial spaces. In the process, these
newcomers have leveraged robust residential development trends. An
enterprising private sector has targeted retail developments for what
were once rundown commercial areas and abandoned industrial sites.
Public—private partnership has been the planning and implementa-
tion tool favored by municipal leaders and city councils seeking to
advance this new era of downtown building.
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The rise of urban tourism as a development tool and a reimag-
ing strategy has also generated its share of criticism. For example, it
is often asserted that the city of leisure, culture, and entertainment
comes at the cost of downplaying social equity concerns. From this
perspective, expending resources on tourism necessarily restricts the
ability of the public sector to support key services in schools, hous-
ing, and transportation. Political scientist Dennis Judd describes this
position by noting that “the trade-offs seem stark: beautification and
flowers vs. unpaved streets; downtown amenities vs. neighborhood
development; tourist infrastructure vs. adequately equipped schools;
gentrification vs. displacement. The result of this direction is said
to be two cities, one inhabited by the wealthy and middle-class, the
other by the poor.”

Many business and civic leaders reject this perspective, pointing to
the multitude of benefits the tourism industry brings to local econo-
mies. These range from image building to providing needed revenues
and employment opportunities. Just like the arguments offered by
supporters of stadium construction or major sporting events, tourism
advocates assert that without clean downtowns, up-to-date convention
centers, and appealing shopping districts, a city’s economic competi-
tiveness, and more broadly its reputation, will be reduced. Moreover,
so it is claimed, at a time of intense economic competition, individual
cities cannot afford to fall behind their peers in the contest to attract
visitors, recreational and business-related alike.

A more subtle objection to many forms of contemporary tourist-
oriented urban development concerns the loss of local “authentic-
ity.” Indeed, the term Disneyfication has entered the popular lexicon
to characterize tourist districts that offer superficial representations
of ethnic markets and cuisines, gritty street environments, or other
ostensibly unique urban experiences. What critics have in mind is
the marketing of carefully designed “spaces of consumption” whose
surface detailing mimics the appearance of “classic” urban spaces.
More troubling still to social commentators such as Sharon Zukin
or Michael Sorkin is the intrinsic exclusiveness of many festival mar-
ketplaces, arts quarters, and gentrified residential enclaves. The urban
experience that is sold via such spaces is an experience appealing to
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prosperous local residents and visitors. Even tax dollars are supporting
corporate interests at the expense of the weaker segments of our soci-
ety.® By means both subtle, such as highbrow cultural programming,
and unsubtle such as entrance fees and “defensible space” design tech-
niques, the less privileged are turned away.

Tourism and Cultural Authenticity

A commonly leveled charge against tourism is that it has become
increasingly responsible for the creation of environments that, in an
effort to attract visitors, end up reducing cultural authenticity. Spe-
cifically, within a consumption-driven environment that is primarily
concerned with profit, we can observe the decline of spatial and cul-
tural distinctiveness. For example, some researchers argue that travel-
ers become progressively exposed to homogenous settings, the result
of a replication of culture that disguises itself as traditional tourism.
In their quest to reimage themselves and benefit from the economic
development possibilities, cities utilize the urban culture they pos-
sess and haphazardly convert it into an attraction. Both the physical
environments and the experiences that comprise the tourist visit lack
rationality and are part of a fragmented postmodern way of life.”

As it endeavors to construct exclusivity, urban tourism development
slips into banality. City streetscapes become subjected to similarly pre-
scribed methods and the outcome is a culture of serial reproduction,?
tourist bubbles,” or McDonaldization.'® For example, the concept
of McDonaldization has received extensive attention because of its
applicability to tourism. Drawing from the Weberian notion of “dis-
enchantment,” the idea emphasizes an examination of production. The
same principles employed by fast food restaurants are also dominating
numerous other sectors of society. In an effort to attain rationality,
diverse cultural expression becomes subjugated to the dominance of
commodification."

Sociologist George Ritzer extends his idea of McDonaldization
to the rise of what he terms the “globalization of nothing,” which is
a movement away from “something” to “nothing.” Social forms are
increasingly characterized by a loss of indigenously conceived and
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locally controlled content. Instead, social realities now maintain con-
ditions devoid of substance. Familiarity with “nothing” thus emerges
as the dominant mode of interaction. The key problem according to
Ritzer is “loss amidst monumental abundance (of nothing).” Regard-
ing tourism, Ritzer argues that “the proliferation of nothing in tour-
ism leads to boredom as an ever-increasing portion of the world comes
to be characterized by the same empty forms (indoor shopping malls,
hotel chains, and the like)...the loss of something (in this case, tourist
attractions true to local traditions) in the face of the massive expan-
sion of nothing (hotel chains with no ties to the local area).”? Recent
work by Dennis Judd notes that the study of tourism must move
away from the current dominant analytic framework of consumption.
Instead, Judd conceptualizes a restructured tourism production sys-
tem by examining the role and potential ramifications of commodity
chains. This is likely to have significant implications since the focus
is placed on the structure of the industry, a direction which dimin-
ishes the consideration and value of cultural authenticity. The various
elements found within what he terms as “investments in place infra-
structure” (the museum, the convention center, the domed stadium,
and the convention center, and hotel) are examples of an input that
can have considerable effects on the tourist experience.!3

Numerous studies can be found in literature about the homogeniza-
tion of space. Some even caution of top-down and hegemonic practices
that refuse to integrate local voices in the decision-making process.
‘These range from ethnic festivals in urban neighborhoods,'* branding
and promotion of specific spaces via servicescapes and designscapes,'’
as well as the marketing practices of cultural tourism'® to approaches

related to the development of heritage policies."

Figure 7.1 Dam Square in Amsterdam (Courtesy Chuck Suchar).
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Not everyone shares this perspective because some argue that tour-
ism has the capacity to showcase and even strengthen the cultural
status of a given city or of an urban group to the outside world. A
recent study in Australia found that residents living in a coastal area
with high tourist activity nearby perceived a higher positive impact of
tourism than residents of hinterland areas in the vicinity of high tour-
ist activity.'® Another study concluded that the Bai people (a Chinese
ethnic group) in Dali, China benefited because of tourism develop-
ment. Specifically, different forms of ethnicity and artifacts promoted
in the tourist market have not drowned out the sense of being ethni-
cally Bai. In fact, the tourist industry has become a daily reminder of
ethnicity to both insiders and outsiders by making people more self-
conscious and reflexive.!’

The question then remains whether tourism development can be
conducted in a way for municipalities to avoid these challenges. Can
the potential cultural degradation that is often associated follow-
ing the creation of tourist spaces with unauthentic environments be
avoided? 'This is very difficult to answer due to numerous complexities.
'The economic drivers of this sector are so powerful that in many cases
even the locals involved in the delivery of tourism place the preserva-
tion of identity secondary to financial returns.

