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ABSTRACT 
 

Embracing a social constructionist lens, this thesis explores the non-marketer-

controlled aspects of city brand meaning co-creation as part of everyday, socio-cultural 

meaning-making. Specifically, initial theoretical exploration of this research gap 

conceptualises how socially constructed city elements, that offer some shared form 

and meaning to everyday urban experience (i.e. urban reminders, the arts and 

residential behaviour), also emit symbolic messages about the city in highly interrelated 

ways. For instance, as ‘residents’ move into and around the city, the ‘past’ is retold and 

new ‘artistic’ milieux replace dying ‘traditions’. Of course, groups seeking to ‘brand’ the 

city (e.g. governments, multinational corporations) take up and reformulate these 

elements to communicate more ‘desirable’ messages about the city. However, such 

intentional city branding efforts only further stimulate expansive and ongoing revision of 

what the city is thought to consist of and what is thought to take place (or have taken 

place) in the city. More broadly, this initial conceptual development of the thesis 

enables a more holistic view of the interconnected, multi-layered meaning-making 

processes enveloping city brands, with socially constructed city elements as a vital 

energising core. The more holistic view developed opens up a fresh critical lens for 

marketing scholars to grasp more of city brand meaning co-creation on both micro 

levels (e.g. social actors going about daily life) and macro levels (e.g. intentional 

branding and intersecting socio-cultural factors such as the media and historical 

contexts).   

 

Building on this foundational layer of contributions to city branding theory, the empirical 

stages of the thesis investigate how people interact with and reconstruct socially 

constructed city elements. Also grounded in a social constructionist understanding of 

knowledge, this empirical research question enlivens the actions and processes 

through which fundamental city elements continuously emerge and acquire meaningful 

boundaries as the focal research phenomena under investigation. The city of 

‘Melbourne’ (‘Australia’) provides an overarching ‘unit of analysis’ within which to 

explore the research phenomena. However, the researcher sought to hear the voices 

of different social actors with unique relationships to this case ‘city’ and other socially 

constructed ‘places’. The researcher’s relationship with each of the 22 participants 

developed and evolved in different ways, ranging from one-off interview conversations 

to multiple sequential interviews (up to six in total). The interviews also included 

periods of ‘walking-and-talking’, ‘driving-and-talking’, ‘paper interview’ conversations, 

follow-up email correspondence, map-drawing exercises, photo elicitation and more 

formal member reflections. Hence, the versatility of the in-depth qualitative interview 

method afforded opportunities to co-create rich and diverse data and thus, further 
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penetrate the research phenomena. Constructionist grounded theory methods guided 

the researcher’s approach to making sense of this variegated data. Crucially, these 

flexible yet systematic guidelines facilitated an intense, fine-grained and evolving data 

analysis approach tailored to developing increasingly abstract and comprehensive 

understandings of how people ‘interact’ with and simultaneously reconstruct city 

elements.  

 

Together, the conceptual, theoretical and empirical dimensions of the thesis advance 

marketing knowledge by enabling a more holistic view of city brand meaning-making 

processes also more attune to the complexities of everyday urban life. Delving more 

specifically into these latter entanglements, the empirical research findings illuminate 

the everyday meaning-making processes through which social actors meaningfully 

reify, animate and thus give symbolic ‘life’ to the city’s fundamental elements. These 

findings offer fresh and nuanced understandings of the particular processes through 

which people co-create city brand meaning by ‘doing things’ with social constructs. 

Additionally, the findings indicate that dominant assumptions about contemporary 

urban life frame (i.e. simplify and potentially constrain) everyday interactions with 

socially constructed city elements. Findings regarding dominant framing assumptions 

help to further tease out the roles of macro level socio-cultural factors (e.g. the media, 

cultural conventions, consumer culture) in more micro city brand meaning co-creation. 

Ensuing discussion of city branding as an intersecting macro factor that also ‘plays 

with’ assumptions about urban life enlivens debates around the ethical dimensions of 

the field. This discussion also probes into the notion and possibilities of more culturally 

resonant city elements that arouse dominant assumptions about how to ‘be’ in the city. 

More directly, with respect to advancing city branding practice, the thesis contributes 

additional momentum and constructive avenues for fostering common-ground between 

scholars and practitioners, facilitating city brand meaning co-creation and empowering 

more socio-culturally engaged practice. Further solidifying these contributions to 

marketing knowledge, the thesis opens up fresh research directions including 

opportunities to keep meaningful conversations about the city ‘alive’ by capacitating the 

socio-cultural resources of locally-rooted stakeholders (e.g. cafes, bloggers, micro-

breweries) who interactively stimulate social construction of fundamental city elements 

everyday.  
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 1 

CHAPTER ONE: 

INTRODUCTION 

1.0 INTRODUCTION  

Around the world, diverse yet powerful groups such as governments and multinational 

corporations seek to adjust what cities mean to people (i.e. city brand meaning) for 

various purposes (Björner, 2014; Broudehoux, 2018; Greenberg, 2000; Griffiths, 1998, 

p. 41). Due, in part, to such intentional ‘city branding’, the urban places people live in, 

pass through and imagine take vivid yet fluid shape as ‘creative’, ‘cosmopolitan’, 

‘exciting’, ‘vibrant’ and sometimes ‘magical’ cities (Evans, 2009; Pile, 2005; Scott, 

2006; Zimmerman, 2008). Although a centuries-old practice (Kavaratzis & Ashworth, 

2005, p. 506), city branding efforts continue to escalate alongside intensifying inter-

urban competition (Braun, 2011; Jensen, 2007; Warnaby, Ashworth, & Kavaratzis, 

2015, p. 244; Zhang & Zhao, 2009). Growing interest in ‘branding’ cities to lure 

desirable tourists, investors and workers also appears set to continue as global 

interconnectedness and mobility rise (Florek, Insch, & Gnoth, 2006, p. 277; Pederson 

& Therkelsen, 2017; Warnaby & Medway, 2017). The expectation that 662 cities 

around the world will have at least one million residents by the year 2030 (United 

Nations, 2016, p. 2) further reinforces that crowded, competitive and perhaps even 

more ‘branded’ urban futures lie ahead. However, many contemporary city branding 

practices such as ‘spectacular’ events, ‘flagship’ buildings, and expensive logos project 

uber-selective, idealistic, homogenising and exclusionary ‘versions’ of the city 

(Broudehoux, 2018; Insch, 2011, p. 12; Löfgren, 2014; Ooi, 2011; Svensson, 2014). 

These generally top-down practices also tend to neglect a pivotal city brand 

stakeholder group: existing residents (Insch, 2011; Ooi, 2011, p. 59; Stubbs & 

Warnaby, 2015, pp. 105-106; Therkelsen, Halkier, & Jensen, 2010).  
 

City branding scholars increasingly engage with the potentially problematic nature of 

much contemporary city branding practice (e.g. Kavaratzis, 2007; Sevin, 2011; 

Warnaby et al., 2015). In turn, the imperative for less ad hoc, more inwardly-focused 

and culturally engaged approaches is gaining promising momentum. For instance, 

scholars have begun carving out preferable city branding futures that also prioritise 

resident wellbeing, satisfaction and place attachment (e.g. Insch & Florek, 2008), 

liveability (e.g. Florek & Giovanardi, 2015), community development (e.g. Giovanardi, 

2011b, p. 62; Walters & Insch, 2018), sustainability, identification (e.g. Mommaas, 

2002; Ryan & Mizerski, 2010) and inclusivity (e.g. Giovanardi, Lichrou, & Kavaratzis, 
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2018; Kavaratzis, 2004, p. 70; Warnaby et al., 2015). Enacting such a shift is, of 

course, steeped in challenges. However, the potential for city branding practice to 

impact everyday urban life, for better or worse, intentionally or not, is beginning to 

receive much needed consideration.   

 

The apparent contrast between, growing interest in ‘city branding’ on one hand, and 

limited evidence of strategic, collaborative, sustainable and socio-culturally constructive 

practices on the other, underscores the ‘real world’ relevance of city branding 

scholarship. The present thesis is positioned within this consequential domain of 

marketing theory. In particular, and especially pertinent to the contemporary impetus 

for more socio-culturally engaged city branding practice, this thesis penetrates the 

importance, complexity and challenge of understanding, and ideally enhancing, what 

cities mean to people (i.e. city brand meaning). 

1.1 IMPORTANCE OF THE TOPIC: CITY BRAND MEANING 

In addition to expanding intentional city branding efforts, and apparent issues with 

current approaches to ‘branding’ the city, two further factors underscore the importance 

of city brand meaning as a more particular research topic: (1) the socio-cultural roles of 

brand meanings and (2) evolving relationships to places and ‘place’. More specifically, 

as Figure 1.1 illustrates, these three interrelated factors coalesce around the thesis 

topic.  
Figure 1.1 Primary Factors Coalescing Around Broad Thesis Topic 
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brand meaning, marketing scholars increasingly engage with the potential socio-
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swirl around brands. That is, brand meanings are thought to offer supple symbolic 

resources for group togetherness (Cova, 1997), “orientation, identification and order”, 

as if 21st century “variations of ancient village, tribal or group culture” (Mommaas, 2002, 

p. 36; see also Arnould & Thompson, 2005; Holt, 2005; Schroeder, 2009). These 

symbolic resources bloom in and service an age when durable social links are 

uncommon and “any individual can (and must) take personal action” in order to 

“produce their own existence” within re-formulated and forever unsettled social 

universes (Cova, 1997, pp. 299-300). The potential for city brand meanings, in 

particular, to serve similar socio-cultural roles (e.g. identification, collectivity and 

continuity) has been noted previously (e.g. Kavaratzis, 2004, p. 70; Mommaas, 2002), 

but not yet explored or developed in depth. 
 

The third primary factor (see Figure 1.1), evolving relationships to both (i) the places 

where urban life plays out, and (ii) a more phenomenological notion of ‘place’, further 

reinforces the need to talk about and better understand all that cities mean to people. 

For instance, while the place where a person lives once provided a source of cultural 

linking and broader socio-cultural stability (Mommaas, 2002), people now flow in and 

out of multiple places in seemingly rootless ways (Szerszynski & Urry, 2006; Zukin, 

2001). Tourism spurs these increasingly complex interrelationships between people 

and places by inspiring people to travel to, and “move within and through”, these 

places (Giovanardi, Lucarelli, & Decosta, 2014, p. 102). As well as corporeal travel 

though, people can make regular, imaginative or mediated, contact with diverse socio-

cultural worlds and times if, and when, they so choose (Cova, 1997, p. 300, 306; Firat 

& Venkatesh, 1993; Szerszynski & Urry, 2006, pp. 115-118; Woodward, Skrbis, & 

Bean, 2008, p. 210). Further, as traditional boundaries between places increasingly 

blur, some dimensions of ‘place’, understood, in this sense, as a fundamental part of 

human experience (see Creswell, 2004, pp. 19-39), may assume different but not (yet) 

devitalised forms. For instance, Savage, Bagnall and Longhurst (2005, p. 191) argue 

that:  
The opportunities and scope offered by global 
communication and mobility has allowed the consolidation of 
a new kind of regional population, no longer defined with 
respect to a dominant local city, but with highly selective and 
partial global ties that create distinctive kinds of imaginary 
belongings. 

 
More particularly, and echoing the contemporary socio-cultural roles of brand 

meanings (see Figure 1.1), the potential for evolving place relationships to complicate 

and challenge social connection and collective identification (e.g. Cova, 1997; 

Mommaas, 2002; Woodward et al., 2008) further ignites the imperative for advanced 

understandings of city brand meaning (see also Askegaard & Kjeldgaard, 2007, p. 
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139). Given the complexities and criticisms currently faced by city branding, such 

understandings would, ideally, possess the potential to foster more inwardly-focused 

and socio-culturally engaged city branding practice in turn. Aiming to contribute 

towards these ends, the present thesis explores a major research gap surrounding the 

non-marketer-controlled aspects of city brand meaning co-creation.   

1.2  JUSTIFYING THE RESEARCH  

While marketing scholars have engaged with the uncontrollability of brand meanings 

for some time (e.g. Firat & Venkatesh, 1993; Thompson & Haytko, 1997), city branding 

literature has comparatively only just begun to contemplate these considerations. For 

instance, some more progressive city branding research underscores that multiple 

stakeholders (e.g. residents, tourists) and intersecting factors (e.g. history, culture) 

shape city brand meaning (e.g. Freire, 2009; Giovanardi, 2012; Hornskov, 2007; 

Parkerson, 2007; Skinner, 2008). However, extant literature focuses, repeatedly, on 

the aspects of city brand meaning co-creation that groups, seeking to ‘brand’ the city, 

can control, to some extent at least (e.g. organised events, slogans, logos, urban 

planning interventions, industrial policies, local business initiatives). More pointedly, 

city branding literature repeatedly focuses on the symbolic messages emanating from 

such intentional city branding efforts (see also Blichfeldt, 2005, pp. 395-398).  

 

Given the ongoing theoretical orientation towards more intentional symbolic 

communication about cities, and the associated ‘more controllable’ aspects of city 

brand meaning co-creation, the potential for “everything that a city consists of” and 

“everything that takes place in the city” to also communicate symbolic messages 

(Kavaratzis, 2004, p. 67; see also Giovanardi, 2012, p. 39) remains unexplored. More 

fundamentally, additional problematisation of this research gap, in the present thesis, 

indicates that extant literature discounts the non-marketer-controlled aspects of city 

brand meaning co-creation as part of everyday, socio-cultural meaning-making. For 

instance, to highlight one of many remaining questions, how does the manner in which 

residents go about their daily lives communicate symbolic messages about the city? 

Zukin (2001, p. 3) points directly to the communicative potential of everyday residential 

behaviours, and thus the relevance of such a question to city branding:   
[…] branding is only one small part of the urban imaginary.  
The urban imaginary is made up of ordinary people walking 
everyday in streets, ordinary people talking, wearing clothes, 
cooking food, and developing the sense of excitement that 
we find in world cities. 
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Additionally, what about the streets and other locations where these quotidian 

behaviours play out? Can market squares, cafes, bakeries and music stores also 

communicate symbolic messages about the city? Considering other potentially 

communicative elements of the city, do everyday consumables thought to embody a 

sense of place such as coffee, pastries and pasta communicate symbolic messages 

about the city in the course of everyday life? Moreover, how do people make sense of 

such city elements while walking down the street, conversing with others, reminiscing 

about past travels, conjuring up dream vacations and imagining faraway places? 

Taking up these questions, and the surrounding research gap, the present thesis 

demonstrates that understanding non-marketer-controlled meaning-making processes 

is imperative to a more balanced and overall advanced understanding of city brand 

meaning ‘co-creation’.  

1.3 KEY THEORETICAL AND PRACTICAL CONTRIBUTIONS 

This thesis advances marketing knowledge of the non-marketer-controlled aspects of 

city brand meaning co-creation. More specifically, initial problematisation and 

exploration of these aspects as part of everyday socio-cultural meaning-making 

throughout Chapter Three forms a foundational layer of contributions to city branding 

theory. These developments centre on conceptualisation of how three socially 

constructed city elements (i.e. urban reminders, the arts and residential behaviour) 

emit symbolic messages about the city. This conceptualisation also enables a more 

holistic view of the city brand meaning-making processes that envelop city brands. The 

holistic view developed opens up a fresh, critical lens for marketing scholars to view 

more of city brand meaning co-creation on both ‘micro’ levels (e.g. social actors going 

about daily life) and ‘macro’ levels (e.g. intentional city branding efforts and intersecting 

socio-cultural factors).  

 

This foundational layer of contributions to theory extends recent city branding research 

that engages the co-creation branding paradigm (see Allen, Fournier, & Miller, 2008 on 

the latter). Even more broadly, this conceptual and theoretical development concurs 

with work theorising the multi-level ‘co-creation’ of markets, value, and/or meaning 

between multiple actors as interrelated and messy socio-cultural processes that call for 

holistic perspectives (see Cova & Dalli, 2009; Laamanen & Skålén, 2014; Peñaloza & 

Mish, 2011 for unique yet analogous illustrations). Ultimately, however, this layer of 

contributions (i.e. Chapter Three of the present thesis) distinctly advances 

understandings of how the socio-cultural meaning-making processes that envelop city 

brands play out as part of everyday urban life. Further, the understandings and 
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conceptual development advanced throughout Chapter Three, also illuminate a 

particular research gap that must be addressed to more thoroughly explore non-

marketer-controlled city brand meaning co-creation: how people interact with and 

reconstruct socially constructed city elements. This gap directs the remainder of the 

thesis as the focal research question under investigation in the empirical stages.  

 

1.3.1 Contribution of Empirical Findings to City Branding Theory  

Building on initial conceptual and theoretical development, the empirical findings of the 

thesis inform an integrative theoretical framework of everyday interactions with city 

elements. This framework consists of two main theoretical assertions that contribute to 

city branding theory in interdependent ways. The first assertion defines ten meaning-

making processes through which people ‘interact’ with and simultaneously reconstruct 

socially constructed city elements. These findings usefully extend agreement around 

the city brand meaning-making potential of everyday narratives, language and 

communication (e.g. Hudak, 2015; Lichrou, Patterson, O’Malley, & O’Leary, 2017) by 

offering fresh and nuanced understandings of the particular processes through which 

people ‘do things’ with socially constructed city elements. For instance, the first 

meaning-making process, acknowledging ‘normality’ for the city, indicates that 

everyday urban sense-making may, to some extent, exert a counter-active influence to 

potentially homogenising city branding actions. More broadly, these findings further 

unravel micro levels of city brand meaning co-creation as constant, dynamic and, 

above all, empowered by active and discerning meaning-makers ‘doing’ creative yet 

not entirely unrestricted ‘things’ with social constructs. This layer of theoretical 

implications also dovetails with progressive perspectives (e.g. Kavaratzis & Ashworth, 

2015) on the inherently processual nature of what cities mean to people at any given 

moment.  

 

The second main assertion within the framework distinguishes three dominant 

assumptions about urban life that frame how people interact with and reconstruct city 

elements (i.e. consumption, work and ‘experience’). Findings informing this assertion 

concur with recent literature that contends (through various theoretical lenses) that city 

brand meaning co-creation entangles with society and culture (e.g. Campelo, 2017a; 

Giovanardi, 2011b; Pryor & Grossbart, 2007). Additionally, these empirical findings 

present opportunities to further tease out the roles of more macro level socio-cultural 

factors (including but not limited to intentional city branding) in more micro city brand 

meaning co-creation. Particularly valuable, given the disciplinary context of the thesis, 

these findings enliven debates around the ethical dimensions of city branding as a 

compound macro factor playing with assumptions about urban life. Moreover, the 
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second main assertion also helps to tune further into the intricacies of how symbolic 

communication about cities is socio-culturally constituted and enacted on a daily basis. 

Subsequent discussion of these findings probes into the notion and possibilities of 

‘culturally resonant’ city elements that arouse commonsense ideas about urban life. 

Thus, as well as responding to the research question, the empirical findings address 

the overarching purpose of the thesis by helping to further understand the non-

marketer-controlled aspects of city branding meaning co-creation in more abstract and 

comprehensive ways.  

 

1.3.2 Contributions to City Branding Practice 

The multi-layered practical implications of this thesis constellate around three 

intersecting themes: (1) fostering common ground between scholars and practitioners, 

(2) facilitating city brand meaning co-creation and (3) empowering more socio-culturally 

engaged practice. To expand in terms of the first theme, empirical findings informing 

the first main assertion provide a basis for fostering greater common-ground between 

scholars and practitioners by illustrating the particularities of how people ‘co-create’ 

brand meaning while actively ‘doing’ creative ‘things’ with socially constructed city 

elements in the course of daily life. These findings also pertain directly to the second 

theme, facilitating city brand meaning co-creation, by presenting opportunities to 

fertilise diffuse conversations about the city amongst stakeholders. Relatedly, findings 

informing the second main assertion indicate that arousing assumptions about 

everyday urban life could help to stimulate broader conversation about the city and, 

ideally, the circulation of more diverse city elements that offer some shared sense to 

contemporary experience. As culturally resonant city elements constitute especially 

ripe meanings for social actors (e.g. residents, tourists) to take up and use towards 

identity projects, these insights also pertain to the third theme: empowering more 

socio-culturally engaged city branding practice. Additionally, these findings underscore 

that practical insights can be gained from examining broad, dominant and 

commonsense ideas about urban life as part of ongoing research and analysis 

branding phases. Therefore, more broadly, the present thesis contributes additional 

momentum and constructive directions for conceiving and implementing city branding 

as an ‘open-ended conversation’ (see Aitken & Campelo, 2011, pp. 914-916; 

Kavaratzis & Ashworth, 2015; Kavaratzis & Hatch, 2013, p. 82; Medway, Swanson, 

Neirotti, Pasquinelli, & Zenker, 2015, pp. 66-67) that intertwines with, and can 

contribute positively to, the socio-cultural dynamics of cities.  
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1.4 THESIS CHAPTER OUTLINE  

The conceptual, theoretical and empirical dimensions of this thesis unfold over the 

course of six chapters. Following this chapter, Chapter Two employs a purposeful 

integrative review approach to delineate major evolutionary shifts in the contrasting 

trajectories of city branding research and practice. Identification of the non-marketer-

controlled aspects of city brand meaning co-creation as a key research gap pertinent to 

addressing the disconnect between city branding theory and practice informs the 

overarching purpose of the thesis in turn.  

 
Chapter Three initiates pursuit of the overarching thesis purpose by arguing that the 

non-marketer-controlled aspects of city brand meaning co-creation form part of 

everyday, socio-cultural meaning-making. This instrumental problematisation facilitates 

engagement with a fundamental gap contributing to the overall lack of knowledge in 

this domain: how do socially constructed city elements communicate symbolic 

messages about the city in the course of everyday urban life? The chapter then 

presents a critical review and synthesis of pertinent social science literature that 

informs conceptualisation of how (1) urban reminders, (2) the arts and (3) residential 

behaviour emit symbolic messages about the city in highly interrelated ways. This 

conceptualisation enables a more holistic view of city brand meaning-making 

processes. Subsequent critical discussion in the latter part of Chapter Three 

demonstrates how the holistic view developed opens up a lens for marketing scholars 

to grasp more of city brand meaning co-creation on multiple levels. Theoretical 

exploration in Chapter Three also directs the research question driving the empirical 

stages of the research: how do people interact with and reconstruct socially 

constructed city elements?  

 

Chapter Four outlines the six-component research design implemented to investigate 

the focal research phenomena under empirical investigation in this thesis (i.e. the 

actions and broader processes through which people interact with and reconstruct city 

elements). Specifically, Chapter Four Part A, outlines the first five of these 

components, commencing with the key epistemological and theoretical foundations of 

the thesis. Part A then justifies the adoption of a qualitative research methodology and 

the markers against which the quality of the thesis can be assessed given this 

methodology and underlying social constructionist foundations. This former part of 

Chapter Four also identifies a case study approach as the most appropriate 

overarching qualitative inquiry approach, before justifying the selection of ‘Melbourne’ 

(‘Australia’) as a focal case city or unit of analysis within which to investigate the 

empirical research question. Justification of qualitative interviews as the primary 
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method for co-creating rich and diverse data with participants concludes Part A. 

Chapter Four Part B outlines how Charmaz’s (2014) constructionist grounded theory 

methods guide simultaneous co-creation and analysis of data as the sixth and final 

research design component. These methods facilitate an intense, fine-grained and 

evolving analysis approach tailored to working towards increasingly abstract and 

comprehensive understandings of the research phenomena. 

 

Chapter Five presents the integrative theoretical framework that ensues the empirical 

stages of the thesis. The two main parts of Chapter Five correspond to the two main 

theoretical assertions within the framework. Part A defines the ten meaning-making 

processes through which people ‘interact’ with and simultaneously reconstruct what the 

city is thought to consist of and what is thought to take place in the city (i.e. main 

theoretical assertion one). This former part also presents empirical insights into the 

practical workings of what elements of ‘Melbourne’ participants interact with and 

reconstruct, rapid shifting between meaning-making processes and the manner in 

which participants reshape symbolic messages about the city by connecting particular 

urban phenomena with ‘other’ concepts. Chapter Five Part B presents the second 

main theoretical assertion by distinguishing three dominant assumptions about urban 

life (i.e. consumption, work, ‘experience’) that frame everyday interactions with socially 

constructed city elements. Part B concludes with a further illustration of how the two 

main theoretical assertions represent different but interrelated layers of the research 

phenomena.    

 

Chapter Six begins by discussing the empirical research findings in relation to extant 

literature and contemporary city branding practice. Discussion throughout the former 

parts of Chapter Six also interconnects the findings with conceptual and theoretical 

development in Chapter Three, and the overarching research purpose identified in 

Chapter Two. Together, the former parts of the chapter expound the novel and 

consequential contribution of the thesis to knowledge and understandings in city 

branding. Latter parts of the chapter articulate, more concisely, key implications of the 

thesis for city branding theory, future research methodologies, city branding practice 

and other groups with a ‘stake’ in the city brand (residents especially). Final sections 

outline the limitations of the study and fresh research directions, before concluding the 

chapter, and the thesis as a whole.    
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1.5 CONCLUSION  

This chapter situates the broad topic engaged in this thesis, city brand meaning, at the 

juncture of three primary factors: (1) the growing importance and challenge of city 

branding, (2) the socio-cultural roles of brand meanings and (3) evolving relationships 

to places and ‘place’. As well as reinforcing the importance of this thesis topic, these 

factors set the scene for the targeted research gap (i.e. the non-marketer-controlled 

aspects of city brand meaning co-creation) and ensuing contributions to city branding. 

The latter part of the chapter then outlines the five thesis chapters that follow. Chapter 

Two examines the disconnect between the practical and theoretical arenas of city 

branding to further explicate the consequential nature of the research gap addressed in 

this thesis.   
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CHAPTER TWO: 

INTEGRATIVE REVIEW OF CITY BRANDING 
RESEARCH AND PRACTICE 

2.0 INTRODUCTION  

This chapter reviews the evolution of city branding research and practice through a 

macroscopic lens to delineate major shifts in the philosophies and assumptions 

shaping each trajectory. Examination of both evolutionary paths indicates key research 

gaps in the city branding literature that appear particularly pertinent to bridging the city 

branding theory-practice gap. Illumination of these gaps informs specification of the 

overarching purpose of this thesis. Specifically, in terms of practice, the chapter maps 

the development of city brand management over five waves covering primitive attempts 

to adjust what cities mean to people, boosterish city promotion, entrepreneurial urban 

governance, formalised city marketing and, finally, a rhetorical city brand focus. The 

chapter then identifies four major waves in city branding research: (1) initial 

possibilities, (2) application and adaption of existing branding theory, (3) development 

of a critical lens and (4) progressive approaches that intersect with the co-creation 

branding paradigm.  

 

Broadly, the chapter argues that the divergent evolutionary paths of city branding 

research and practice contribute to an overall disconnect between these respective 

arenas. Pivotal to establishing clear direction for the present thesis, delineation and 

examination of these paths throughout this chapter illuminates three key research gaps 

apt to reducing the city branding theory-practice gap and facilitating overall 

advancement of the field in turn:  

1. The non-marketer-controlled meaning-making processes surrounding city 

brands; 

2. Ethical issues surrounding city brand management; and   

3. The fundamental nature of what cities mean to people.  

The former research gap directs the overarching purpose of the present thesis: to 

explore the non-marketer-controlled aspects of city brand meaning co-creation. Before 

beginning to unravel the evolutionary paths shaping these key gaps, the first main 

section of this chapter establishes the contemporary importance of city branding as a 

growing field inhibited by a major disconnect between research and practice.  
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2.1 CITY BRANDING: THE THEORY-PRACTICE GAP  

Advancing city branding theory and practice is of increasing global importance. As 

stakeholder groups throughout the world attempt to manage city brands for various 

purposes (e.g. tourism, business, international relations), and each stakeholder groups’ 

efforts expand, scholarly interest in city branding continues to grow (Dinnie, 2011b; 

Lucarelli & Berg, 2011; Oguztimur & Akturan, 2016; Warnaby et al., 2015). Initially, city 

brand research lagged in comparison to long traditions of civic ‘boosterism’ and place 

promotion (Kavaratzis & Ashworth, 2005, p. 506), evident in city branding practice. 

Then, for reasons not yet fully understood, practice stagnated as theory progressed 

(Ashworth & Kavaratzis, 2009; Govers & Go, 2009; Kavaratzis, 2012). Now, over a 

decade into the 21st century, scholars often characterise city brand management as 

simple (Kavaratzis, 2015) and preoccupied with logos and slogans (Govers, 2013; 

Kavaratzis & Hatch, 2013). Contrastingly, some city branding researchers (e.g. 

Kavaratzis, Warnaby, & Ashworth, 2015) have begun to re-think the nature and 

management of city brands by engaging with the co-creation branding paradigm and 

various other theoretical perspectives in innovative ways. Even so, the city branding 

literature is still considered emerging (e.g. Dinnie, 2011b; Hankinson, 2015; Lucarelli & 

Berg, 2011) and overall theoretical refinement limited (e.g. Ashworth, Kavaratzis, & 

Warnaby, 2015, p. 2; Oguztimur & Akturan, 2016). More pointedly, a major disconnect 

has formed between research and practice within city branding and the broader field of 

place branding (Kavaratzis, 2015).  

 

The gap between city branding research and practice presents an ongoing challenge 

inhibiting overall advancement of the field. Researcher-practitioner collaboration (e.g. 

workshops, meetings) and research insights that acknowledge ‘real world’ city brand 

management issues, such as budgets and time constraints, are important to facilitate 

more practical theories, more theory-driven practice and, in turn, more effective city 

brand management (Kavaratzis, 2015). However, establishing common ground (e.g. 

agreed upon ‘language’, see Zenker, 2018, p. 2) between researchers and 

practitioners is necessary to foster collaboration and theories that engage with the 

various challenges of city brand management (Govers, Kaefer, & Ferrer-Roca, 2017; 

Hankinson, 2010; Kavaratzis, 2018). Greater understanding amongst researchers of 

how the philosophies and underlying assumptions of contemporary city brand 

management ‘came to be’ can also contribute towards establishing a sound basis of 

common ground between researchers and practitioners (see Alexander, 1997; 

Hollander, 1986 for e.g. discussion around the value of historical perspectives to 

marketing scholarship). Conversely, practitioners may also benefit from greater 
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understanding of the philosophies and assumptions underpinning research in this area. 

Therefore, the integrative review in this chapter examines the evolution of city branding 

from both a practical and scholarly perspective. Further, in contrast to previous 

reviews of city branding research (e.g. Lucarelli & Berg, 2011; Oguztimur & Akturan, 

2016), this chapter adopts a macroscopic lens, focusing on broader evolutionary shifts 

or waves in the philosophies and underlying assumptions of both researchers and 

practitioners, rather than the details of specific publications or management 

techniques. Moreover, by synthesising the major waves of city brand research and 

practice, the chapter illuminates key research gaps pertinent to closing the theory-

practice gap in city branding. As a result, this chapter makes a unique and valuable 

contribution to the current literature, while laying a solid foundation for future research, 

including but not necessarily limited to the present thesis.  

2.2 PURPOSEFUL LITERATURE REVIEW APPROACH  

The purpose of the literature review presented in this chapter is to delineate broad 

evolutionary shifts in the philosophies and underlying assumptions of:  

1. City branding practice (i.e. attempts to adjust what cities mean to people); and  

2. City branding research (i.e. scholarly investigations that deal with city branding 

in some way from a branding or marketing perspective). 