For example, the Amana Colonies in southeastern Iowa are seven
villages of radical German Pietists who moved to the Midwest from
the western part of the state of New York in the 1850s. Amana is
a major tourist attraction and is included in the National Historic
Landmark list. A study of authenticity and community within this
consumption-driven, heritage tourism environment revealed some
interesting findings. Specifically, an examination of the social interac-
tions and social structures related to historic conservation and tourism
shows that only heritage professionals seem to have a short-term inter-
est in ensuring historical reality through presentation and interpreta-
tion. The author concludes that “greater authenticity does not always
imply greater profits” and “in communities such as the Amanas, tour-
ist management implies resident management. Residents agree to be
managed and controlled if they see a clear profit resulting.”?°
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Culturally authentic settings can be successfully developed by
employing volunteer tourism. This type of activity focuses on protect-
ing the indigenous environment by immersing the tourist in the spe-
cific locale in hopes of producing sustainable outcomes. According to
one analysis, “with volunteer tourism, intense rather than superficial
social interactions can occur; a new narrative between host and guest
is created, a narrative that is engaging, genuine, creative and mutually
beneficial. The narrative and traditional interaction between host and
tourist is thus potentially rewritten as the tourist experience is actively
constructed by the host as well as the tourist.”!

A variation of this approach is found in creative tourism that advo-
cates the active engagement of tourists. Specifically, “creative tour-
ism involves not just spectating, nor just ‘being there, but reflexive
interaction on the part of tourists.” Regardless of these proposed
solutions, the relationship between tourism and cultural authentic-
ity is complex and the subject of continuing debate. What is certain
though is that because of globalization, a reconstituted system of pro-
duction has given rise to new concentrated consumption patterns that
are highly influential. In the process, these come to place considerable
pressure and possibly alter previously held community values and cul-
tural practices.

Economic Development Debates: Priorities
in Jobs and Expenditures

Economic development arguments in favor of the tourist city typi-
cally focus on job creation and a healthy business climate. Both are
expected to contribute to an expanding tax revenue base that can
then be employed to further social services to local residents. Public
expenditure and private investment are rationalized in this manner by
local officials and business leaders. For example, the Department of
Housing and Urban Development promoted historic preservation as
a powerful force in stimulating heritage tourism, economic develop-
ment, and job growth by noting that “heritage tourism is an economic
development tool designed to attract visitors to an area based on its
unique history, landscape and culture. This not only boosts regional
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and local pride but also can be a good source of revenue and employ-
ment for a community.”?

Linking historic preservation efforts to economic growth is just
one example of many similar claims that we can see in urban centers
across the country. In Detroit, the Tourism Economic Development
Council aims to encourage public and private leaders to pursue vari-
ous aspects of tourism development, mostly in the area of infrastruc-
tural development. Specifically, the goal of the council is to increase
tourism spending in the region from $5 billion to $8 billion a year. It
is expected that this will not only make the city more attractive, but it
will also provide needed jobs from construction to service positions.

These types of declarations are regularly reported in mainstream
media reports. The Quad Cities Convention and Visitors Bureau is
responsible for promoting and managing the tourist activities of the
Quad Cities along the Mississippi River. Its jurisdiction includes
Davenport and Bettendorf, Iowa and Moline, East Moline, and
Rock Island, Illinois. An effort to better understand the travel habits
of potential visitors revealed the possibility of more jobs for nearby
Chicago. With 300,000 travelers expected to come to the area from
Chicago annually, officials are exploring the restoration of passenger
rail service. In Michigan, a Centers of Regional Excellence Grant
in 2008 focused on the Eastern Upper Peninsula maritime experi-
ence. The plan was to create awareness of key maritime-related and
cultural tourism attractions. These attractions would help expand the
job base.

Even corporations showcase this relationship between tourism and
job creation. The following claim by VISA Corporation aptly cap-
tures this belief, a position also expressed by local policymakers who
believe that it is necessary to induce public and private expenditures if
these outcomes are to be achieved. The general idea is that the greater
the investment, the bigger the return. The VISA Corporation notes:
“Tourism is an important factor to economic growth, job creation and
the stimulation of infrastructure development. In the United States,
the $1.3 trillion travel and tourism industry generates $116 billion in
tax revenue for state, local and federal governments and an estimated
7.7 million direct travel-generated jobs.”?*



202 IMPLICATIONS AND DEBATES

There is another view regarding these investments and their cel-
ebrated returns. Research analysts and community group advocates
point to major discrepancies that often overestimate the extent of the
purported economic benefits. This, in turn, ignites extensive debates
that often play out in the “Letters to the Editor” section of local and
national newspapers. The following commentary by a resident about a
publicly subsidized baseball stadium proposed for a new minor league
baseball team illustrates this perspective. In 2004, in an effort to
bring minor league baseball to Southern Maryland, supporters of the
initiative in Charles County identified the city of Hughesville, Mary-
land as the preferred location for a 4,500-seat stadium. In addition to
upsetting the rural character of this small community, opposition to
the plan centered on the needed municipal funding necessary for the
construction of the facility. Pauleen Brewer, a Hughesville resident
submitted the following opinion to Zhe Washington Post, outlining the
reason why she is rejecting the proposal. Brewer made her point by
primarily focusing on the weak job prospects of these expenditures:

I have no problem with public money being spent to grow existing local
businesses that will ultimately benefit local residents. I do have a prob-
lem with this “field of schemes™—and a team that, in all reality, will
probably be replaced, sold, etc., after two or three years, with the sports
team owner moving on all the richer. An already-wealthy sports team
owner getting wealthier on taxpayer dollars—none of that money will
benefit Charles County. Peanut vendors and concession workers are not
the types of jobs we should be putting this money forth to create. The
fact that the county administrator included the team players’ salaries
in the average pay figure for jobs this project will create to boost this
number to $33,000 a year is insulting to our intelligence. Enough tax-
payers’ dollars have been spent on this endeavor. It doesn’t have to go

any further.?®

The effort to develop the stadium eventually collapsed, only to reemerge
a few years later in nearby Waldorf, Maryland. The Regency Furniture
Stadium, completed in 2007 for $25.6 million, is home to the Southern
Maryland Blue Crabs of the independent Atlantic League of Profes-
sional Baseball.
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Benefit claims made by local authorities on the positive returns
of tourism are often challenged by independent analyses. A study of
downtown infrastructure development in Baltimore reports contra-
dictory findings. Since the 1970s, as part of that city’s tourist strategy,
municipal leaders have spent $2 billion in constructing and maintain-
ing complementary facilities. Furthermore, hundreds of millions of
dollars subsidized tourism businesses, providing visitor services in the
popular Inner Harbor area. These were mainly in the form of stadi-
ums and convention and waterfront hotels, which were touted to have
significant positive returns for the local economy. In fact, because of
the massive downtown investment, Baltimore experienced an increase
in available jobs, with the majority of those connected to the tour-
ism industry. Downtown employment grew by 80 percent between
1970 and 1995. Instead of focusing on creating quality jobs, critics
assert the tourism economic development plan produced nonunion-
ized, mostly part-time positions. Waiters, cashiers, janitors, and food
service workers are not offered health and retirement benefits, making
it difficult for workers to support their families. An analysis concluded
that the benefits derived from tourism are exaggerated. The report
noted that “Baltimore’s economic development efforts reveal a recur-
ring history of high costs, low benefits, and a lack of safeguards to
ensure that taxpayer investments really pay off in family-wage jobs
and an enhanced tax base. The city neglected to enact standards to
ensure that the new tourism jobs were of high quality. As a result,
low wages and part-time hours are so prevalent that all but three of
the city’s non-managerial tourism job titles pay less than the federal
poverty line for a family of four; many pay far less.”? As Table 7.2
illustrates below, the majority of the job categories listed in this sec-
tor are below the federal poverty line for a family of four ($17,650 per
year in 2001).%

Similar observations and conclusions are drawn by academic
researchers in other cities. For example, Durban, South Africa (the
third largest city in South Africa) placed strong emphasis during the
1990s on local economic development strategies by advancing the
Trade Point Programme. This effort included considerable infrastruc-
tural investment that intended, via the promotion of tourism, to help
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Table 7.2 Average Wages for Non-Managerial Tourism Jobs in Baltimore, 2001

IMPLICATIONS AND DEBATES

AVERAGE ANNUAL SALARY PER CENT OF
FOR AVERAGE WAGE POVERTY-
HOURS WORKED IN LINE FOR A
OCCUPATION FAMILY OF FOUR
Amusement and Recreation Attendants $8.10 $11,667 66%
Baggage Porters and Bellhops $7.40 $ 14,007 79%
Bartenders $8.60 $13,237 75%
Cashiers $7.80 $11,762 67%
Concierges $8.20 $13,176 75%
Cooks, Restaurant $10.40 $18,171 103%
Counter and Rental Clerks $9.10 $14,243 81%
Counter Attendants $7.80 $11,762 67%
Dishwashers $7.40 $10,120 57%
Food Preparation and Service Workers $7.70 $11,892 67%
Janitors and Cleaners $7.90 $13,269 75%
Maids and Housekeeping Cleaners $8.10 $ 14,531 82%
Parking Lot Attendants $7.40 $12,352 70%
Security Guard $10.30 $18318 104%
Tour Guide $12.40 $19,473 110%
Ushers, Lobby Attendants/ Ticket Takers ~ $ 6.80 $ 6,506 37%
Waiters and Waitresses $7.10 $9,931 56%
Average Tourism Job $8.38 $13,201 75%
All Occupations $18.40 $34,253 194%

Source:  Davis, Kate and Chauna Brocht. 2002. “Subsidizing the Low Road: Economic Development in
Baltimore.” Washington, DC: Good Jobs First (September) 27, p.27 (www.goodjobsfirst.org).

disadvantaged communities and create jobs. However, the focus on

the formal economy proved problematic with limited outcomes. In

fact, an extensive analysis concluded that it was incapable of meet-

ing the publicized objectives and rationales offered to justify the vast

expenditures.?® Interestingly, one of the key threats facing the growth
of tourism in Durban is that even with high levels of unemployment,

locals do not seek employment in this sector because of the industry’s
reputation for offering low-paying jobs. Some have argued that linked

tourism, connected to existing or new attractions in neighborhoods,

may help renew the commitment and jumpstart local urban revital-

ization efforts.?
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Beyond these assessments in direct employment, tourism advocates
also argued that the process of creating the needed infrastructure will
produce new construction jobs. This would be especially helpful to
minority groups that are often in greater need given that they expe-
rience higher levels of unemployment and general dislocation. The
cases of three cities in Great Britain provide some insightful findings.
In recent decades, Birmingham, Sheffield, and Manchester embraced
progrowth strategies as a way to recover from the effects of deindus-
trialization. In Birmingham, from the latter part of the 1980s to the
early part of the 1990s, the city council expended an estimated £331
million (about $450 million) in projects related to business tourism
and sport. During that same timeframe, Shefhield invested £147 mil-
lion (about $220 million) on sports and leisure facilities, and Man-
chester unsuccessfully pursued hosting the Olympic Games following
the development of world-class venues. All three cities endeavored to
leave behind their manufacturing past and become centers for culture,
leisure, and tourism. Given their larger size, history, and status, Bir-
mingham and Manchester also aimed to attract substantial numbers
of international visitors.3°

Job growth proved to be one of the major rationales for this policy
direction and a key justification for the substantial public expendi-
tures. The local governments expected that the construction projects
would provide jobs for disadvantaged groups and made specific plans
to set aside a certain percentage of employment positions for that
purpose. One analyst who examined these policies in all three cities
concluded that in Birmingham, the construction of the £180 mil-
lion (about $270 million) International Convention Centre “provided
access to low-skilled and low-paid occupations and few inner-city
residents obtained jobs at the end of the programme. Whilst a target
of 180 jobs was originally identified by the city council, only 80 places
were made available (primarily in lower-skilled and lower paid occu-
pations) with only 19 inner-city participants obtaining jobs. Of these
19 successful trainees, 14 were allocated employment within secu-
rity, cleaning and catering services.”’' Birmingham also experienced
considerable construction job leakage outside the city to regional
and national firms. The outcome in Sheffield, according to the same
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analysis, proved similar since “despite these claims, relating to the
local economic benefits accruing from Sheflield’s massive investment
in prestige projects there is some evidence that city residents, and dis-
advantaged groups in particular, failed to receive substantial economic
benefits from them. There are a number of factors that highlight this
distributional outcome: first, the need to ‘fast track’ the construction
of the facilities in order to meet the World Student Games timetable,
mitigated against the use of smaller local construction firms, with
only 37 percent of construction expenditure (£39m—about $60m)
retained within the local economy.”?

In Manchester, the city council adopted an Employment in Con-
struction Charter. The purpose of this initiative was to link the pub-
lic sector with private companies to support the distribution of jobs
to locals. However, the effort once again proved limited in its impact
since the study found “the Charter managing agents identified 836
employees working on the prestige project development and other
area-based regeneration initiatives within the city, of whom 36 per-
cent were Manchester residents. Additionally, the Charter database
held the names and skills of nearly 1,000 individuals of whom only 61
percent has been placed on a construction site. As of December 1994,
only 165 people (27 percent of those who had been placed) remained
in employment on a construction site.”3 It should be noted that the
studies commissioned by the city councils in all three cities, whether
conducted internally or by external consulting firms like KPMG Peat
Marwick offered very different findings and conclusions. Their assess-
ments focused on the importance of these prestige projects by outlining
how they helped meet the differentiated demands of capital caused by
globalization. According to these analyses, without these investments,
the cities would be unable to compete, grow their local economies, and
convey the active nature and dynamic image of their locales.

'The Tale of Two Cities: Urban Tourism

and Uneven Development

Another major area of debate and criticism that follows large invest-
ments in urban tourism relates to the uneven development conditions
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that it creates. There is a general agreement that postindustrial urban
patterns of growth brought about fundamental changes in metro-
politan America. The increasingly popular relocation of businesses to
the periphery of the central city, and the robust decentralization after
World War IT had significant social implications. The rapid ascendance
of a new service economy resulted in the creation of two communi-
ties, or cities. One community comprises educated, highly trained,
and well-paid professionals whose skills are central to the increasingly
international nature of commerce. The other community comprises
low-paid service workers who are needed to help maintain the activi-
ties of the reformatted production functions. The latter group is made
up of nonunionized, working-class poor who are struggling to make
ends meet. These class divisions are reflected in residential patterns
and other spatial arrangements within the built environment.