For clarity, the notion of a ‘city brand’ is conceptualised, in this chapter, and throughout 

the remainder of the present thesis, as a perceptual entity that encompasses all that 

cities mean to people and thus is not confined to particular pre-determined 

manifestations or parts such as ‘tangible’ or ‘intangible’ components, ‘symbolic’ or 

‘functional’ attributes, ‘cognitive’, ‘emotional’ or ‘experiential’ dimensions and so on (see 

de Chernatony & Dall’Olmo Riley, 1998 pp. 421-422; Hankinson, 2004b, pp. 110-111 

on brands as perceptual entities). In embracing such a broad working definition for this 

concept, it is important to also explicitly reinforce that, as perceptual entities, brands 

(including city brands) are “dynamically constructed through social interaction” and, 

ergo, inherently fluid (Ballantyne & Aitken, 2007, p. 365; see also Zenker, 2011, p. 40).   

 

Although the present review chapter review focuses on city branding, many 

developments in city branding research emanate from the broader conversations 

surrounding city marketing, place branding and place marketing. Moreover, some city 

branding literature utilises different terminology such as urban or town branding 

(Lucarelli & Berg, 2011, p. 11). Further, place branding research (e.g. Parkerson, 2007; 

Zenker, 2011) often assumes a city focus (Warnaby, 2009, p. 405). Thus, the 
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researcher did not automatically exclude publications based on managerial (i.e. 

marketing, branding) or geographical (i.e. place, urban) foci. 

 

In terms of city branding practice, this review is based on assessment of city branding 

strategies and techniques within existing literature. Spanning several disciplines (e.g. 

branding, urban studies, geography), this literature includes analysis of promotional 

material (e.g. Ward, 1998a, 1998b), practitioner reports (e.g. Whitt, 1987), magazine 

articles (e.g. Greenberg, 2000), stakeholder interviews (e.g. Chang, 2000) and case 

studies (e.g. Goodwin, 1993; Roberts & Schein, 1993; Short, Benton, Luce, & Walton, 

1993). This approach enables delineation of broad evolutionary shifts in city branding 

practice from a historical and global perspective.  

 

The Oxford Dictionary of English (2010) provides generic yet useful definitions for three 

key notions considered in the present review chapter: (1) broad evolutionary shift, (2) 

philosophies and (3) underlying assumptions. Specifically, the Oxford Dictionary of 

English (2010) offers generic definitions for the notion of ‘evolution’ (e.g. gradual 

development of something) that can be adapted for the purposes of this chapter in 

order to define a ‘broad evolutionary shift’ as a movement or change in the 

philosophies and assumptions underpinning research and/or practice that could impact 

(e.g. shape, re-direct) the overall trajectory of either domain. Although the quantity of 

publications associated with a particular shift contributes to overall impact, implications 

of the shift for the future of city branding takes precedence when evaluating impact 

from an evolutionary perspective. Similarly, the purposes of the present chapter directs 

consultation and adaption of more generic definitions (also drawn from the Oxford 

Dictionary of English, 2010) for ‘philosophy’ (e.g. the study of the fundamental nature of 

knowledge, reality etc.) and ‘assumption’ (e.g. anything that is accepted as true). In 

particular, the focus of this chapter on city branding also directs definition of 

‘philosophies’ as positions on the fundamental nature of cities and brands and 

‘underlying assumptions’ as anything that is accepted as true about cities and 

brands. While clear definitions delimit the purposeful review approach of this chapter, 

the following section outlines the specific methodology of this purposeful literature 

review.  

 

2.2.1 Methodology  

Based on the logic of purposeful sampling, whereby researchers prioritise instances 

(i.e. publications) that illuminate issues relating directly to the research purpose 

(Patton, 2002, p. 46), the integrative review in this chapter is necessarily qualitative in 

nature. More specifically, the logic of purposeful sampling indicates that the researcher 
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must prioritise instances (i.e. publications) that illuminate issues relating directly to the 

purpose of the present literature review (i.e. to delineate broad evolutionary shifts in the 

philosophes and underlying assumptions of city branding practice and city branding 

research). However, as the nature of these shifts were unknown upon commencing this 

review, the researcher was required to devise more specific steps that enable 

prioritisation of these instances, while also working towards clear delineation or 

‘conceptualisation’ of the shifts involved. Figure 2.1 below depicts the three-step 

purposeful literature review methodology devised and implemented by the researcher 

to fulfil these requirements. The following sections detail each step. 

 
Figure 2.1 Purposeful Literature Review Methodology  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

2.2.1.1 Step 1: Orientation  

Commencing in early 2015, step one (see Figure 2.1) involved consulting published 

reviews of city branding research and practice (e.g. Ashworth & Kavaratzis, 2009; 

Kavaratzis, 2004, pp. 59-66, 2005, pp. 329-334, 2007; Kavaratzis & Ashworth, 2008, 

pp. 151, 154-160; Lucarelli & Berg, 2011; Skinner, 2008). As well as orienting the 

STEP ONE 
Orientation  

  
Utilising existing reviews as a guide, conduct a broad review of 

literature reporting city branding research and/or practice.  
  

Begin identifying notable developments and trends. 

STEP TWO 
Exploration  

  
Search for, review, analyse and compare additional literature in 
order to explore patterns and deviations in the philosophies and 
assumptions underpinning city branding research and practice.  

 
Begin identifying potential constellations of research and 

practice based on emergent patterns and deviations.   
  
  
  

STEP THREE 
Delineation 

  
Evaluate the extent to which the constellations of city branding 

research and practice identified in step two represent 
evolutionary shifts in the trajectory of research and/or practice.  

  
Employ higher-level comparative and interpretive processes to 
refine conceptualisation of emergent constellations as distinct 

waves.  
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researcher to the overall development of city branding research and practice, these 

reviews directed engagement with an initial set of publications for retrieval and 

subsequent analysis. Online databases provided access to electronic publications 

while print-based publications were accessed through institutional libraries. Although 

the most recent review available, upon commencement of step one, was published in 

2011, the researcher’s familiarity with more recent city branding research and the 

contrasting state of city branding practice directed the inclusion of additional 

publications in the initial set. Additionally, the researcher monitored the publication of 

new city branding literature for indications of more recent shifts in both research and 

practice. More specifically, analysis of publications associated with each domain (i.e. 

research and practice) required slightly different processes.  

 

In relation to city branding research, the researcher first read and summarised each 

publication within the initial set. Initial reading and summary development involved an 

evaluation of publication features that potentially indicate the philosophies and 

assumptions underpinning the authors’ approach. Although various, more common 

indicators discerned during this process included broad conceptualisation of city 

brands and brand management, research problems or questions, theories considered 

and relative emphasis on certain issues. Miles and Huberman’s (1994) approach to 

matrix-style data displays provided a mechanism to record and compare initial 

summaries while preserving chronological ordering and evaluating possible 

developments and trends.  

 

The researcher also developed matrix-style data displays (Miles & Huberman, 1994) to 

facilitate the analysis of publications reporting on city branding strategies and 

techniques throughout history. Initially, particular strategies and techniques were 

ordered chronologically. Given that urban development and city branding intertwine 

with a range of political, cultural, social and economic factors (Kotler, Haider, & Rein, 

1993, pp. 5-14; O’Connor, 1998, p. 230; Roberts & Schein, 1993, p. 32; Sadler, 1993; 

Whitt, 1987, p. 16; Zukin, 1982, p. 16), the researcher also recorded details of 

contextual factors in a separate column. Gradual expansion of the matrix enabled the 

comparison of time periods, the identification of notable developments and the 

consideration of possible trends. However, exploration of the extent to which particular 

developments and trends relate to evolutionary shifts required a more purposeful 

review of additional literature. 
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2.2.1.2 Step 2: Exploration  

Although employing the analytical processes of step one, the second step of the 

methodology (see Figure 2.1) involved the purposeful selection of additional 

publications. Literature cited in the initial set of publications (see step one) provided a 

source of additional publications to explore patterns and deviations further. The 

matrices expanded considerably as the researcher reviewed and summarised 

additional literature. Then, as patterns and deviations in approaches to research and 

practice became clearer, the researcher revised and refined the structure of each 

matrix. To illustrate, application and adaption of corporate branding theory to the city 

branding context emerged in step one as a potential pattern within city branding 

research (e.g. Hankinson, 2007; Kavaratzis, 2009). During step two, the researcher 

identified this pattern as part of a larger constellation of research applying and adapting 

branding theory based on the assumption that cities and other branded entities (i.e. 

corporations, services) are considerably similar. As such, the researcher revised the 

matrix by inserting a new column to group publications relating to this emerging 

constellation. Ultimately, step two culminated in four constellations of city branding 

research and five constellations of city branding practice. These constellations became 

the major waves delineated in this chapter. However, at the end of step two, 

description of each constellation was only very general in nature. Therefore, step three 

focused on clarifying the nature of emergent constellations in more detail. 

2.2.1.3 Step 3: Delineation  

The analytical processes of steps one and two compared research-based publications 

and approaches to city brand management practice. More interpretive in nature, step 

three (see Figure 2.1) involved comparing: (1) individual publications/practices to 

emergent constellations identified in step two and (2) the distinguishing features of 

such emergent constellations. These higher-level comparisons enabled 

conceptualisation of each constellation more specifically in terms of philosophies and 

underlying assumptions and more direct assessment of each constellation against the 

criteria of a broad evolutionary shift. Crucially, these interpretive processes helped to 

evaluate the temporal parameters of each constellation, associated overlaps and the 

extent to which the assumptions of one constellation shape the next in true 

evolutionary fashion. While the researcher returned to both matrices throughout step 

three, extended and refined descriptions of each constellation and associated overlaps 

were also developed.  
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Step three culminated with a clear conceptualisation of nine distinct, yet overlapping, 

waves in city branding practice (five) and city branding research (four), referred to as 

waves hereafter. Finally, the researcher assigned labels to capture the essence of 

each wave. Two labels, ‘boosterish’ and ‘entrepreneurial’, appear in the literature 

reporting on historical forms city brand practice. While the ‘primitive’ label originated 

from Ward’s (1998a, p. 35) discussion of city marketing before the 18th century, the 

present review indicates that city brand management practices remained primitive (i.e. 

very basic, unsophisticated, random) until the 19th century. The researcher devised 

labels to encapsulate the philosophies and assumptions underpinning the remaining 

six waves. 

 

Purposeful in nature, the methodology of this chapter departs with the quantitative 

tendencies of systematic literature reviews (e.g. predetermined search terms, 

frequencies, percentages, fixed categories) such as Lucarelli and Berg (2011) or 

Oguztimur and Akturan (2016). That is, rather than reviewing every publication within a 

particular period, the researcher purposefully selected and analysed indicative 

publications that helped to explore emergent patterns and deviations in the 

philosophies and assumptions that underpin research and practice. Further, the 

researcher could not have specified all the various factors of research or practice that 

signify philosophies and underlying assumptions in advance. For instance, the tone of 

some publications (e.g. Evans, 2003; Holden, 2007; Hornskov, 2007) became an 

indication of critical research that questions the assumptions of earlier city branding 

literature. Predetermined search terms could have also overlooked important 

publications, leading to partial mapping of the one or both trajectories (e.g. sources 

such as Andranovich, Burbank, & Heying, 2001 and Griffiths, 1998 deal with city 

branding practice, albeit through explicit reference to and focus on ‘place marketing’, 

‘urban entrepreneurialism’, ‘mega-event-politics’ and ‘civic boosterism’). Similarly, a 

variety of publication types (e.g. books, book chapters, editorials, journal articles) 

shape academic conversations surrounding city branding and, subsequently, the 

evolution of city branding research. Multiple publication types were especially crucial to 

mapping early city branding practice. In view of this, the researcher evaluated the 

empirical foundations and overall quality of each publication, but the researcher did not 

filter publications by outlet type. Having outlined the purposeful review approach 

developed and implemented for this chapter of the thesis (see also Green, Grace, & 

Perkins, 2016), attention now turns to examining the divergent evolutionary paths of 

city branding research and practice.  
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2.3 DIVERGENT TRAJECTORIES  

Depicting the major waves of both city branding research and practice, Figure 2.2 

maps the ensuing sections of this chapter. Although characterised by distinct 

philosophies and underlying assumptions (see Table 2.1 and 2.2), each wave shapes 

the next in its respective trajectory to some extent. As such, overlaps between the 

waves are both chronological (i.e. as a wave emerges, the previous wave continues for 

some time) and evolutionary. Overall, the waves of city branding practice have more of 

a rolling quality in that the assumptions of each wave underpin that of the next with 

consequential developments and shifts, but no major disjunctions. In contrast, the 

researcher’s purposeful review (see Figure 2.1) identified the development of a critical 

lens within city branding research as an important disjunction within this trajectory. 

Even so, the philosophies and assumptions underpinning earlier waves (i.e. 

possibilities, application and adaption) still shape proceeding waves by providing a 

basis for more critical (and progressive) scholars to challenge and oppose. Ensuing 

subsections highlight the nature of this disjunction and other notable overlaps. 

Commencing well before scholarly investigation of city brands, the trajectory of city 

branding practice is presented first. 

 

 
Figure 2.2 Divergent Trajectories of Research and Practice 
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Table 2.1 Evolutionary Path: City Branding Practice 

WAVE 
(Particularly informative 

sources) 

DEFINING PHILOSOPHIES AND ASSUMPTIONS  

  
PRIMITIVE 

From before 19th 
century 

(Tuan, 1975;  
Ward, 1998a,  

1998b) 

• Governments and the urban elite (e.g. landowners, entrepreneurs, 
investors, aristocrats) control urban space and cities more broadly   

• The management and promotion of cities should advance the 
interests of governments and the urban elite 

• Shaping how people perceive the city can help to advance the 
interests of governments and the urban elite 
 

 
BOOSTERISH 

19th century–late 20th 
century 

(Corsico, 1994;  
Garofalo, 1976;  
Ward, 1998b)  

• Cities compete against other cities for resources (e.g. people, 
investment)  

• The city’s identity should be consciously designed and promoted to 
particular audiences (e.g. investors, workers, tourists) in ways that 
advance the interests of governments and the urban elite  

• Promotion of cities should project a particular identity (e.g. the 
‘industrial city’)  

• Cities should be promoted through whatever means are accessible 
(e.g. newspaper advertisements)  

 
 
ENTREPRENEURIAL 

1970s–1980s 
(Greenberg, 2000;  

Harvey, 1989;  
Hubbard, 1996a) 

• Manipulating the city’s image is imperative to appealing to particular 
audiences and achieving various other urban planning and policy 
objectives (e.g. investment, tourism, export) 

• To remain competitive, cities should adopt ‘business-like’ 
management practices   

• Private-public partnerships are important to achieve city marketing 
and urban planning objectives  

• Entire cities can be remodelled to reinforce the desired city image 
 

 
FORMALISED 

Late 1980s–early 2000s 
(Bouinot, 1994;  

Hall, 1998;  
Holcomb, 1993) 

• Promotion is central to enhancing the city’s image  
• Sophisticated city marketing employs marketing terminology and 

principles, customer-orientation in particular 
• Cities should be designed and/or rebuilt around stakeholders’ needs 

(i.e. customer-orientation) 
• Flagship developments (e.g. convention centres) and events that 

attract attention enhance the city’s image   
 

BRAND FOCUSED 
2000–present 

(Ashworth & Kavaratzis, 2009; 
Boisen, Terlouw, & van Gorp, 

2011; Dinnie, Tanaka, & 
Centeno, 2010)  

 

• Sophisticated city branding, an essential component of 21st century 
urban place management, treats the city’s image as a ‘brand’ by 
embracing brand management techniques (e.g. promotion, slogans 
and logos) 
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Table 2.2 Evolutionary Path: City Branding Research 