A “dual city” is formed, characterized by affluence and poverty,
leading to social polarization and intense division. Separated and dis-
connected from each other, the two types of communities reflect the
formal and the informal economies. Urban injustices are visible and
social problems ravage the trapped residents of the poor neighbor-
hoods.** Uneven development ensues in the form of disparate social
services, private investment, and public attention to community needs.
Are these conditions inevitable and an outcome of late capitalism? The
following interpretation by sociologists Gregory Squires and Charis
Kubrin reflects the foundation of this critique, namely that “uneven
development of metropolitan America is a direct result largely of a
range of policy decisions made by public officials and policy-related
actions taken in the private and non-profit sectors. Policy decisions
could be made to alter that pattern of development.”

These patterns are identifiable in many cities. The rapid rise of Las
Vegas, for example, is attributed to the power of urban tourism. Put
on the international map by this sector, the city is often celebrated as
the ultimate example of a successful postindustrial economic trans-
formation. It is the envy of municipal leaders and civic boosters from
across the world. The Brookings Institution in a 2008 report ranked
Las Vegas seventh among the country’s 100 largest metropolitan
areas for strong trading clusters. The report noted that the geographic
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concentration of entertainment facilities creates an industry cluster
that “represents a potent source of productivity” and one that can “pro-
duce more commercial innovation and higher wage employment.”

However, the creation of a concentration of employers and a healthy
labor market from casinos and leisure activities in Las Vegas is not
a pattern of growth to be celebrated. In fact, these conditions can
serve as the ultimate scenario of coordinated forces leading to uneven
development. On the one hand, you have developers and real estate
investors who benefit from the growth of tourism in the city. On the
other hand, according to one observer, you have “a growing number
of blue-collar Las Vegans, both longtime residents of minority com-
munities and new immigrants of all backgrounds, scrape for a living
on the low-rent fringes of the Strip...here the forces of economic mar-
ginalization and urban development have united in a sinister compact
to displace some of the Strip’s poorest residents.””

'The recent emphasis on building the city of culture and tourism is a
part of policy decisions that can have direct and uneven development
consequences. Urban core investments cause restructuring with con-
siderable socioeconomic implications for the neighborhoods. A recent
study on leisure amenities and urban growth moves operationally away
from the use of the Central Business District (CBD) as the basic ana-
lytic framework. Instead, this analysis proposes the investigation of
the Central Recreation District (CRD). In the past, the CBD served
as the main geographic characteristic of urban locations; however, it
is argued that the CRD may offer a deeper understanding of demo-
graphic change and economic evolution of city neighborhoods.®

The CRD is defined “as the locations within a metropolitan area
that are close to recreational and leisure-oriented amenities.” Two
measures for locating these settings are employed. The first measure
includes “access to recreational leisure opportunities and aesthetic
consumption externalities based on the distance of each census tract
in an MSA [Metropolitan Statistical Area] to the central city’s tour-
ism information offices,” while the second measure is “based on acces-
sibility to historic sites and recreation centers.”

An investigation of CRDs between 1990 and 2000 focuses on the
top 100 tourist destinations. Of them, 88 are located in metropolitan
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areas. The total number of census tracts that contain a historic and
recreational classification is 2,573. Referenced as “beautiful neighbor-
hoods,” the CRDs grew faster than the CBDs during the 1990s, an
observation that caused the researchers in this study to reach the fol-
lowing conclusion:

“Beautiful cities” disproportionally attracted highly educated indi-
viduals and experienced faster housing price appreciation, especially
in supply-inelastic housing markets. Local government investments in
new public recreational areas were associated with increased city attrac-
tiveness. Despite worse initial economic conditions, CRDs managed to
grow faster than other comparable areas. Rents, incomes, and educa-
tional attainment increased faster in such “beautiful neighborhoods,”
but at the cost of minority displacement. While the American central
city generally did not “come back” in the 1990s, the “beautiful city”

within flourished.*?

City center growth through infrastructural development, at the
expense of the neighborhoods, receives extensive criticism, sometimes
even by local government representatives. A member of the Kansas
City Council expressed the following observation as the city pursued
a downtown development plan that focused on residential and enter-
tainment renaissance. The official urged that “we should take the same
momentum and commitment that’s been taken toward downtown,
and apply it to neighborhoods; it’s the neighborhoods’ turn now.”™! But
it is not only academics and politicians that express these concerns.
Residents who convey their dissatistaction with public expenditures
on leisure also echo this perspective on tourism-oriented activities.
'The potential consequences of these actions for the disadvantaged
are often assertively included on the pages of newspapers across the
county. For example, taxpayer support for stadium development tends
to ignite intense emotions and negative responses. A Kansas City resi-
dent took the following position in a letter to the editor:

There are many blighted neighborhoods in Kansas City, Mo. I live in
one. We have potholes big enough to damage a car tire.... We hear daily
about our leaders’ plans for new sports arenas and stadiums, refurbished

stadiums, rolling roofs and other multimillion-dollar plans that they
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want me to vote for and to pay for with my tax money. I don’t think so-
not until they can use the money we are all paying now to provide some
basic services for neighborhoods. Most of the people in Kansas City
can’t afford to attend the events that take place at these arenas and sta-

diums anyway. Why should we pay for a playground for the well off 42

'The debate is fueled further because of the trickle-down approach
taken by public leaders who see the success of the downtown linked
to the future condition of the neighborhoods. Spokane, Washington
experienced considerable recent investment in its downtown, attract-
ing visitor spending and a renewed confidence. However, the city’s
long-term comprehensive plan to create more livable neighborhoods
hinges on the continued viability of its city center. According to the
mayor, “we must also focus on the positive since the downtown has
been a key to the success of Spokane.” City officials hope that the
popularity of the $110 million River Park Square shopping mall and
entertainment complex will spread into the neighborhoods, since that
development proved central to the revitalization of the downtown.
Similarly, in Kansas City, a recent mayoral candidate conveyed her
support for the neighborhoods and described her commitment to
combating blight as a natural outgrowth of the success found in the
recent resurgence of the downtown. One political observer described
her leadership approach in the following manner: “Among her priori-
ties is the need to extend the downtown renaissance into the neigh-
borhoods or else risk squandering that investment.™* In that regard,
investment in tourism-related infrastructure and programming at the
city’s core is expected to aid the entire metropolis.