WAVE 
(Particularly informative 

sources) 

DEFINING PHILOSOPHIES AND ASSUMPTIONS  

  
POSSIBILITIES 
Late 1980s–2000 

(Ashworth, 1994; 
Ashworth & Voogd, 

1988; van den Berg & 
Braun, 1999)  

 

• Although cities may require different marketing perspectives and approaches, city 
marketing represents a promising addition to urban place management  
 
 

APPLICATION 
AND ADAPTION 

2000s–2010 
(Caldwell & Freire, 

2004; Iverson & hem, 
2008; Kavaratzis, 2004)  

• Brands and brand management are central to marketing cities effectively   
• Similarities between cities and other branded entities (e.g. corporations) are 

substantial and, therefore, application and adaption of mainstream branding theory 
is sufficient to inform effective city branding management 

 

 
CRITICAL LENS  

2005–2011 
(Blichfeldt, 2005;  
Dinnie, 2011a; 

Hornskov, 2007)  

 
• Substantial differences between cities and other branded entities (e.g. complexity, 

uncontrollability) prevent the effective application and adaption of mainstream 
branding theory without considerable new theory development 

• City brand management implicates unique ethical considerations such as the 
exclusion of some resident groups and potential erosion of the city’s natural 
distinctiveness 
 

PROGRESSIVE 
2010+ 

(Hudak, 2015; 
Kavaratzis & Hatch, 
2013; Warnaby & 
Medway, 2015)  

 

• Multiple stakeholders (e.g. residents, media, tourists) co-create city brands 
• City brands are inherently complex and uncontrollable, thus demanding more 

collaborative and participatory approaches to city brand management  

  
 

 

2.3.1 City Branding Practice  

Although only recently identified as such, city branding is a centuries-old practice 

(Ashworth, 2009, p. 10; Goodwin, 1993; Kavaratzis & Ashworth, 2005; Papadopoulos, 

2004). More specifically, city branding practice evolved over five overlapping waves: 

(1) primitive, (2) boosterish, (3) entrepreneurial, (4) formalised and (5) brand focused 

(see Figure 2.2 and Table 2.1). Terminology aside, each wave encompasses attempts 

to adjust what cities mean to people (i.e. city branding). However, city branding 

practice has not improved remarkably over this time, resulting in a contradiction 

between the age of this field and its maturity. To understand how the philosophies and 

assumptions underpinning contemporary city branding practice came to be, this section 

of the chapter starts by examining the first wave of city branding practice.  

2.3.1.1 Primitive  

The assertion of power drives much city brand management (Greenberg, 2000; Short 

et al., 1993). From before the 19th century (see Figure 2.2 and Table 2.1), a small yet 

powerful group of ‘urban elite’ (e.g. landowners, entrepreneurs, investors, aristocrats) 
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controlled the governance, growth, development and promotion of urban space 

(Harvey, 1985; Molotch, 1976; Roberts & Schein, 1993). Together with formal 

governments (Tuan, 1975), the urban elite stimulated the first wave of city branding. 

Fragmented techniques such as investment in the arts (Whitt, 1987), selective 

portrayal of cities through education, propaganda, maps and postcards (Zukin, 1995) 

characterise primitive city brand management. Although limited remaining evidence 

prevents a detailed recount of this wave, Ward (1998b, p. 10) refers more specifically 

to official statements issued by authorities such as the Governor of Georgia in the 18th 

century to encourage settlement of new land. Selective emphasis on the advantages of 

the land (e.g. fertile land, security, water) in these proclamations exemplifies early 

attempts to manipulate perceptions of the city in order to advance the interests of the 

government and the urban elite. This illustration also highlights the role of land 

exploration by America (and Europe) as a key factor propelling early city branding 

practice (Ward, 1998b). More broadly, governments and the urban elite employed 

primitive city branding techniques to convey grandeur and monumentality and, 

ultimately, reinforce their power (Philo & Kearns, 1993; Zukin, 1995). 

2.3.1.2 Boosterish  

While the assertion of power remains a central city branding impetus (Kalandides, 

2011; Sevin, 2011), around the 19th century (see Figure 2.2 and Table 2.1), 

governments and the urban elite began consciously designing and promoting place 

identities to vaguely defined target audiences (Ashworth, 1994; Greenberg, 2008; 

Kavaratzis & Ashworth, 2005, 2008). For instance, a coalition of businessmen 

promoted Atlanta as an advanced and energetic industrial city to investors throughout 

the 1920s (Garofalo, 1976). Manufacturing industries became an important target 

audience as many cities entered periods of economic hardship (Burgess, 1982; Ward, 

1998b). The nationalisation and globalisation of markets further intensified a sense of 

inter-urban competition (Kavaratzis & Ashworth, 2005, p. 506, 2008; Ward, 1998b). 

Although more conscious in nature, boosterish city brand management relied heavily 

on crude promotion, particularly advertising (Ward, 1998a, 1998b). For example, 

railroad companies, an increasingly powerful stakeholder group with a direct interest in 

migration and travel, disseminated masses of print advertisements enticing people to 

explore new land, suburbs and resorts (Ward, 1998a). More broadly, lack of strategic 

planning often led to ad hoc implementation and fragmentation throughout this second 

wave (Corsico, 1994; Kavaratzis, 2004; Kavaratzis & Ashworth, 2005, 2008). Despite 

an ongoing lack of strategic planning, the shift to entrepreneurial styles of urban 

governance around the 1970s (see Figure 2.2 and Table 2.1) stimulated more 
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sophisticated and widespread application of marketing techniques to cities (Goodwin, 

1993).  

2.3.1.3 Entrepreneurial  

Entrepreneurial urban governance refers to local governments exhibiting businesslike 

characteristics such as risk taking, extensive promotion and aggressive pursuit of 

economic development and employment growth (Harvey, 1989; Hubbard & Hall, 1998). 

Three main factors ignited obsession with city images during this third wave of city 

branding practice: (1) public-partnerships (Greenberg, 2000; Hubbard, 1996a; Roberts 

& Schein, 1993), (2) deindustrialisation and (3) competition between cities for 

investment, service-based industry, appropriately skilled workers and tourists 

(Goodwin, 1993; Grodach & Loukaitou-Sideris, 2007; Hubbard & Hall, 1998; Young & 

Lever, 1997). Boosterish techniques, such as promotion (Bouinot, 1994; Burgess, 

1982; Sadler, 1993) and public art displays, continued (Miles, 1998). However, mega-

events and large-scale redevelopment projects increased (Crilley, 1993; Hubbard, 

1996b; Philo & Kearns, 1993; Short et al., 1993). Illustrating the latter, Syracuse (New 

York) was remodelled around service industries and consumption, with old 

manufacturing plants renovated into office space and a toxic waste site transformed 

into a multi-million dollar shopping mall (Roberts & Schein, 1993, p. 24). Property 

developers and other urban elite employed a range of these entrepreneurial city 

branding techniques to re-imagine Los Angeles in ways that advanced their own 

interests (Goodwin, 1993). Preoccupation with city images throughout the 1970s 

fostered ongoing affiliation between city brand management and imagineering within 

cognate fields, such as geography and urban studies (e.g. Archer, 1997; Harvey, 1989; 

Holcomb, 1993). Then, in the late 1980s, the assumption that “image is everything” 

infiltrated urban planning and management (Greenberg, 2000, p. 250; Hubbard, 1998, 

p. 199), thus spurring more formal city marketing. 

2.3.1.4 Formalised  

Principally, greater customer-orientation (Bouinot, 1994; Hall, 1998; Holcomb, 1993) 

distinguishes formalised city marketing and the fourth wave of city branding practice 

(see Figure 2.2 and Table 2.1). That is, public authorities and private enterprises began 

designing cities around stakeholders’ needs (Hall, 1998). Under pressure from 

escalating deindustrialisation and inter-urban competition (Andranovich et al., 2001; 

Camagni, 1994; Kotler et al., 1993), many industrial cities, such as Glasgow, were 

literally reconstructed to appeal to professional service industry workers (Holcomb, 

1993). Two concurrent developments may have enabled more formalised and 
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customer-oriented city marketing: (1) specialised urban marketing agencies (Bouinot, 

1994; Holcomb, 1993) and (2) dedicated city marketing literature (e.g. Ashworth & 

Voogd, 1988; Gaido, 1994; Kotler, Asplund, Rein, & Haider, 1999; Kotler et al., 1993). 

Despite an increase in resources, nearing the end of the 20th century, implementation 

of most formal city marketing plans remained limited to simple and piecemeal 

promotion (Ashworth, 1994; Corsico, 1994; Kotler et al., 1993).  

2.3.1.5 Brand focused  

Since 2000, city ‘branding’ has increasingly become standard practice throughout the 

western world (Brown & Campelo, 2014; de San Eugenio Vela, 2013; Dinnie, 2011b; 

Giovanardi, Lucarelli, & Pasquinelli, 2013). Rapidly developing cities of the eastern 

world such as Singapore (Chang, 2000; Ooi, 2008) and Shanghai (Dynon, 2011; Kong, 

2007) are also becoming more ‘brand’ focused (Dinnie et al., 2010). The overall 

increase in city branding campaigns encourages a greater sense of perceived inter-

urban competition (Boisen et al., 2011, p. 136). Other contextual factors including the 

increasing mobility of people and capital (Ashworth et al., 2015, p. 4) and European 

integration (Kavaratzis & Ashworth, 2005) reinforce that cities must actively compete to 

ensure economic development and sustainability. Moreover, a plethora of stakeholder 

groups ranging from governments to export agencies, trade groups, convention 

bureaux, tourism organisations, foreign affairs ministries, chambers of commerce, 

financial institutions and trade associations, now attempt to manage the city brand for 

various purposes (Boisen et al., 2011; Govers & Go, 2009; Hospers, 2010; Stubbs & 

Warnaby, 2015). However, slogans and promotion-oriented communication still tend to 

dominate the implementation of city brand focused strategies overall (Ashworth & 

Kavaratzis, 2009; Govers, 2013; Hospers, 2010; Kapferer, 2011; Kavaratzis & Hatch, 

2013; Lichrou, Kavaratzis, & Giovanardi, 2018, p. 2). For instance, every European city 

claims to be the cultural hub of its region (Kavaratzis, 2007, p. 709). In Asia, the 

Chinese Communist Party used the 2010 Shanghai World Expo to promote Shanghai 

as a ‘harmonious city’, a particular version of the city’s future and associated ideologies 

(Dynon, 2011). Stakeholder engagement also remains limited, especially with residents 

(Braun, Kavaratzis, & Zenker, 2013; Kavaratzis, 2012). Broadly, city branding 

practitioners generally do not base their day-to-day practice on theoretical 

underpinnings (Kavaratzis, 2015). As such, the fifth and ongoing wave of city branding 

practice appears simply rhetorical in nature (see Figure 2.2, Table 2.1).  

 

All five waves, discussed here, describe attempts to manage what the city means to 

people. The extensive history of city brand management reinforces the idea that cities, 

in fact, mean something to people. However, the current lack of true brand orientation 
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(i.e. holistic and strategic approaches that engage and value internal stakeholders, see 

Baxter, Kerr, & Clarke, 2013, pp. 1082-1084), and the apparently limited overall 

effectiveness of city branding practice in such respects (e.g. preoccupation with 

idealistic imagery, flagship developments, logos and slogans, see Govers, 2013; Insch, 

2011, p. 12; Kavaratzis & Ashworth, 2015, pp. 158-162; Lichrou et al. 2018, pp. 2-3), 

both highlight the importance of ensuring theoretical advancements within city branding 

research have practical impact. 

 

2.3.2 City Branding Research  

While city branding is a centuries-old practice, scholars only began to investigate the 

phenomenon and management of city brands from a marketing perspective in the last 

three decades. During this comparatively short time, city branding research has 

evolved considerably (Lucarelli & Berg, 2011). Specifically, Figure 2.2 and Table 2.2 

identify four major waves in city branding research: (1) possibilities, (2) application and 

adaption, (3) critical lens and (4) progressive approaches. Examination of these four 

waves indicates key research gaps surrounding the non-marketer-controlled forces that 

shape what cities mean to people, the very nature of city brand meaning and the 

ethical issues surrounding city brand management. Identification of these gaps, and 

the philosophies and assumptions that underpin the present state of city branding 

research, begins with review of city branding’s conceptual roots. 

2.3.2.1 Possibilities  

Among the first scholars to consider entrepreneurial urban governance, from a 

marketing perspective, Ashworth and Voogd (1988, p. 65) describe city marketing as a 

“very promising avenue to explore”. However, they also urge that realising this potential 

demands broader management perspectives (Ashworth & Voogd, 1988). 

Subsequently, Ashworth (1994) highlights three distinct city marketing characteristics: 

(1) the multifunctional and multidimensional nature of cities (see also Corsico, 1994), 

(2) diverse stakeholder groups attempting to simultaneously manage and market the 

city and (3) unique market dynamics such the inability to control place product 

consumption. Despite the evident challenge in directly applying mainstream marketing 

theory, advancements in not-for-profit marketing, social marketing and image 

marketing literature reinforced the possibility of effectively applying marketing principles 

to cities (e.g. Ashworth & Voogd, 1988, 1994). However, nearing the turn of the 21st 

century, the theoretical basis of city marketing remained considerably unclear (e.g. van 

den Berg & Braun, 1999). Thus, from 2000, scholars began applying and adapting 

more specific marketing theory to cities.  
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2.3.2.2 Application and adaption  

The second wave of city branding research, spanning the years 2000 to 2010 (see 

Figure 2.2 and Table 2.2), focuses more explicitly on city branding (Kavaratzis, 2005, 

2007). For example, many scholars (e.g. Caldwell & Freire, 2004; Dinnie et al., 2010; 

Iversen & Hem, 2008; Kavaratzis & Ashworth, 2005) explore the applicability of 

branding constructs such as umbrella brands, innovation, core values, differentiation, 

brand identity and brand personality to city brands. On the whole, the application and 

adaption of corporate branding theory attracted the most interest (e.g. Ashworth & 

Kavaratzis, 2009; Hankinson, 2007; Kavaratzis, 2009; Kavaratzis & Ashworth, 2008; 

Trueman, Klemm, & Giroud, 2004). Indeed, corporate brands and city brands share the 

challenges associated with diverse products or ‘touch-points’ and multiple stakeholders 

(Kavaratzis, 2004, 2005; Kavaratzis & Ashworth, 2005). Therefore, the second wave of 

city branding research assumes substantial similarities between cities and other 

branded entities (e.g. corporations) enable the effective adaption of mainstream 

branding theories. Around 2005, a third, overlapping wave emerges as a more critical 

lens in the discourse forms and some scholars begin to acknowledge the substantial 

differences between cities and other branded entities (see Figure 2.2 and Table 2.2).  

2.3.2.3 Critical lens 

Widespread discussion of three main issues signal development of a critical lens within 

city branding research: (1) uncertainty, (2) ethical considerations and (3) uniqueness. 

Firstly, and more broadly, numerous scholars explicitly note the uncertainty 

surrounding city brands and city brand management (e.g. Anholt, 2005, 2008; Braun, 

2011; Holden, 2007; Kavaratzis, 2007; Lucarelli & Berg, 2011; Parkerson, 2007; Sevin, 

2011; Skinner, 2005, 2008; Zenker, 2011). For instance, Blichfeldt (2005), Freire 

(2005) and Kapferer (2011) question whether it is even possible to manage cities as 

brands. Secondly, multiple scholars highlight the ethical considerations of city brand 

management (e.g. Dinnie, 2011a; Dynon, 2011; Hornskov, 2007; Kavaratzis, 2007; 

Lucarelli & Berg, 2011; Sevin, 2011; Warnaby, 2009). For example, selective targeting 

may encourage partial representation of the city that, in turn, could erode a city’s 

natural distinctiveness (Boisen et al., 2011). Thirdly, many city branding scholars, 

adopting a critical lens, underscore the inherent uniqueness of city brands, and thus, 

the need for major new theory development. Specifically, consensus emerged that city 

brands are more complex and more uncontrollable than product, service or corporate 

brands. As shown in Table 2.3, a multiplicity of brand elements and stakeholders 

underpin the complexity of city brands. Conversely, co-ownership and co-management 

increase the uncontrollability of city brands. Additionally, discussion of complexity and 
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uncontrollability indicates a further uniqueness in that city brands develop and evolve 

organically (e.g. Blichfeldt, 2005; Hornskov, 2007; Kapferer, 2011). A research gap 

surrounds this particular uniqueness (i.e. organic or ‘non-marketer-controlled’ city 

brand meaning-making processes).  

 
Table 2.3 City Brands: Inherent Uniqueness 

 
INHERENT UNIQUENESS 

 
CONTRIBUTING FACTORS 

 
 

(1) City brands are more complex than 
other branded entities (e.g. products, 

services) (Boisen et al., 2011; Hornskov, 

2007; Hospers, 2010; Parkerson, 2007; 

Zenker, 2011) 

 

Interrelated yet varied elements (Blichfeldt, 2005; Pike, 

2005; Warnaby, 2009) 
 

Diverse stakeholders and target audiences (Davidson, 

2006; Dinnie, 2011a; Freire, 2009; Hospers, 2010; Pike, 

2005; Warnaby, 2009; Zenker, 2011) 

 

 
(2) City brands are more uncontrollable 

than other branded entities (Blichfeldt, 

2005; Hornskov, 2007; Hospers, 2010; 

Parkerson, 2007; Skinner, 2005, 2008; 

Trueman, Cornelius, & Killing-Widdup, 2007; 

Zenker, 2011) 
 

 

Co-ownership (i.e. no single individual or stakeholder 
group ‘owns’ the city) (Blichfeldt, 2005; Boisen et al., 

2011; Dinnie, 2011a; Hospers, 2010; Sevin, 2011) 

 

Co-management (i.e. multiple stakeholder groups 

attempt to simultaneously ‘manage’ the city brand) 

(Blichfeldt, 2005; Pike, 2005; Skinner, 2008; Warnaby, 

2009) 

Organic origins 

Much of the uncontrollability and complexity of city brands stems from the fact that city 

brand meaning forms organically. That is, the meaning of cities to people can develop 

independently of conscious attempts to adjust that meaning (Braun, 2011; Freire, 

2005). Rather, a range of uncontrollable or organic factors, such as history (Braun, 

2011), education, literature, the arts (Hankinson, 2004a) and media, mould city brand 

meaning (Papadopoulos & Heslop, 2002). Therefore, unlike corporate brands, city 

brands are not launched in the strictest sense (Govers & Go, 2009, p. 14; Parkerson, 

2007). Accordingly, city brand management essentially aims to adjust what cities 

already mean to people (Hornskov, 2007; Skinner, 2008, p. 919). Adding further 

complexity and uncontrollability, however, the meaning of cities continues to evolve 

constantly (Aitken & Campelo, 2011), and organically, irrespective of city brand 

management attempts. 
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Organic evolution 

A myriad of forces that operate outside marketing’s control constantly shape city brand 

meaning (Papadopoulos & Heslop, 2002). According to the third wave of critical city 

branding research (see Figure 2.2 and Table 2.2), these forces include first-hand 

experiences in the city (Ashworth, 2009, p. 10), interactions with residents and word-of-

mouth (Blichfeldt, 2005), along with previously-mentioned organic factors such as 

media (Hornskov, 2007), literature (Ashworth, 2009, p. 10), the arts, history (Kapferer, 

2011) and education (Parkerson, 2007). More broadly, Parkerson (2007, p. 265) 

asserts that cities grow organically and chaotically as most of the information shaping 

city brand meaning arises from an array of forces other than intentional city brand 

management. Similarly, Skinner (2008, p. 916) underscores the inseparability of city 

brands and culture, both of which, according to Skinner, develop gradually and beyond 

the control of city brand management groups. Moreover, Hornskov (2007) contends 

that a range of autonomous forces such as local community groups and independent 

cultural organisations contribute to city brands (e.g. forging layers of city brand 

meaning, resisting conscious attempts to adjust existing meaning). Nonetheless, 

branding scholars “neglect – or at least underappreciate” that city brands primarily 

comprise associations that marketers cannot control (Blichfeldt, 2005, pp. 395-396). 

Therefore, even as a critical lens developed within city branding research, the organic 

origins and evolution of city brand meaning remained in relatively uncharted territory 

several years into the 21st century (e.g. Blichfeldt, 2005; Hankinson, 2004a).  

2.3.2.4 Progressive approaches  

Around 2010, as shown in Figure 2.2, a fourth wave of progressive city branding 

research emerges (see also Table 2.2). Building upon the previous critical wave, 

progressive city branding research accepts that city brands are inherently 

uncontrollable and complex. As such, scholars contributing to this latest wave pursue 

more fluid and dynamic conceptualisations that resonate with the co-creation branding 

paradigm sweeping mainstream branding literature (see for example Allen et al., 2008; 

Iglesias, Ind, & Alfaro, 2013). As shown in Figure 2.3, three broad overlapping 

perspectives emanate from progressive city branding research. 
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Figure 2.3 Progressive Approaches 

 
 
Research that aligns with each broad perspective on city brand meaning emphasises 

different contributing factors and forces (see Figure 2.3). In this sense, progressive 

approaches to city brand meaning generally support that factors and forces ‘other’ than 

city brand management contribute to city brand meaning. Further, such recent 

literature supports, with varying degrees of emphasis, that people (e.g. residents, 

tourists) participate actively, rather than passively, in formulating what cities and other 

places mean to them personally (e.g. Aitken & Campelo, 2011; Campelo, 2017a; 

2017b; Campelo, Aitken, Thyne, & Gnoth, 2014; Cassinger & Thelander, 2018; 

Giovanardi, 2011b; Kavaratzis & Hatch, 2013; Kavaratzis & Kalandides, 2015; 

Warnaby et al., 2015). However, these progressive approaches do not engage with 

organic (i.e. non-marketer-controlled) meaning-making processes, per se. Therefore, 

more specific insights into the factors and processes that drive organic city brand 

development and evolution are limited. For instance, Giovanardi et al. (2013) find that 

various stakeholder groups interpret city brand meaning, independently of intentional 

branding effort. They deduce that city brands exist irrespective of city brand 

management (Giovanardi et al., 2013, p. 379). Similarly, Govers and Go (2009) and 

Zavattaro (2014) reinforce that cities have meaning for people before deliberate 
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Wellmann, & Krusche, 
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attempts are made to alter that meaning. Relating more to organic city brand evolution, 

Ashworth and Kavaratzis (2015, pp. 122-123) suggest that culture un-selfconsciously 

shapes city brand meaning. Relatedly, Evans (2015, p. 146, 151) points out that, while 

more city brand management groups are attempting to engineer cultural clusters, many 

clusters still emerge and evolve organically as a result of small firms, creative 

entrepreneurs, informal networks and not-for-profit organisations. Thus, some 

progressive city branding research supports that city brand meaning develops and 

evolves organically, but knowledge of non-marketer-controlled meaning-making 

processes remains quite limited. Rather, many scholars (e.g. Braun et al., 2013; 

Campelo, 2015; Govers & Go, 2009; Hudak, 2015; Kavaratzis, 2012; Kerr & Oliver, 

2015; Lange et al., 2010; Stubbs & Warnaby, 2015; Therkelsen, 2015; Warnaby & 

Medway, 2013, 2015) use the notion of city brand co-creation as a basis for advocating 

more collaborative and participatory approaches to city brand management. Indeed, 

the co-creation paradigm suggests a need to re-think how city brands are managed 

and this emphasis on the practical implications of progressive scholarly perspectives is 

promising given the disconnect between research and practice in this domain. 

However, a primary focus on management implications detracts from the intricacies of 

city brand meaning development and evolution, particularly the organic nature of these 

processes.  

 

While the organic processes driving city brand meaning remain unclear, scholars 

contributing to the progressive wave of city branding research (e.g. Campelo, 2015; 

Campelo et al., 2014; de San Eugenio Vela, 2013; Govers & Go, 2009; Hudak, 2015; 

Kavaratzis & Hatch, 2013; Warnaby & Medway, 2013) highlight another issue that 

should be explored to progress beyond rhetorical city brand management: what, 

fundamentally, do cities mean to people? Indeed, brand meaning conceptualisations 

emanating from various waves of city branding research (see for example Table 2.4) 

support Stubbs and Warnaby’s (2015, p. 102) suggestion that city brand meaning 

encompasses a “kaleidoscopic blend” of dimensions. However, the considerable 

variety of potential dimensions creates fragmentation and confusion, rather than 

comprehensiveness and clarity. Indeed, these conceptualisations emanate from 

diverse research. For instance, many city branding scholars focus on a particular 

stakeholder groups’ perspective (e.g. tourists, business tourists or residents). Further, 

some research considers more particular issues such as dimensions of citizen 

satisfaction and commitment (e.g. Zenker, Petersen, & Anholt, 2009). Hence, 

considerable confusion surrounds what cities mean to people, an issue that should, 

arguably, weigh heavily in practice given the purpose of city brand management is to 

essentially adjust what cities already mean to people.  
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Table 2.4 City Brand Meaning Dimensions 

SOURCE FOCUS CITY BRAND MEANING DIMENSIONS CONSIDERED  
 
 
 

 
Hankinson 

(2004a)  

 
 
 

Destination 
marketers’ 

perceptions of 
destination 

brand images 

• Activities and facilities (e.g. good shopping) 
• Business tourism (e.g. conference facilities) 
• History, heritage and culture (e.g. historical not modern) 
• Ambience (e.g. cosmopolitan) 
• Main economic activity (e.g. leisure oriented) 
• External profile (e.g. reputation) 
• Accessibility (e.g. transport) 
• People characteristics (e.g. youth oriented) 
• International reputation  
• Economic development (e.g. recent expansion)  
• Industrial environment (e.g. declining industry) 

 
Laaksonen, 
Laaksonen, 
Borisov, & 
Halkoaho 

(2006) 

 
Techniques for 
conceptualising 

the city as 
people 

experience it 

• Observation level (i.e. themes to which perception is attached 
such as built environment, culture, industry) 

• Evaluation level (i.e. attitudes that are connected to perceptions 
such as certain areas of the city are beautiful/ugly) 

• Atmosphere level (i.e. subjective impression such as unkind, 
inflexible and feelings such as frustration) 

 
 

Anholt 
(2006) 

 
 

Measuring world 
city brand 

images 

• Presence (e.g. international status, familiarity, notable 
achievements)  

• Place (e.g. physical aspects, climate) 
• Pulse (e.g. vibrant urban lifestyle, leisure activities) 
• People (e.g. nature, culture) 
• Potential (e.g. economic and educational opportunities) 
• Prerequisites (i.e. basic qualities of the city such as 

accommodation) 
 
 
Zenker et al. 

(2009) 

 
Resident 

satisfaction and 
commitment  

• Urbanity and diversity (e.g. shopping, cultural activities, 
atmosphere)  

• Nature and recreation (e.g. low pollution, tranquillity, open 
spaces) 

• Job chances (e.g. wages levels, promotion opportunities) 
• Cost efficiency (e.g. cost of living) 

 
 

Zenker 
(2011)  

 
The concept and 
measurement of 

place (city) 
brand 

components 

• Characteristics (e.g. physical environment) 
• Inhabitants (e.g. diversity, culture)  
• Business (e.g. employment opportunities, business climate) 
• Quality (e.g. living conditions) 
• Familiarity (e.g. reputation)  
• History (e.g. historical events) 

 
Lucarelli 
(2012) 

Framework to 
analyse and 
evaluate city 
brand equity 

• Events and activities (e.g. European Capital of Culture) 
• History and heritage (e.g. Communism) 
• Process and institution (e.g. public hearings) 
• Artifacts and spatial planning (e.g. museums)  
• Graphics and symbols (e.g. logos, slogans) 

 

Existing conceptualisations of city brand meaning dimensions present two further 

limitations. Firstly, given the lack of knowledge surrounding organic city brand 

meaning-making processes, these conceptualisations could align more with desired 

city brand identities than what cities already mean to people. Secondly, while 

theoretical advancement hinges on relationships (Whetten, 1989, pp. 492-493), the 

conceptualisations highlighted in Table 2.4 give limited consideration to systemic 

interrelations between the dimensions of city brand meaning. Indeed, some notable 

conceptualisations consider the potential interrelationships between city brand 

meaning dimensions. For example, Anholt (2006) models the components of the 

Anholt-GMI City Brands Index as points on a hexagon, suggesting interrelationships 
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between a city’s presence, place, pulse, people, potential and prerequisites (see Table 

2.4). Moreover, through qualitative investigation of how people experience the city, 

Laaksonen et al. (2006, p. 216) find that perceptual themes (e.g. built environment) are 

usually connected to evaluation (e.g. “that aspect of the built environment is ‘ugly’”) and 

attribution of some affect (e.g. irritation). Further, Laaksonen et al. propose three 

interconnected perception levels: (1) observation, (2) evaluation and (3) atmosphere. 

Overall, however, clearer understandings of city brand meaning dimensions, and how 

those dimensions interrelate, represents a research gap that could contribute to the 

disconnect between city branding research and practice.  

 

2.3.3 Further Clarification  

As with any naturally occurring developmental path, the waves of city branding 

research and practice, identified in this chapter (see Figure 2.2), correspond to 

evolutionary shifts in the trajectory of each domain, rather than all-encompassing, 

absolute or discrete phases. For instance, some city branding research published 

between 2005 and 2011 does not embrace a critical lens. Rather, these years coincide 

with a wave of research that questions the very nature of city brands and city brand 

management in ways that could impact the overall trajectory of city branding research. 

Similarly, some city branding research published before 2010 (e.g. Pryor & Grossbart, 

2007) embraces a critical lens while also embodying some progressive philosophies 

and assumptions (see Table 2.2). On the other hand, some city branding research 

published after 2010 (e.g. Brandt & de Mortanges, 2011; Hanna & Rowley, 2011) 

mainly reinforces the philosophies and assumptions of the second ‘application and 

adaption’ wave of research. Waves in city branding practice (see Table 2.1) are also 

not all-encompassing or discrete. To illustrate, some contemporary city brand 

management strategies engage multiple stakeholders (e.g. Hernandez-Garcia, 2013; 

Lange et al., 2010, pp. 76-82; Northover, 2010). However, the integrative review 

presented in this chapter indicates that top-down managerial approaches remain 

dominant and, thus, a wave of collaborative approaches is yet to develop. As such, a 

major gap remains between the theory and practice of city brand management. 

2.4 CLOSING THE THEORY-PRACTICE GAP   

Delineation of the major waves of city branding research and practice throughout this 

chapter demonstrates how the divergent evolutionary paths of each respective arena 

contribute to an overall disconnect between scholars and practitioners. As well as a 

greater understanding of the day-to-day pressures and ‘real world’ complexities of city 
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brand management (see Kavaratzis, 2015), greater appreciation of how city branding 

practice has evolved is essential to contextualise what might seem to researchers as a 

rhetorical brand focus. More specifically, the preoccupation with idealistic city ‘images’ 

introduced by entrepreneurial urban governance, a defining period in the evolution of 

city branding practice, arguably underpins the ongoing lack of true brand orientation. 