Gentrification and Displacement

The restructuring that follows the promotion of urban tourism as an
economic development tool also generates conditions of gentrifica-
tion and displacement. This spatial transformation is accompanied
by changes in the social composition of the residents, a process that
receives extensive coverage by sociologists and other social scientists.
Urban tourism gentrification is comparable to other types of gentri-
fication, since its general effects relate to remaking both commer-
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cial and residential areas. The infusion of entertainment and leisure
activities introduces a consumption environment that in turn neces-
sitates the formation of appropriate production processes to meet the
increased demands. The genesis of these consumption demands and
visitor desires do not just happen. Rather, they are part of the dynamic
nature of the built environment within which the quest for growth
brings about spatial and socioeconomic changes. An analysis of the
Vieux Carré (French Quarter) district in New Orleans, Louisiana
shows the ramifications of tourism gentrification. Plans to expand
and fortify the tourist-oriented configuration of that area, with the
goal of maximizing profit, reduces the past avant-garde and free-spir-
ited qualities found in the neighborhood. These banal representations
inject an essence of safety that in turn helps drive capital investment.
This then leads to gentrification that also causes displacement.*

Much of the debate about urban tourism gentrification draws from
the number of positive and negative effects of this process (see Table
7.3 below). For example, displacement through price increases, loss of
affordable housing, loss of social diversity, and speculative property
price jumps can be identified as some of the problems urban tour-
ism gentrification brings to city neighborhoods. These criticisms are
countered by positive outcomes, which include stabilization of declin-
ing areas, rising property values, and reduced vacancy rates, increases
in municipal revenues, and further investment. Regardless, urban
tourism gentrification has fundamentally restructured urban areas. It
breathes new life into tired and distressed localities, but it also con-
tributes to the creation of culturally monolithic environments and a
general sense of sameness.*

Pilsen, Chicago’s largest Latino community, powerfully conveys
this process. Located on the Lower West Side, the area saw an increas-
ing number of Mexican residents in the late 1950s and 1960s. During
the 1970s, Pilsen emerged as a major port of entry for Hispanic immi-
grants, and in the subsequent decades it developed a very strong ethnic
identity. Over the years, the surrounding district maintained a large
percentage of foreign-born residents. In the 1980s, the neighborhood
became home to the Mexican Fine Arts Center Museum, which was
renamed in 2006 as The National Museum of Mexican Art.
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Table 7.3  The Positives and Negatives of Urban Tourism Gentrification
POSITIVE NEGATIVE
Displacement through rent/price increases

Secondary psychological costs of displacement

Stabilization of declining areas Community resentment and conflict
Increased property values Loss of affordable housing
Unsustainable speculative property price

increases

Reduced vacancy rates Homelessness

Increase local fiscal revenues Greater take of local spending through lobbying/
articulacy

Encouragement and increased viability of Commercial/industrial displacement

further development
Increased cost and changes to local services

Reduction of suburban sprawl Displacement and housing demand pressures
on surrounding poor areas
Increased social mix Loss of social diversity (from socially disparate
mix to rich ghettos)
Rehabilitation of property both with and Under occupancy and population loss to
without state sponsorship gentrified area

Source: - Rowland, Atkinson and Gary Bridge. 2005. Gentrification in a Global Context: The New Urban
Colonialism. Routledge, p. 5.

In recent years, the residents experienced some significant forces,
which have threatened their current status. As part of a larger, eth-
nically based promotional strategy, Pilsen was identified by the city
as a tourist destination and the center of Mexican culture and life
in Chicago. This unique distinction helped propel the development
of related initiatives such as walking tour maps, trolley routes, bus
visits, and new signage. These initiatives altered the flavor of the local
environment. Furthermore, both the establishment and subsequent
expansion of the nearby University of Illinois at Chicago campus,
along with the construction of the adjacent University Village, a mas-
sive new residential and retail development introduced in the early
2000s, placed considerable pressure on the Pilsen community.

Local community groups organized to address the incoming gen-
trification that was threatening the community’s ethnic character. The
Pilsen Alliance embraced a number of mottos as a way to rally the
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Figure 7.2 University Village residential development in Chicago, llliois. The battles over gentrifi-
cation in Pilsen (Courtesy Chuck Suchar).

residents, including “Pilsen is not for sale” and “Protest gentrifica-
tion.” However, different visions exist on the future development of
the area. The local alderman embraced and actively pushed the com-
modification of Pilsen’s culture. By promoting its reorganization as a
tourist attraction, it is a strategy that in the end may prove conducive
to opening up and gentrifying the neighborhood.*

'The nearby community of Bronzeville, on the south side of Chi-
cago, offers some related insights. Bronzeville has a long history as the
port of entry for African Americans from the Southern states dur-
ing the late nineteenth and the early part of the twentieth century.
By the 1920s, the “Black Metropolis” was nationally recognized and
evolved into a major social, cultural, and intellectual hub. However,
the immense post-World War II public housing developments and
aggressive urban renewal programs in the area created large pock-
ets of poor residents, concentrated on streets where brownstones once
housed middle- and upper-income African American residents. In
fact, during the 1960s and 1970s, Bronzeville contained some of the
poorest census tracts in the entire country.
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By the latter part of the 1980s and early 1990s, Chicago’s down-
town and surrounding residential areas started to experience consid-
erable physical and social changes. Like Pilsen, leaders of community
organizations in Bronzeville, fearing gentrification by white residents,
engaged in efforts to restore the area. A renewed racial nostalgia intro-
duced heritage tourism. Redevelopment projects by African Ameri-
cans contributed to this larger goal. Deemed capable of reinventing
a racial tradition, these projects received quick support; however, an
analysis of this unique process found that:

Cities and neighborhoods that create racial heritage tourist districts
are involved not only in the processes of economic regeneration; they
are also engaged in the construction and transformation of ethnic and
racial identities.... Neighborhood residents in the process of reinventing
their community cannot help but reinvent themselves. And these new
found collective identities could be used to try to control the process
of redevelopment. Like other global economies that rely on the com-
modification of difference, heritage tourism has the potential to change
patterns of neighborhood revitalization.... In Bronzeville, residents
were able to disrupt the traditional pattern of racial displacement, both
by making race a valuable commodity, and by portraying themselves
as the rightful recipients of the Bronzeville heritage.... Racial heritage
tourism provides an alternative justification for development and under-
mines established policies that legitimate more conventional forms of
gentrification. But it does not give the black community control over the

decision-making apparatus in development politics.*®

Gentrification and displacement caused by urban tourism often
extends beyond the residential realm. For example, in Cusco, Peru
the planned displacement of informal traders from the city center is
part of an effort to reorganize the local environment and help grow
tourism. The removal of informal trading is an example of what can
be termed as “policy-led gentrification.” Similar trends can be seen in
other urban centers of developing countries.*

However, rejecting gentrification and its negative effects is not
embraced by all communities. Harrisburg village is a residential area
west of downtown Augusta, Georgia that desires the infusion of gen-
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trification as a way to revitalize itself. Identified as the Harrisburg-
West End Historic District by the National Park Service, the location
includes the 1797 Ezekiel Harris House, a distinctive structure built
by a tobacco merchant that is listed in the National Register of His-
toric Places. The historic nature of this location presents numerous
opportunities for aiding the development of tourism, but in recent
decades, poverty, crime, and drug trafficking made the district unat-
tractive. Run-down properties and inattentive landlords turned many
neighborhood streets into a nuisance. Two community organizations
recently partnered to address these social issues. The Harrisburg West
End Neighborhood Association and HONGKONG (Harrisburg
Organization Networking for Gentrification to Keep Our Neighbor-
hood from becoming a Ghetto) joined together and held marches. As
a way to revive many of the dilapidated homes and take advantage of
its historical status and tourism potential, HONGKONG not only
welcomes gentrification, but also advocates it.>

Public Support of Private Enterprise: Does
Urban Tourism Fit the Mold?

Another criticism of urban tourism relates to the close relationship
it cultivates between the private and public sectors. This charge has
its merits, especially since the potential of future economic growth
is closely tied to the advancement of this industry. The local gov-
ernment’s pursuit of this strategy as an effective model of economic
expansion and improvement furthers this complication, revealing the
extent of the association. However, there is a long history of taxpayer
assistance of private enterprise. A review of the forces that gave rise
to the Sunbelt cities following World War II shows that government
spending in support of profit initiatives, undertaken by the private
sector, greatly contributed to business relocation and job and popula-
tion growth. Aggressive federal funding of defense programs and a
reconstituted federal tax code favored the Sunbelt. In 1954, the intro-
duction of depreciation allowance deductions encouraged corpora-
tions to develop new facilities. Between 1954 and 1980, this subsidy
was valued at $30 billion in reduced taxes. Similarly, a 1962 federal
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subsidy in corporate taxes for new plants was valued in 1982 alone at
an impressive $20 billion. The economic growth of cities and states in
the South was, in addition to favorable conditions, also the outcome
of extensive government support.’!

Furthermore, the politics in Sunbelt cities underwent significant
changes during the postwar era. The culture and practice evolved
trom being generally centered on a race-based orientation and a con-
servative outlook to the development of coalitions that connected
municipal governments with corporate/business organizations. The
quest for growth brought these entities closer together under reform
movements such as the Phoenix Charter Government League and the
Good Government League in San Antonio. During the 1980s, the
latter group spearheaded considerable infrastructural development
programs, leading to the remaking of the city’s core and adding an
expanded freeway system. These programs helped San Antonio expe-
rience significant economic growth.>

Urban tourism fits this mold. Civic boosters and tourism providers,
connected to corporate and business interests, such as hotel and shop-
ping center operators and entertainment providers, find themselves as
the recipients of a government framework that aggressively pursues
the revitalization of their declining central districts. In the process,
public support of these private enterprises generates an outcry of criti-
cism. Stadium subsidies are always in the forefront of these debates.
A letter to the editor in Tampa, Florida asked: “My question is this:
...why do the taxpayers of Hillsborough County have to pay $2 to
$3 million for a new training room and other ongoing operations at
James Raymond Stadium for the Tampa Bay Bucs when they are a
for-profit corporation?”* In Miami, the proposal for public support of
a new baseball stadium elicited the following commentary:

Such corporate welfare and outright fleecing of taxpayers for the sake
of building an already-over-budget baseball stadium is especially dan-
gerous during these foul economic times. Increasing the tax burden on
tourism, a key industry for the Miami area, absolutely will hurt the local
economy. While local officials and taxpayers might believe that resi-

dents will not have to bear these tax burdens, they are sorely mistaken.
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Increased hotel taxes result in reduced demand for hotel rooms, which

means fewer jobs and a weakened overall business climate.>

A related concern surrounds the lack of democratic engagement
in the decision-making process. For example, the construction of
facilities necessary to create the needed tourist infrastructure rarely
includes referendums. Stadium development offers once again inter-
esting insights. From 1984 to 2000, 70 teams on the four major pro-
tessional leagues built new stadiums.>> In 2001 and 2002 alone, 10
new stadiums were developed in the NFL, NBA, and MLB.% The
public sector funded two-thirds of the estimated cost of $17 billion.
Between 1990 and 2000, municipalities conducted 26 stadium or
arena referendums. Of these, 20 passed and 6 failed.’” In all of these
cases, the teams and their supporters expended considerably more
money to ensure passage of the proposed stadium subsidies. In 2004,
the Dallas Cowboys and stadium proponents spent $6 million for a
stadium subsidy to help fund a new facility for the team. Antisub-
sidy activists contributed only $43,000 to the opposition effort. By a
54 to 46 percent vote, Arlington, Texas voters approved a .5 percent
sales and property tax that allowed the city to contribute $325 million
toward the facility’s cost.

The use of Tax Increment Financing (TIF) is another practice
that is employed extensively to build the tourist city. Here too, crit-
ics charge that this strategy benefits the private sector at the expense
of the public. Municipalities use TIF revenues to finance conditions
that promote the upgrading of the built environment. The first step in
the use of TTF is to designate a geographic location in need of special
assistance. Generally, this means that the district must be underde-
veloped or experiencing blight. The strategy became popular in the
1980s and 1990s and emerged as a significant component of economic
development efforts, helping cities replace the limited flow of federal
funding.

Officials can accumulate property tax revenues from the increased
assessed value that derives from the investments in the TIF district.
Instead of these funds going to the traditional taxing units (e.g.,
schools, city or county governments), the redevelopment district is now
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the recipient of these monies. Local authorities then use the money to
finance debt and complete public projects, which are viewed as being
capable of helping the long-term revitalization of the area. Beyond
developing the infrastructure, TIF is also used to create a favorable
environment for the private sector, inducing capital investment. By
using eminent domain to clear residential or commercial areas, private
investors are often offered prepared land to complete various proj-
ects. This process is conducted at considerable fiscal stress, making it
difficult for local authorities to support public services, especially in
education, which relies heavily on public resources. Chicago created
many such districts, including the Loop, which is now transformed
into a tourist Mecca. City officials in Indianapolis employed TIF to
develop Circle Center, an indoor shopping mall in the downtown.
Greenville, South Carolina used TIF districts to invest in its down-
town beautification, and in Austin, Texas, the construction of flood
control improvements, under a TTF, is expected to result in parkland
enhancement and promote tourism by convention visitors.

An interesting variation and a more focused approach can be found
in the Tourist Development Zone (TDZ). As part of its Convention
Center and Tourism Development Financing Act of 1998, the State
of Tennessee assembled a number of TDZs. This state-administered
program authorizes sales tax revenue for financing tourism- and busi-
ness visitor-related public use facilities such as convention centers
and stadiums. Municipalities that fall within the district boundaries
receive new sales tax revenues from within the TDZ following the
construction of the tourist-related facility. Revenues then are used to
pay off the debt of the project with additional monies flowing to the
coffers of the local government. The extra disbursements expire after
30 years. According to the Tennessee Department of Revenue, dur-
ing fiscal year 2006, Chattanooga received $427,823 from this pro-
gram, $319,835 went to Sevierville, and $7,084,764 was distributed
to Memphis.*®

These types of practices are viewed as bad public policy. For exam-
ple, a recent report by the National Education Association concluded
that:
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Too often, these poorly monitored subsidies have gone to low-density
industrial parks; tourist, convention, and shopping destinations; and
other enterprises that may not really need special public support, do
not create long-term jobs with decent wages, and contribute little to
community infrastructures as a whole. Moreover, paying businesses to
shift their operations from one location to another or even just to stay
put—as has happened most visibly with the financing of some sports
stadiums—is likely to offer no net benefit for the economy as a whole.
What one area may gain, another may lose. That is poor policy at any

level.>?

But the popularity of these local economic development strategies
is continuing to gain favor. Cities in the United Kingdom, including
Edinburgh, Newcastle, and Birmingham, are looking to regenerate
their urban spaces and promote tourism. For many of them, Chicago’s
158 TTF districts, which cover 29 percent of the city’s territory, serve
as a model. 7he Economist published a story quoting an official from
that city’s community-development department who commented
“businesses were leaving Chicago’s Loop before it became a TIF dis-
trict in the 1980s; now the zone is thriving.”