Conversely, synthesis of the evolution of city branding research into four major waves 

helps to contextualise the current state of this research domain for practitioners who, 

according to Kavaratzis (2015), believe that research tends to overlook the realities of 

city brand management. For instance, the organisation-centric marketing and branding 

theory, that directly informed early waves of city branding research, appears to have 

fostered a lingering assumption that city brand management groups control city brand 

meaning and other factors such as budgets and deadlines. Indeed, the recent 

progressive wave of city branding research signals promise, at least in terms of 

engaging with the complexities and uncontrollability of city branding meaning co-

creation. However, several key research gaps must be addressed to help overcome 

the unique challenges of city brand management 

2.5 OVERARCHING PURPOSE OF THIS THESIS  

Synthesis of the major waves of city branding research and practice throughout this 

chapter permits the identification of three key research gaps that appear particularly 

pertinent to bridging the gap between theory and practice and, thus, advancing the field 

as a whole. Firstly, discussion of the organic origins and evolution of city brand 

meaning within the critical wave indicates that the non-marketer-controlled meaning-

making processes surrounding city brands remain unexplored. Of course, as scholars 

contributing to this wave acknowledge, these processes and city brands, more broadly, 

are inherently complex and uncontrollable. Thus, the question is posed: can city brand 

management groups support these processes in ways that facilitate strategic brand 

management objectives? Further, the contemporary wave of progressive city branding 

research that embraces the assumptions of the co-creation branding paradigm (see 

Table 2.2) supports that ‘organic’ factors and forces ‘other’ than intentional city brand 

management contribute to continuous city brand meaning evolution. Understanding 

these ‘other’ factors and forces is necessary to fully understand, and ideally facilitate, 

city brand meaning ‘co-creation’. However, knowledge of the non-marketer-controlled 

aspects of city brand meaning co-creation remains limited.  

 

Constituting the second key research gap, illuminated in this chapter, scholars could 

engage, more actively, with a further issue highlighted within critical city branding 
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research: the ethical considerations surrounding attempts to adjust what cities mean to 

people. For instance, in the twenty-first century, does city branding still involve the 

assertion of power, perhaps by a contemporary urban elite? How are the benefits of 

city brand management strategies distributed? How can the meaning of cities to people 

be managed more ‘ethically’? In particular, can participatory and collaborative 

approaches to city brand management be implemented more ethically, that is, 

engaging and benefiting diverse groups with a ‘stake’ in the city brand (e.g. resident 

communities, local businesses) (Dinnie, 2011a, p. 73; see also Lange et al., 2010, p. 

78)?  

 

The third key research gap, illuminated in this chapter, involving a more 

comprehensive understanding of what cities mean to people, is the broadest in terms 

of scope and theoretical work yet to be done. Arguably though, addressing this gap 

precedes adjustment of (or at least more constructive involvement in, facilitation of etc.) 

that meaning. To express this third gap in more specific terms, a renewed focus on 

what cities mean to people and the fundamental purpose of city brand management 

(i.e. to adjust/enhance that meaning) presents opportunities to progress towards true 

brand orientation in practice and forge a more solid theoretical base for city branding.   

 

The former of the three key research gaps illuminated in this chapter directs the 

overarching purpose of the present thesis:  

 

 

 

 

 

Focus on a single particular gap is important to enable appropriate depth and 

thoroughness. Nonetheless, advanced understandings of the non-marketer-controlled 

aspects of city brand meaning co-creation may help to better understand the ethical 

issues surrounding city brand management and the fundamental nature of what cities 

mean to people. As such, the research gaps, identified in this chapter, may converge to 

some extent. Potential interdependencies aside, exploring the non-marketer-controlled 

aspects of city brand meaning co-creation presents opportunities to advance 

knowledge and practice within city branding. The following chapter initiates the pursuit 

of the overarching purpose of the thesis by beginning to explore, and problematise, the 

non-marketer-controlled aspects of city brand meaning co-creation as part of everyday, 

socio-cultural meaning-making. 

  

Overarching research purpose: To explore the non-

marketer-controlled aspects of city brand meaning  

co-creation.    
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CHAPTER THREE: 

CONCEPTUAL AND THEORETICAL 
DEVELOPMENT - CITY ELEMENTS PROPELLING 
CITY BRAND MEANING-MAKING PROCESSES  

3.0 INTRODUCTION  

The integrative review of city branding research and practice presented in the previous 

chapter directs the overarching purpose of this thesis: to explore the non-marketer-

controlled aspects of city brand meaning co-creation. This chapter begins to 

pursue this purpose by further problematising the targeted research gap over the 

course of four main sections. The first section of the chapter argues, more specifically, 

that city branding literature discounts the non-marketer-controlled aspects of city brand 

meaning co-creation as part of everyday, socio-cultural meaning-making. The second 

section engages a fundamental gap within this theoretical oversight: how do socially 

constructed and, thus, inherently uncontrollable elements of the city 

communicate symbolic messages about the city during the course of everyday 

urban life? A critical review and synthesis of social science literature pertinent to this 

gap informs conceptualisation of how (1) urban reminders, (2) the arts, and (3) 

residential behaviour emit symbolic messages in highly interrelated ways. The third 

section of the chapter situates this conceptualisation within a more holistic view of the 

interconnected meaning-making processes that envelop city brands, distinguished 

thereafter as city brand meaning-making processes. Subsequent critical discussion in 

the fourth section demonstrates how the more holistic view developed opens up a fresh 

lens through which marketing scholars can grasp more of city brand meaning co-

creation, advance intellectual debates around city branding, and, ultimately, expand the 

frontiers of marketing theory. In particular, this fourth section shifts attention to 

expanding theoretical understandings of non-marketer-controlled city brand meaning 

co-creation on both (a) more ‘micro’ levels (e.g. personalised meaning construction) 

and (b) more ‘macro’ levels (e.g. interplay between city elements, stakeholders, 

intentional branding and various other socio-cultural factors).  

 

Conceptual and theoretical development throughout this chapter informs the 

articulation of the research question driving the empirical stages of this thesis. Also 

instrumental in initiating thorough pursuit of the overarching research purpose and, 

eventually, sound theoretical implications and knowledge advancement, this chapter 

establishes the key epistemological and theoretical foundations of the thesis. More 
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specifically, the social constructionist understanding of knowledge that grounds the 

remainder of this thesis also propels advanced problematisation of non-marketer-

controlled city brand meaning co-creation as part of everyday, socio-cultural meaning-

making.  

3.1 ADVANCED PROBLEMATISING 

Governments, multinational corporations, property developers and other powerful 

groups project particular versions of the city (e.g. innovative, exciting, creative, cultural) 

to advance their interests (Gotham, 2002; Greenberg, 2008; Harvey, 1996; Therkelsen 

et al., 2010). Particularly, much of what is done by the city, from events and slogans, to 

urban planning and industrial policy, forms part of deliberate attempts to communicate 

symbolic messages that reinforce various desired city brands (Ashworth, 2009; Bennett 

& Savani, 2003; Hunt & Zacharias, 2008; Therkelsen et al., 2010). However, 

“everything a city consists of” and “everything that takes place in the city” also 

communicates symbolic messages about the city (Kavaratzis, 2004, p. 67; see also 

Giovanardi, 2012, p. 39). Crucially, from a marketing theory perspective, governments 

and other city brand management groups are unable to control the symbolic messages 

that emanate from what the city consists of and what takes place in the city, that is, the 

city’s fundamental elements. To illustrate, uncontrollable smells (Henshaw, Medway, 

Warnaby, & Perkins, 2015), first-hand encounters with people on the sidewalk, 

personal stories (Blichfeldt, 2005) and art all convey symbolic messages that shape 

what cities mean to people (i.e. city brand meaning) (Ashworth, 2009, p. 10; 

Kalandides, 2011, p. 36; Parkerson, 2007, p. 264). However, city branding literature, 

repeatedly, focuses on the symbolic messages emanating from intentional city 

branding efforts (Blichfeldt, 2005, p. 395; Green et al., 2016). For instance, Henshaw et 

al. (2015, p. 157) note that some smells emerge “organically or unintentionally” (i.e. as 

a by-product of activities other than intentional city branding), while focusing on the use 

of smell within intentional city brand management. Given the ongoing theoretical 

orientation towards more controllable forms of symbolic communication, the manner in 

which smells and other fundamental city elements communicate symbolic messages 

about the city, in the course of everyday urban life, remains unclear. This gap, and the 

broader theoretical leaning towards more controllable aspects of city brands illuminated 

in the previous chapter of this thesis (see also Green et al., 2016, p. 263, 267), restricts 

marketing theory to a narrow understanding of city brand meaning co-creation as part 

of everyday, socio-cultural meaning-making. 
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3.1.1 Socially Constructed City Elements and Everyday Meaning-Making  

Knowledge of what the city consists of and what takes place in the city (i.e. city 

elements) remains under continuous social construction. That is, dynamic 

combinations of socio-cultural factors (e.g. governments, media, cultural values, 

capitalism) continuously construct commonsense knowledge of intangible city elements 

such as urban legends and more tangible city elements such as ‘corporate buildings’, 

‘parks’ and ‘residents’ (Cresswell, 2004, p. 30; Harvey, 1996; see also Berger & 

Luckmann, 1966). Such socio-cultural factors incorporate mixed motivations, historical 

contexts, ideological viewpoints and interests. The casual conversations through which 

people characteristically make some sense of the urban realm (see Tuan, 1980, pp. 

462-463) further stimulate the continuous construction of intangible and tangible city 

elements. Thus, like language and other sign systems (e.g. visuals, objects) which 

figure in the social construction of everyday knowledge and realities (Bignell, 2002, pp. 

6-7), these social constructs circulate in society before (and after) people take them up 

and use them. More pointedly, ongoing construction of the city’s fundamental 

elements, and any ensuing symbolic messages about the city, form part of socio-

cultural meaning-making and everyday urban life. 

 

Intentional city branding efforts may attempt to manipulate socially constructed city 

elements to communicate contrived symbolic messages. For instance, city authorities 

may host the World Outgames, a sporting and cultural event that encourages the 

participation (and ‘surface’ inclusion) of artists and athletes irrespective of sexual 

orientation, seeking to communicate symbolic messages about the city as being ‘open 

minded’ (see Mueller & Schade, 2012, p. 85). Similarly, development and promotion of 

gay neighbourhoods may form part of an attempt to communicate symbolic messages 

such as tolerance, liberation and diversity (see Hunt & Zacharias, 2008). However, 

such manipulation effectively stimulates the ongoing revision of how individuals and 

groups understand what the city consists of and what takes place in the city (e.g. 

‘residents’, ‘neighbourhoods’, ‘events’). Hence, the expansive and uncontrollable social 

construction of such city elements persists. Therefore, limited consideration of how city 

elements communicate symbolic messages about the city during the course of 

everyday urban life, confines marketing theory to a narrow understanding of symbolic 

communication about cities particularly, and city brand meaning co-creation more 

broadly. 
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3.1.2 A Fundamental Research Gap  

Understanding how socially constructed city elements communicate symbolic 

messages about the city as part of everyday socio-cultural meaning-making is of direct 

relevance to future marketing theory. The contemporary wave of progressive city 

branding research (see also Green et al., 2016, pp. 263-266) underscores a need to 

advance from contemporary top-down management philosophies, whereby 

management groups ‘do’ city branding ‘to a place’ (e.g. Hudak, 2015; Kavaratzis & 

Hatch, 2013; Kavaratzis & Kalandides, 2015; Kerr & Oliver, 2015; Medway et al., 2015, 

p. 66). Instead, these scholars advocate management philosophies that facilitate the 

co-creation of city brand meaning between multiple stakeholder groups (e.g. tourists, 

residents, media). However, understanding how socially constructed city elements 

potentially communicate symbolic messages about the city, as part of everyday socio-

cultural meaning-making, is necessary to fully understand and/or ideally facilitate the 

complex processes through which stakeholders co-create city brand meaning. 

Accordingly, the remainder of this chapter engages this fundamental gap within a 

broader oversight regarding the non-marketer-controlled aspects of city brand meaning 

co-creation by exploring how socially constructed city elements communicate symbolic 

messages about the city in the course of everyday urban life. 

3.2 CONCEPTUAL DEVELOPMENT: SOCIALLY CONSTRUCTED 
CITY ELEMENTS EMITTING SYMBOLIC MESSAGES    

Table 3.1 outlines the three-phase procedure undertaken to review and synthesise the 

varied literature (e.g. marketing, tourism, urban studies, geography, sociology) 

pertinent to exploring the gap identified above, and the particular objective of each 

constituent phase. Table 3.2 provides examples of the literature reviewed in Phase 

One. More foundationally though, the purpose of this chapter directs engagement with 

three elementary principles of semiotics, the study of how signs (e.g. objects, events, 

behaviours) communicate meaning: 

1. Signs consist of (1) a sign vehicle (i.e. signifier, meaningful form or expression) 

connected with (2) some meaning (i.e. the signified, content, concept 

communicated or mental representation evoked) (Barthes, 1967; Bignell, 2002; 

Nöth, 1990, p. 79). 

2. Sign vehicles range from marks on a page and sounds that embody words to 

objects, gestures, behaviours and arrangement of shapes and colours in 

photographs (Barthes, 1967, p. 47), although words and other forms of verbal 

language help people to think about, understand and distinguish various signs 

(Bignell, 2002). 
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3. Culture and society, rather than nature or biology, determine what verbal and 

non-verbal signs mean (e.g. concepts connected with the word ‘child’ or the 

colour and form of ‘red’ ‘traffic lights’) (Bignell, 2002; Mick, 1986; Mueller & 

Schade, 2012, p. 84). 

Indeed, applications and variations of semiotics have advanced intellectual debates 

across social science (Duncan, 1987, p. 473; Giovanardi et al., 2013, p. 369; Mick, 

1986, p. 201), including city branding (e.g. Mueller & Schade, 2012; Warnaby & 

Medway, 2010). Exemplifying such advancements within the latter, Giovanardi et al. 

(2013) develop a broader ‘semiotic’ framework that draws upon semantics, syntax and 

pragmatics in order to capture dynamic interrelations between (1) representational or 

‘semantic’ place brand dimensions (e.g. symbols, beliefs, discourses) and (2) more 

functional or ‘syntactical’ dimensions (e.g. spatial configuration, significant actors). In 

contrast, the purpose of this chapter (i.e. to explore how socially constructed city 

elements emit symbolic messages about the city during the course of everyday urban 

life) directs a more particular focus on signifiers and associated meanings (i.e. 

semantics). Further, although the chapter concentrates more on semantics, cities are 

thought to encompass diverse tangible and intangible elements of indeterminate 

provenance. Put differently, just as “every object, event, or behaviour” represents a 

potential sign conveying meaning (Bignell, 2002; Nöth, 1990, p. 81), every object, 

event or behaviour could, potentially, form part of what the city is thought to consist of 

or what is thought to take place in the city. Hence, while urban semiotics (i.e. urban 

space, relations and discourses, with emphasis on the built environment; see Duncan, 

1987 for example) and other more particular arms of semiotics appear pertinent, the 

purpose of this chapter directs engagement with more elementary semiotic principles. 

More precisely, the elementary semiotic principles identified above, together with social 

constructionist understandings of knowledge and place (see Berger & Luckmann, 

1966), underpin exploration and conceptualisation of how socially constructed city 

elements communicate, or rather ‘emit’, symbolic messages about the city in this 

chapter (see also Green, Grace, & Perkins, 2018). 
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Table 3.1 Three-Phase Review Procedure and Conceptual Development  

Phase Objective Key component processes Key output 

    
Phase 
One  

Identify an initial set of 
potential city elements that 
literature (e.g. see Table 
2) suggests: 

§ Form part of what the 
city is thought to 
consist of or what is 
thought to take place 
in the city;  

§ Shapes the meaning 
of cities to people; 
and 

§ City brand 
management groups 
are unable to control  
 

Exclude potential elements that 
contribute chiefly to the social 
construction of other elements 
(e.g. written discourse, education, 
newspapers, direct experience) 
 

Initial set of five potential city 
elements: 

1. History 
2. Physical land 

characteristics/ 
resources 

3. Geographical events 
4. The arts 
5. Residential behaviour 

(Informs Phase Two) 

Phase 
Two  

Examine how the initial set 
of 5 potential elements 
communicate symbolic 
messages about the city, 
including more direct 
consideration of:  

§ How people 
encounter city 
elements in everyday 
urban life; and  

§ How the elements are 
socially constructed.  