Future Directions: The Promises and

Challenges of Urban Tourism

A number of issues can be identified regarding the promises and chal-
lenges of urban tourism. The first issue concerns the implications that
arise from tourism as an industry. In many cases, public officials over-
commit public resources in this area, since they view it as an urban
savior strategy that on its own could revive their dilapidated core. The
fact is that this sector is subjected to fiscal expansions and contrac-
tions, conditions that place pressure on municipal leaders who want
to see this economic development policymaking as a success. The
second issue concerns the changing dynamics of downtown politics.
City centers are remade as places of leisure and entertainment, which
introduces a different set of political actors into downtown affairs.
In the process, this is impacting the nature of urban politics. The
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third issue concerns the prevalence of access and gentrification, as the
revamped residential cores also alter the socioeconomic composition
of these reconstituted spaces.

Like other industries, tourism is subjected to larger cycles of boom
and bust. Broader economic growth is likely to encourage consump-
tion and expand the number of travelers searching for the products
and experiences provided by this sector. These conditions help increase
tax revenues, introduce additional jobs, and assist the private interests
that can thrive and benefit within this reconstituted environment.
Yet, declines in the overall health of the economy will also signal
shrinkage and a slump in this area.

A review of tourism reveals the close relationship that exists
between this industry and the general status of the economy. These
cyclical characteristics are evident in lodging and other subsectors.
Room demand and average hotel rates are positively correlated to the
GDP and employment growth. In the United States, recessionary
periods from 1973 to 1975, 1980 to 1983, 1989 to 1991, and 2001 to
2002 also meant declines in the airline industry. Given this relation-
ship, more research is needed to determine the dynamics of tourism’s
economic structure. According to one researcher, it is important to
understand how spending patterns relate to broader economic forces.
In turn, this information can influence policy decisions. Specifically,
“how tourism demand is affected by the level of disposable income,
the price of commodities, foreign exchange rates, deregulation, and
marketing expenditures...could lead to the development of govern-
ment policies and business strategies that could avert decline, and fos-
ter and generate greater tourism activity.”!

'The most recent economic recession though is having slightly dif-
terent effects. During the 1990s, all types of cities—large and small,
urban, suburban, and ex-urban—embraced the tourism agenda. These
cities invested billions of dollars to remake their environments and
market themselves to visitors in pursuit of tourism as a means of eco-
nomic growth. In the process, downtowns not only underwent physi-
cal transformation, but also experienced residential investment as new
neighborhoods emerged in stressed quarters. The expanded tourism
supply and reduced demand will mean winners and losers. Some cities
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will prove unable to recoup their investment, while others will experi-
ence a very slow recovery.

It is within these circumstances that one of the major challenges
facing urban tourism development is evident. The quest for tourist
dollars will intensify at a time of an economic downturn. Due to this,
the immediate success forecast by some officials will never be realized.
The cities that are likely to fare better within a highly competitive
environment are those that:

* Possess an existing tourist infrastructure that has been in recent
years augmented with newer attractions

* Possess a larger immediate or surrounding population base

* Have existing natural amenities

* Have strong historical roots

¢ Already have in place a diversified economic development
strategy

The cities that maintain some or all of the above characteristics are
likely to be more successful in their tourism marketing efforts. Fur-
thermore, during recessionary times these centers can endure eco-
nomic decline, and even benefit once the markets revive.

Cities also need to address another challenge inherent in tourism
development, one that is present even during good economic times.
The resort cycle model conveys a key characteristic in the evolution of
tourism.®? Specifically, new attractions go through stages of maturity.
Initially, attractions undergo exploration and discovery by tourists.
'This is followed by government involvement that eventually fuels pre-
cinct development and rapid growth in the number of visitors, which
creates a successful draw. As time progresses, the novelty begins to
diminish, a condition that generates stagnation and places pressure
on the district. Consolidation of services is often employed as a first
strategy and a way to sustain the success of the location. Eventually
the attraction is forced to follow two difterent evolutionary paths. It
will decline and disappear, or it will persist. Survival though requires
rejuvenation. That revitalization process is critical if the community
can experience continued visitor growth and sustainable development.
Entrepreneurship and the use of private—public partnerships emerge
as critical components in the future success of these efforts.®® ‘This
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places considerable pressure on local government, which given that it
has already made extensive public investments cannot avoid becoming
reengaged and committing additional resources.

In addition to the physical remaking of central cities, the political
dynamics of downtown development undergo changes. The rise of
urban centers as hubs of consumption intensified in the last 30 years
and the transformation of tourism and entertainment spaces caused
the recalibration of political actors, coalitions, and styles of municipal
leadership. Business elites from finance and insurance, manufacturing
and retail once dominated the postwar downtowns. Corporate leaders
viewed the positioning of the headquarters of their department stores,
banks, and investment firms in these locations as an integral part of
their profit strategy. Regional and national outreach efforts could be
effectively facilitated from these urban cores. Furthermore, these sky-
scraper-filled environments projected strength and dominance. Post-
war suburbanization and globalization shifted these firms elsewhere
and, along with it, their interest in the future of city centers.

A recent analysis of civic leadership in Atlanta, Baltimore, and
Philadelphia from 1960 to 1970 and 2007 reveals that the board com-
position of improvement and management districts changed as the
types of industries shifted in their location. Real estate representa-
tion, almost absent in the membership of downtown committees of
the three cities during 1960 to 1970, emerged as a highly influential
and formidable player in 2007. The significant city center residential
investments and the increased presence of not-for-profit and educa-
tional/cultural institutions are also reflected on these improvement
organizations. The comparative study concluded that:

The dominant business sector on downtown boards today is the real
estate industry. On all of today’s boards, real estate interests (which
include developers and leasing agents) represent approximately a quarter
of all representatives. This percentage actually undervalues the impor-
tance of real estate to these organizations, however, as many of the law
firms and “other professional service” firms (which include a number of
architectural firms) are very closely tied to the real estate industry. The

combined representation of real estate, nonprofit, and public sectors—
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three sectors virtually absent from the earlier boards—now comprises
about half of the board in Atlanta (47%) and Baltimore (52%), and over
a third in Philadelphia (35%). The constituency working for CBD devel-
opment, at least as represented on peak business association boards, has
clearly changed in ways that reflect the changing value and function of

the downtown as productive economic space.®

Beyond the changing character of these downtown civic organiza-
tions, the formal leadership is also promoting a set of urban policies
that are operating within a shifting political and economic framework.
Structured around neoliberalism, the outcome of these practices also
helps support the creation of the tourist city. Political scientist Larry
Bennett in his examination of Chicago’s Mayor Richard M. Daley
concluded that “by shedding redistributive functions, while emphasiz-
ing physical enhancements, stripped down municipal custodianship,
and attention-garnering mega-events, Richard M. Daley has turned
Chicago’s municipal government into a public sector agent in support
of corporate investment, upscale residential development, and associ-
ated arts, entertainment, and leisure sector functions.” The role of
neoliberalism in guiding urban promotional activities geared toward
cultural consumption and infrastructural growth is found in other
cities. Milwaukee managed to transform its downtown by following
similar strategies.®

These conditions fuel one of the major challenges facing urban
tourism and the cities that embrace it as a local economic develop-
ment strategy. Does it work? If so, who benefits? Sociologist John
Hannigan in his examination of the “Fantasy City,” a reflection of the
postmodern metropolis, concludes that the new entertainment econ-
omy has further accelerated fragmentation, supported gated commu-
nities, and stripped authenticity. The promotion of the city of play
for Hannigan is a corporate tool, only concerned with maximizing
profit, resulting in an environment dominated by placelessness and
a bland homogeneity. On the issue of economic growth, Hannigan
notes, “regarding whether or not wealth is recreated, the answer seems
to be a resounding “no.” By and large, mega-projects such as down-
town shopping malls, festival market places, new sports arenas and
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stadiums and urban entertainment centers are loss leaders in which
intangible, image-related ‘spillovers’ are expected to outweigh the
actual economic benefits for the local community.”s’

In addition to supporting gentrification, the new type of urban-
ism also affects the nature of public space. Urban tourism transforms
downtowns into theme parks. This in turn pushes out the lower and
middle classes and cultivates gentrification. One interpreter of these
conditions notes that the new downtowns are contributing to “spatial
apartheid”

The problem with the Dallas system is the spatial injustice it has done
to the city. While one might try to explain away the social and racial
segregation of Charlotte or Calgary as the minor inconveniences of
small and self-correcting cities, to see it on the scale of downtown Dal-
las brings the metaphor of spatial apartheid home: the nonwhite, the
socially nonconformist, or the politically dissenting are unlikely ever to
be allowed to install themselves in the quasiprivate domain of the city’s

elevated and underground shopping concourses.®®

These debates are intense and the implications go beyond issues
of social justice. For example, urban tourism development causes a
variety of neighborhood impacts. Gentrification and displacement are
just two areas that receive extensive attention and coverage, but even
residents with higher incomes attracted by the cultural and entertain-
ment offerings report difficulties. Further research on the relationship
between locals and the tourist could provide a deeper understanding of
these implications. Tourism cities that successfully embrace the clas-
sic tourism model that includes a tourism core, direct support zones,
and indirect support zones cannot avoid these challenges. Charleston,
South Carolina maintains a tourism core district, South of Broad.
Visitors engulf this area which contains housing, stores, entertain-
ment facilities, and parks. Residents find that everyday living is over-
whelming given the large number of tourists who dominate the streets
and cause extensive pedestrian and traffic jams. In addition, many
residents feel that that their lives are constantly on display.*

While these issues must be taken seriously, it is clear that the emer-
gence of postwar urban tourism breathed new life into many declin-
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Figure 7.3  The village of Anafiotika is located directly under the north section of the Acropolis in
Athens, Greece. Situated in the popular destination of Plaka, the residents interact daily with tour-
ists, drawn by the traditional setting (Courtesy Ollirg, Shutterstock Images).

ing urban areas, and from that perspective its presence can be assessed
as being quite positive. Investments in creating attractions expanded
the local economies, improved infrastructure and allowed for prop-
erty redevelopment and reuse. Furthermore, successful cities came to
see increased numbers of new residents, shoppers and tourists walk-
ing their once deserted streets. Art districts composed of galleries,
restored theaters and mixed-use projects anchoring retail, residential
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and entertainment helped create an around-the-clock downtown
environment. These reformatted settings proved reminiscent of late
nineteenth century urban life.

Urban Tourism and the Cities of the Twenty-First Century

As we look into the future, cities will only intensify their pursuit
of tourism activities, maintaining a competitive outlook, search-
ing for ways to attract visitors, and capture dollars. In an effort to
upgrade their services, cities will also expand their amenities. These
amenities will lead to greater residential development, and depend-
ing on the nature of local leadership, some cities will emerge more
successful than others in achieving their goals. These pacesetters can
combat the current unauthentic and mass-produced visitor environ-
ments, offering new alternatives to leisure and entertainment. The
way manufacturing fueled advancement and positioned cities as cen-
ters of building human capital, tourism is currently signaling a new
era of urban change. This time it will be within a postindustrial,
consumption-driven economy, altering not only the physical envi-
ronment, but also, once again, keeping cities relevant following the
postwar urban decline. Thus, the stage is set for further growth in
commerce and culture.

Due to the complementary nature of their goals, partnerships
between local governments, convention and tourism bureaus, and
business improvement districts will not only persist, but also likely
strengthen. These arrangements will become central to the future
growth of this industry. At the same time, a greater understanding
of these developing and highly influential tourism coalitions is neces-
sary. The maturation of this sector makes these arrangements relevant
because of the significant economic ramifications. The future advance-
ment of urban tourism in the United States and many other developed
nations will be increasingly tied to lifestyle and quality-of-life argu-
ments and considerations. Investments in new bicycle paths, open
spaces, parks, and attractive streetscapes will directly support this
goal. On the other hand, developing countries will largely draw from
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the financial rationales of this strategy. In both cases, it is expected
that public expenditures (infrastructure and marketing) will continue
because of intercity competition, focusing on attracting businesses,
new residents, and visitors.

Increased leisure time and lifestyle changes place tourism in the
forefront as a major world industry with a significant impact on many
other economic sectors, from transportation to sales. Furthermore,
the vast resources developed to serve the consumption desires of visi-
tors necessitate a better understanding of tourist behavior, including
the social and economic impacts of these practices. The reliance on
cost-benefit analysis has limitations and the politicization of the issues
clouds the debates. Regardless of these concerns, a renewed interest
in the downtown is evident in both larger and smaller cities. Capital
investment is likely to continue as the economic conditions improve.
Interestingly, media coverage of the reconstituted CBDs also helped
increase federal contributions and leveraged additional types of fund-
raising. For those that argue that downtowns are dying, urban tour-
ism proves them wrong. Urban sprawl and deconcentrated spatial
patterns, visible during the 1970s and 1980s, do not ofter the domi-
nant interpretation of urbanization and urbanism anymore. With a
new function and a renewed energy, urban centers will continue to be
relevant and functional in a highly dynamic, competitive and complex
built environment.

However, the tourism industry and cities which view this sector as
being central to their economic development strategies must also deal
with possible changes. A number of questions emerge as we think
about the future of urban tourism. Specifically, what if environmental/
energy constraints substantially increase costs and reduce the volume
of international tourism? Is there a possibility of building more envi-
ronmentally sustainable forms of tourism? Can tourism be reshaped
to provide more equitable rewards; for example, for service workers in
hotels and restaurants? Addressing these issues and the related forces
might produce new or even more desirable varieties of urban tourism.
This in turn can lead this sector into a new cycle that is not only eco-
nomically sound but also socially responsive.



228 IMPLICATIONS AND DEBATES

Writing, Reflection, and Debate
Discussion Questions

One of the major critiques of urban tourism is that it reduces cul-
tural authenticity. Can you identify ways to reverse that effect?
Can sustainability and tourism coexist? What are some ways to
achieve that outcome?

Economic impact studies are often employed to rationalize pub-
lic spending on tourist infrastructure. What are some of the
challenges presented by these tools? Are there more measured
ways to approach making these large expenditures?

How can the development of urban tourism assist the disadvan-
taged? How can we ensure that it benefits the community?
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