 

Purposefully select, review and 
synthesise literature utilising 
various search engines and 
search term combinations (e.g. 
history and city brand meaning), 
also considering literature 
engaged in Phase One relevant to 
Phase Two objective 
 
Reconceptualise initial set of five 
potential elements according to 
ensuing insights  

Reconceptualisation of:  
§ History as a combination of 

tangible and intangible 
urban reminders  

§ Physical land 
characteristics/resources as 
a form of tangible urban 
reminder 

§ Geographical events as a 
form of intangible urban 
reminders  
 

Conceptualisation of how three 
different but related city 
elements emit symbolic 
messages about the city: 

1. Urban reminders  
2. The arts  
3. Residential behaviour  

(Informs Phase Three) 
 
  

Phase 
Three  

Examine potential 
interrelationships (i.e. 
nexuses) between the 
three city elements  
 

Purposefully select, review and 
synthesise literature utilising 
various search engines and 
search term combinations (e.g. art 
and residents), and also 
considering literature engaged in 
Phase Two relevant to Phase 
Three objective 

Advanced understanding of how 
the elements emit symbolic 
messages in highly interrelated 
ways  
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Table 3.2 Examples of Literature Reviewed in Phase One   

Source/s Potential socially constructed city elements 
 
Gunn (1972) 

 
Geographical events  
Written discourse (e.g. newspapers, geography books, fiction, nonfiction) 
History and geography lessons (e.g. books, teacher’s interpretation) 
 

Gunn (1988) Newspapers, periodicals, books (e.g. children’s geography, history books) 
Physical land characteristics/resources  
 

Gunn (1997) 
 

Media (e.g. newspapers, documentaries) 
Literature (e.g. novels, non-fiction) 
Education  
Word-of-mouth (e.g. friends, family) 
 

Gartner 
(1994) 

Direct experience  
Word-of-mouth  
Requested personal sources information  
News and popular culture  
 

Hankinson 
(2004a) 

Literature 
Education 
History  
The arts 

Blichfeldt, 
(2005); Braun 
et al. (2013)  
 

Residential behaviour  

 

The ensuing sections of this chapter discuss, examine and conceptualise how socially 

constructed city elements emit symbolic messages about the city, with direct reference 

to the various social science literature that informs this conceptual development. To 

help introduce, visualize and guide these subsequent sections, Figure 3.1 depicts three 

socially constructed city elements that emit symbolic messages about the city in 

different, yet highly interrelated ways: (1) urban reminders, (2) the arts and (3) 

residential behaviour. In contrast to intentional city branding efforts that intend to 

communicate symbolic messages in ways that establish certain understandings in 

certain audiences, these city elements express, discharge, send forth or ‘emit’ symbolic 

messages about the city as part of everyday socio-cultural meaning-making. Thus, the 

term ‘emit’ reinforces this distinction throughout the present chapter and indeed the 

remainder of this thesis. More specifically, tangible and intangible urban reminders 

(e.g. architecture and folk tales) emit symbolic messages about the city’s distant and 

more recent past. Artistic representations of the city, as well as artistic output thought 

to embody a sense of place, emit symbolic messages about the city’s past, present 

and future. Residential behaviour, as in how ‘residents’ are understood to go about 

their daily lives, conversing in the street, eating food, listening to music and wearing 

clothes, emits symbolic messages about values, beliefs and lifestyles. Examining 

interrelationships between the elements (i.e. Figure 3.1 components A, B and C) offers 

further insight into the nature of each. These interrelationships also point to the 

potential for all three elements to interact simultaneously (i.e. the inner most/middle 
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component of Figure 3.1). Examining such interaction is unfortunately beyond the 

scope of this chapter, and perhaps best suited to future empirical research dedicated to 

this dynamic. Nonetheless, the present chapter, and indeed the thesis as a whole, 

offers instrumental groundwork for such future endeavours. To begin establishing this 

groundwork, the following section conceptualises how urban reminders emit symbolic 

messages about the city.		
 

Figure 3.1 Socially Constructed City Elements Emitting Symbolic Messages 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.2.1 Urban Reminders  

Socially constructed urban reminders (see Figure 3.1) emit symbolic messages about 

the city’s distant and more recent past. More specifically, tangible urban reminders, 

such as architecture, and intangible urban reminders, such as folk tales, constantly 

emit symbolic messages about the city during some point or period in time. This two-

part conceptualisation of urban reminders, identified here and expanded on throughout 

the ensuing sections, is informed most directly by Lewicka’s (2008, p. 214) reference to 

preserved physical features of place that “convey historical information” as (tangible) 

“urban reminders”. However, synthesis of other literature dealing with how socially 

constructed myths, legends and folk tales also convey information (including 

discussion within Lewicka, 2008, but also others e.g. Creswell, 2004; Curtis, 2009; 

Rocamora, 2006) indicates that such stories constitute ‘intangible urban reminders’. 

URBAN 
REMINDERS  

RESIDENTIAL 
BEHAVIOUR 

THE ARTS  
  

C 
  

A 
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The following two sections deal with each form of urban reminder and informing 

literature in turn.  

3.2.1.1 Tangible urban reminders  

Some aspects of the city’s physical environment and spatial layout, inherited from 

previous inhabitants and events, emit symbolic messages about the city (Lewicka, 

2008). More pointedly, socially constructed aspects of the city’s physical environment 

(i.e. ‘historical’ buildings, ‘traditional’ streets, ‘quintessential’ Parisian cafés) emit 

symbolic messages about various events, interactions and behaviours that are thought 

to have taken place there. For example, ‘medieval’ churches, building facades and 

canals emit symbolic messages about Utrecht (Netherlands) centuries ago (Mommaas, 

2004, p. 513). Of course, the physical form of tangible urban reminders evolves 

through renovations, deterioration, demolition, altered uses and so on. However, 

ongoing social construction of the city’s built environment (e.g. newspaper 

representations, city branding advertisements, casual conversations, tour guide 

descriptions) preserves particular structures and areas as tangible reminders of the 

city’s past. For example, Kulturbrauerei, a building complex in Prenzlauer Berg (Berlin) 

that once housed a brewery, symbolises the district’s past (Kalandides, 2011, p. 32). 

Further, ‘historical’ architecture thought or believed to embody a sense of the city, 

during a particular time, can enable people to vicariously experience the city as it was 

(Curtis, 2009, p. 51). Such ‘historical’ architecture represents another potential form of 

tangible urban reminder emitting potent symbolic messages about the city’s past. More 

nuanced aspects of the city’s physical environment and spatial landscape, such as 

cafes and shop signs, can also emit symbolic messages about the city’s past (Lees, 

1994, p. 457), depending on the social construction of these details (e.g. travellers 

sharing memories of ‘quintessentially Parisian’ cafés). Review and synthesis of social 

science literature informing this chapter (see also Green et al., 2018) informs extension 

of this conceptualisation further to socially constructed intangible urban reminders such 

as folk tales, legends and stories that also emit persuasive symbolic messages about 

the city. 

3.2.1.2 Intangible urban reminders  

Constantly constructed through casual conversation and manipulated by socio-cultural 

institutions (e.g. the media, education), folk tales and other urban stories morph over 

time (Lewicka, 2008). Thus, the symbolic messages about the city that such ‘intangible’ 

urban reminders emit also evolve. For example, the myth of an elegant, confident, 

sensual and stylish Parisian woman, commonly known as la Parisienne, has long been 
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considered an incarnation of Paris (Humphrey, 2012, p. 257) that reinforces the city’s 

‘cultural superiority’ and overall ‘aura’ (Rocamora, 2006, p. 50, 54). Humphrey (2012, 

pp. 260-262) examines how Miss.Tic, a counter-culture graffiti artist, draws upon the la 

Parisienne myth to question prevailing notions of femininity in her work. People interact 

with this art as they walk and otherwise move about Paris. Hence, due in part to the 

actions of this artist, and the broader ongoing social construction of the la Parisienne 

myth, this dynamic intangible urban reminder emits symbolic messages about Parisian 

women and Paris as a place. This illustration also highlights that tangible urban 

reminders (e.g. graffiti walls) and intangible urban reminders (e.g. myths) may 

intertwine. 

Tangible and intangible urban reminders are socially constructed and thus fluid. 

However, the symbolic messages that these city elements emit, especially those 

associated with celebrated and popular city narratives, endure, in various forms, for 

centuries (Blokland, 2009; Cresswell, 2004). For instance, Miami Beach (Florida) has 

evolved considerably since the city’s ‘Art Deco phase’ (Molotch, Freudenburg, & 

Paulsen, 2000, p. 818). However, urban reminders including myths and architecture, 

connected with this phase, continue to emit symbolic messages about the city (Curtis, 

2009). Further, multiple stakeholder groups, including those groups directly seeking to 

brand the city, attempt to manipulate how people understand the past for various 

purposes (Kalandides, 2011; Lees, 1994; Lewicka, 2008; see also for example Kong, 

2013). Such attempts further stimulate the ongoing social construction of urban 

reminders. For example, sanctioning and preserving ‘historical’ monuments (e.g. 

Warnaby, Bennison, & Medway, 2010) stimulates the social construction of tangible 

urban reminders to ‘important’ past events. Further, urban planners and other groups 

with vested interests in the city brand (e.g. investors) exert considerable influence upon 

the appearance of urban environments (Ashworth, 2009, p. 14; Giovanardi, 2012, p. 

39; Hunt & Zacharias, 2008, pp. 49-50). Ultimately, however, the social construction of 

urban reminders unfolds beyond the control of groups seeking to brand the city. 

Moreover, these groups are unable to control how people interact with the city’s 

physical environment and spatial landscape during the course of everyday urban life 

(Warnaby et al., 2010), or how people construct more personalised meaning from the 

symbolic messages they interact with (Harvey, 1996, p. 322; Lynch, 1960, pp. 1-2). 

Adding further uncontrollability, individuals and collectives construct ‘the past’ 

differently (Lees, 1994, p. 463) and some aspects of what is thought to have taken 

place in the city dissolve entirely (Cresswell, 2004, pp. 85-93; Kalandides, 2011). 

Therefore, urban reminders represent a highly dynamic city element continually 

emitting symbolic messages. A second city element, the arts, feeds this dynamism by 

empowering the social construction of urban reminders. 



 45 

3.2.2 The Arts  

Supposedly culture-led urban regeneration and city branding strategies have drawn 

upon the arts for over a century (DiMaggio, 1982; Whitt, 1987), continuously reinforcing 

social construction of ‘the arts’ as a fundamental element of what the city consists of 

and what takes place in the city. However, the question is: how do the arts emit 

symbolic messages about cities in the course of everyday urban life? Review and 

synthesis of social science literature (e.g. Bonink & Hitters, 2001; Donald, 1999; 

Molotch, 2002; Relph, 1976; Rocamora, 2006; Tuan, 1975) indicates that various arts 

sectors, from ‘high culture’ (e.g. museums, opera, theatre), to ‘popular culture’ (e.g. 

commercial fashion, music, food) (DiMaggio, 1982, p. 33), emit symbolic messages 

about the city through (1) explicit artistic representation of place and (2) artistic output 

embodying a sense of place. Thus, this thesis refers to these sectors collectively as the 

arts (see Figure 3.1). 

3.2.2.1 Explicit artistic representation of place  

Depiction of cities in artistic output (e.g. a film set in New York City) shapes what cities 

mean to people (Donald, 1999). Further, some artistic place representations transport 

people to faraway places, enabling vicarious experience of other worlds (Relph, 1976; 

Tuan, 1975; see also Berger & Luckmann, 1966, p. 25). Crucially, however, rather than 

duplicating or mirroring reality (Tuan, 1975, p. 161), artists often represent cities 

selectively, abstractly and idealistically (Relph, 1976). Hence, explicit artistic 

representations emit symbolic messages about the city. These representations 

simultaneously stimulate social construction of other city elements, namely, urban 

reminders and residential behaviour (e.g. a painting depicting a legendary figure). 

3.2.2.2 Artistic output embodying a sense of place  

Narrow focus on explicit artistic representations of the city overlooks how artistic 

output, socially constructed as embodying a sense of place, also emits symbolic 

messages about the city. For example, people associate live performances, films and 

other output produced in Westergasfabriek, a creative milieu in Amsterdam, with this 

milieu’s dynamic, experimental and innovative atmosphere (Bonink & Hitters, 2001, p. 

236). The output does not necessarily depict Westergasfabriek, Amsterdam, or any 

particular place. However, thought to embody a sense of place, this output emits 

symbolic messages about Westergasfabriek. Although surrounded by considerable 

contention and multifarious interpretations (e.g. see Cantrill & Senecah, 2001, p. 187; 

Relph, 1976; Tuan, 1975), use of the term ‘sense of place’ here, and throughout the 

present thesis, refers to (constructed understandings of) the prevailing spirit, character, 
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atmosphere or ‘genius loci’ of a place (see also Jivén & Larkham, 2003; Relph, 2007, 

2009 for critical discussion around the continuing elusiveness of these interrelated 

terms). To provide another more succinct illustration, the media (e.g. fashion 

magazines) and other socio-cultural institutions construct ‘Parisian fashion’ as an 

embodiment of the ‘spirit’ of Paris (Rocamora, 2006, p. 46). In turn, this output emits 

symbolic messages about ‘Paris’. Similarly, the feel of a leather jacket thought to 

embody a sense of Florence, the taste of ‘authentic’ Brazilian coffee, or the sound of 

Chicago jazz, could also emit symbolic messages about cities as people produce, 

listen to, participate in, observe or otherwise consume this output during the course of 

daily life. 

 

Some artists intend to imbue their output with the ‘essence’, ‘atmosphere’ and ‘state of 

mind’ of certain places (Molotch, 2002, p. 666). Still, artists cannot control how people, 

groups and society understand their output. Rather, art galleries, museums, journalists 

and consumers construct shared understandings, potentially leading to taken-for-

granted knowledge that a particular artistic output embodies a sense of place. 

Additionally, consumers re-work the symbolic messages that this output emits 

(Venkatesh & Meamber, 2006, p. 13), sometimes reinforcing a shared belief that a 

particular output embodies a sense of place. For example, people who live and work 

on farms in Australia intentionally rub their Akubra hats in the dirt to make them look 

worn (Lobban, 2015). This consumption behaviour stimulates social construction of the 

Akubra hat as a physical embodiment of ‘Australian working life’ (see for example 

Lobban, 2015, p. para 2). Thus, while people consume primarily to express their sense 

of self (Nöth, 1990, p. 443; Venkatesh & Meamber, 2006; Zukin, 1998, p. 835), 

consumption behaviours encourage the social construction of artistic output, including 

everyday objects (e.g. the Akubra), embodying a sense of place. Further, as initial 

discussion of the role of ‘artistic’ production and consumption milieux in symbolic 

communication about cities above alludes, the arts intersect with the third city element: 

residential behaviour (see Figure 3.1). 

 

3.2.3 Residential Behaviour  

City branding scholars conceptualise the contribution of residents to city brands in 

various ways (e.g. Braun et al., 2013; Freire, 2009; Hudak, 2015, p. 48; Kalandides, 

2011; Kerr & Oliver, 2015, p. 67; Warnaby & Medway, 2013, pp. 355-356). However, 

the particular dynamics of how residents emit symbolic messages about the city, in the 

course of urban life, and through their everyday behaviour, remain unclear. Synthesis 

of insights from approximately 24 publications spanning city branding, and cognate 

social science disciplines (i.e. urban studies, cultural studies), indicates that residents 
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emit symbolic messages about the city through (1) explicit place representations and 

(2) emblematic behaviours. These representations and behaviours comprise 

‘residential behaviour’ as a social construct. 

3.2.3.1 Residents’ explicit place representations 

Residents regularly express personal constructions of the city through voice (e.g. face-

to-face conversations), text (e.g. social media posts) and images (e.g. short films) 

(Braun et al., 2013, p. 21; Henshaw et al., 2015, pp. 161-162; Hudak, 2015). Rather 

than depicting the city objectively, residents draw upon socially constructed knowledge 

to convey more personal place representations. Arousing and enriching conversations 

about where one lives or once lived, these residential behaviours also stimulate 

ongoing social construction of other city elements. Consider, for example, how one 

New York City resident stimulates ongoing social construction of numerous city 

elements through text on her blog, New York Notes (n.d., para. 1): 
The myriad neighborhoods [sic], each a distinct city in itself. 
The historic buildings and monolithic towers. The museums 
and galleries housing the history of art and culture. The 
evolving roster of restaurants, bars and cafés that are some 
of the best and coolest in the world. And the people, some 
born here, others from across the globe, who 
have welcomed me and my family with open arms and warm 
hearts. 

 

Reference to museums and galleries (i.e. tangible urban reminders) as ‘housing the 

history of arts and culture’ also highlights how residents’ explicit place representations 

can shape the symbolic messages about the city that these elements emit (e.g. New 

York City is significant in the world of art and culture, refined, cultured, artistic etc.). 

Various media sources echo this general rendition of New York City’s numerous 

museums and galleries as historically significant, often while articulating more explicit 

links between these particular tangible urban reminders and the city’s overall ‘cultured’ 

and ‘artistic’ character (e.g. CNTraveler, 2014; Eason, 2017; Wogan & James 

Watkinson, 2018). However, the above quote illustrates the potential for residents’ 

explicit place representations to also play an instrumental role in the ongoing social 

construction of city elements (and, in turn, potential symbolic messages about the city). 

 

The manner in which residents convey explicit place representations can also emit 

symbolic messages about the city. For instance, car bumper stickers bearing slogans 

such as “New Orleans: Third World and Proud of It” (see Gotham, 2002, p. 1743; 

Hudak, 2015, p. 44) emit symbolic, potentially emotive and comic messages about the 

city. Regardless of any explicit place representation though, use of such bumper 

stickers is, in itself, a symbolic behaviour that could indicate that residents are 
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‘passionate’ or perhaps ‘irreverent’. As such, residents’ explicit place representations 

also involve emblematic residential behaviours. 

3.2.3.2 Emblematic residential behaviours  

A person’s ordinary everyday behaviours convey their internal values and beliefs 

(Williams, 1965, p. 57). More broadly, habits, assumptions and routines (e.g. cooking, 

clothing, talking) communicate messages about how a particular group of people see 

the world (i.e. how things are) and their way of life (i.e. how we do things around here) 

(Edensor, 2002, pp. 17-23). Particularly pertinent in terms of how residential 

behaviours emit symbolic messages about the city however, more specific examples 

within extant literature indicate that, when recognised as ‘emblematic’ (i.e. typical, 

characteristic) of the people who live and belong in the city, residential behaviours, 

such as language, food, dance and dress, emit symbolic messages about the city. For 

instance, the way that Pittsburgh (United States) locals speak (e.g. “nebby” instead of 

nosy, “dahntahn” instead of downtown) and other odd city rituals such as claiming 

parking spots with milk crates, emits symbolic messages about Pittsburgh (e.g. 

quirkiness) (Hudak, 2015, p. 44, 46). Consider also Zukin’s (2001, p. 11) 

characterisation of New York City as a dirty, chaotic and oppositional city where people 

are forthright about their differences and the harsh reality of daily life. Thus, residents 

emit symbolic messages about the city, even when not explicitly representing the city. 

 

People who interact with socially constructed emblematic residential behaviours during 

the course of everyday urban life may use the symbolic messages emitted by these 

behaviours to draw conclusions about residents’ values, beliefs and lifestyles, and the 

city’s broader social environment. For instance, everyday ‘Milanese’ business practices 

signify the importance of the past, family, friendly relations and trust to Milanese people 

(Bovone, 2005, p. 377). Depending on how a person interacts with these symbolic 

messages about the city, the Milanese way of doing business may shape beliefs about 

Milan’s social environment (e.g. traditional, respectful) and the overall meaning of Milan 

to that individual. From a more historical perspective, around the 19th century, illegal 

trading, prostitution and rough manufacturing work emitted symbolic messages about 

the area of Hoxton in London (e.g. dirty, socially deprived) (Pratt, 2009, p. 1045). 

Despite considerable attempts to re-brand Hoxton, and likely misalignment between 

contemporary constructions of past residential behaviour and how current Hoxton 

residents go about their daily lives, connections with edginess and filth persist (Pratt, 

2009, p. 1053). 
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As a socially constructed city element, ‘residential behaviour’ may encompass a range 

of people and behaviour sets (e.g. ‘cosmopolitan’ Singaporeans, ‘traditional’ 

Singaporeans). However, everyday knowledge of ‘residential behaviour and associated 

categories of ‘residents’ may not reflect all, or most, people who live in the city. Thus, 

sidewalk encounters that do not align with taken-for-granted knowledge of how 

residents of the city behave might lead to the conclusion: “he mustn’t be from around 

here” or “this area has changed”. Examining the nexus between residential behaviour 

and the arts (see component A Figure 3.1) further dissects how the latter inspires the 

former, and vice versa. 

 

3.2.4 Nexus: Residential Behaviour and The Arts  

The ‘arts’ that residents produce and/or consume fuse with the city’s social fabric 

(Bonink & Hitters, 2001, p. 228). More pointedly, the production and/or consumption of 

‘art’ often features in how ‘residents’ are thought to behave and, thus, ensuing symbolic 

messages about the city. Looking first at artistic production, young artists bring a sense 

of ‘style’, ‘new ideas’ and ‘cool’ to various districts of New York City (Zukin, 2001, p. 7). 

Put differently, the behaviours through which these artists construct personal brands 

(e.g. dress, social greetings, hairstyles) simultaneously emit symbolic messages about 

the areas they congregate. Emblematic consumption behaviours also emit symbolic 

messages (e.g. sophisticated, refined, elite) about the city as a place. For instance, in a 

music context, Oakes and Warnaby (2011, p. 410) highlight that conspicuous 

consumption of a particular musical genre can become a recognisable “public 

statement of affiliation to the values associated with that genre”. Similarly, producing 

and consuming rock and roll music emits messages about working class values and 

lifestyles (Lipsitz, 1984). Engaging with more explicitly multi-sensory artistic contexts, 

such as music, helps to further penetrate the nexus between residential behaviour and 

the arts. 

 

Emblematic residential behaviours are integral to the social construction of artistic 

output that embodies a sense of place. To illustrate, culturally-diverse musicians play 

music in New York City’s streets and subways (Tanenbaum, 1995). The emblematic 

behaviours of these musicians (i.e. person playing an instrument in the street) emit 

symbolic messages about the city (e.g. creative people live and belong in New York 

City) (Tanenbaum, 1995, pp. 222-223). People often gather spontaneously to enjoy the 

sound and atmosphere as the musicians play. This collective act (and emblematic 

consumption behaviour) signals that New Yorkers “need more than packaged, 

mediated, and controlled cultural experiences in their lives” (Tanenbaum, 1995, p. 

225). Additionally, the behaviour of the musicians and their audiences stimulates the 
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social construction of the music played as embodying a sense of New York City. In 

turn, the sound of this music emits symbolic messages about the city (e.g. diversity, 

freedom) (Tanenbaum, 1995). While shared understandings of New York City’s urban 

music scene have evolved over centuries, some production and consumption-

orientated milieux emerge and recede at various points throughout history, thus 

stimulating ongoing social construction of tangible and intangible urban reminders (e.g. 

venues, legends). 

 

3.2.5 Nexus: Residential Behaviour and Urban Reminders  

In the short term, residential behaviours, such as shopping, live music, voting, praying 

and celebrations, bring urban places ‘alive’ (Lees, 1994, p. 443). Or, as Kerr and Oliver 

(2015, p. 67) aptly describe, human behaviour transforms an outdoor basketball court 

from a slab of concrete to a “place of sport and socialisation”. As time progresses, 

residents’ explicit place representations and emblematic residential behaviours can 

foster the social construction of tangible and intangible urban reminders to the past as 

elements of the city (e.g. “that is where our championship basketball team trained”). 

Further, contemporary understandings of how earlier ‘residents’ utilised certain spaces 

can also stimulate the social construction of tangible urban reminders to the more 

distant past. For example, public squares and boulevards in Paris represent tangible 

reminders of how residents once behaved there (e.g. marching, military parades, 

joyous ceremonies) (Lees, 1994, p. 457). Similarly, a Jewish synagogue and cemetery 

in Prenzlauer Berg (Berlin) provide urban reminders of the character that a Jewish 

community is understood to have brought to the district around the late 19th and early 

20th centuries (Kalandides, 2011, p. 33). Of course, various ‘residents’ flow through 

particular areas. For instance, waves of Irish, Jewish, German, Italian, Eastern 

European, Haitian, Puerto Rican and Chinese immigrants have inhabited the Lower 

East Side area of Manhattan (New York) (Cresswell, 2004, p. 3). ‘Bohemian counter-

cultures’, ‘homeless people’, ‘squatters’, ‘artists’ and the ‘upper-middle class’ have also 

called this area home (Cresswell, 2004, p. 3). Thus, as ‘residents’ move around the 

city, what constitutes emblematic ‘residential’ behaviour for particular areas evolves 

and urban reminders adapt.  

 

Residents, other people (e.g. tourists), various socio-cultural institutions (e.g. media, 

education) and intentional city branding efforts continually construct folklore and stories 

(i.e. intangible urban reminders) about how ‘residents’ behave. As Tuan (1980, pp. 

462-463) states, “customary behaviour gains significance as it is captured and 

recreated in a story”. Some residential behaviours, such as storytelling (Lewicka, 2008: 

211; Mittilä & Lepistö, 2013, p. 149), other forms of conversation (Berger & Luckmann, 
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1966, p. 68) and traditional celebrations (Blokland, 2009, p. 1594), are particularly 

influential in the ongoing social construction of intangible urban reminders. Hence, 

urban reminders and residential behaviour remain in constant interaction (see 

component B Figure 3.1). Urban reminders also interlace with the arts (see component 

C Figure 3.1). 

 

3.2.6 Nexus: Urban Reminders and The Arts  

Intangible urban reminders (e.g. myths, fables, legends) often feature city residents 

who produce and/or consume art (Mittilä & Lepistö, 2013, p. 149), thus reinforcing 

construction of ‘artistic’ production and consumption as ‘emblematic’ residential 

behaviours. Additionally, some groups construct artistic output as tangible urban 

reminders to the past. Consider, for example, the Aboriginal engravings that remain 

alongside graffiti style markings of European settlers in a sandstone rock shelter near 

Mount Elliot (Queensland, Australia). These artistic outputs emit symbolic messages 

about the events thought to have taken place in this area (Winchester, Davidson, & 

O’Brein, 1996, p. 1). Further, artists who claim to draw creative inspiration from a city’s 

past (e.g. Lipsitz, 1984) stimulate social construction of the ensuing output as 

embodying a sense of the city in that time. Moreover, the symbolic messages that 

artistic outputs emit can reinforce selected elements of first-hand experience (Tuan, 

1975, p. 161), depending on how people interact with that output and broader meaning 

frames. To provide a simplified example, a person who once lived in Vienna interacts 

with paintings depicting the Austrian capital differently to someone who has never 

visited this city. 

 

Artistic production and consumption behaviours contribute to the social construction of 

another major tangible urban reminder: the particular locations where these behaviours 

are thought to take place. For instance, the Franz-Club (East Berlin) is considered a 

legendary music and entertainment venue (Kalandides, 2011, p. 31), due in part to how 

past residents utilised this space. The ongoing social construction of such ‘artistic’ 

venues fosters tangible urban reminders emitting symbolic messages about the city 

(e.g. ‘cultured’, ‘grungy’, ‘hip’) during loosely-agreed-upon time periods. Hence, the 

fundamental elements that constitute what the city is thought to consist of and what is 

thought to take place in the city (i.e. urban reminders, the arts and residential 

behaviour) interact constantly. 
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3.3 VIEWING CITY BRAND MEANING-MAKING PROCESSES   

Attempting to isolate urban reminders, the arts or residential behaviour would inhibit a 

comprehensive understanding of how these socially constructed city elements emit 

symbolic messages about the city. For instance, as ‘residents’ move into and around 

the city, the ‘past’ is retold and new ‘artistic’ milieux replace dying ‘traditions’. In terms 

of city brand meaning, these elements represent overarching mechanisms that trigger 

complex semiotic processes. To further synthesise various examples provided 

throughout this chapter, the multifarious and interweaving signifiers at play include: (1) 

aspects of the city’s physical environment and spatial layout (e.g. building structures, 

street corners), (2) behaviours (e.g. person busking in the street), (3) images (e.g. 

photographs in a fiction book), (4) everyday objects (e.g. clothing items, food), (5) 

words (e.g. stories told about the past, song lyrics) and (6) sounds (e.g. instrumental 

music). Ongoing social construction of what constitutes the city and what takes place in 

the city enables these signifiers to emit (i.e. express, discharge, send forth) an 

indeterminate range of symbolic messages about the city such as ‘traditional’, 

‘cosmopolitan’ and so on. To reiterate, seemingly mundane everyday behaviours 

become emblematic ‘residential’ behaviours, a certain instrumental music is thought to 

embody a sense of place, or a derelict building encapsulates the city’s past. Thus, the 

endurance of socially constructed city elements, and ensuing symbolic messages 

about the city, should not be underestimated, even as intentional city branding efforts 

intensify. 

 

Understanding how the three socially constructed city elements emit symbolic 

messages about the city provides a basis for more explicitly articulating how these 

elements propel at least four main socio-cultural processes that simultaneously 

envelop city brands:  

1. Symbolic communication about cities;  

2. The perpetual interplay of socio-cultural factors stimulating ongoing social 

construction of the city;  

3. Personalised meaning construction; and  

4. Continuous reconstruction of the city amongst active individual meaning-

makers.  

Figure 3.2 below visually encapsulates these four main meaning-making processes in 

relation to each other. Key insights into these interrelated and overlapping city brand 

meaning-making processes, elaborated throughout this chapter, can now be further 

synthesised in more direct relation to the holistic view that Figure 3.2 provides.    
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Figure 3.2 Encapsulation of City Brand Meaning-Making Process  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.3.1 Symbolic Communication About Cities 

As explicated and conceptualised throughout the preceding sections of this chapter, 

urban reminders, the arts and residential behaviour propel symbolic communication 

about cities by emitting symbolic messages about the city (e.g. ‘traditional’ or ‘cultural’) 

in different in, yet highly interrelated ways. The particular symbolic messages emitted, 

and indeed city elements more broadly, remain open to manipulation and contestation 

by various individuals and groups and thus forever fluid (see also Bignell, 2002, pp. 5-

27; Mick, 1986 for discussion around socially-constructed signs).  

 

3.3.2 Socio-Cultural Factors Stimulating Social Construction of The City  

Advanced problematising at the beginning of this chapter highlights that intentional city 

branding efforts attempt to manipulate socially constructed city elements to 

communicate contrive symbolic messages about the city (see Hunt & Zacharias, 2008; 

Mueller & Schade, 2012, p. 85 for example). However, as this critical initial discussion 

also highlights, socially constructed city elements circulate in society before (and after) 

Perpetual interplay between socio-cultural factors including:  
*Cultural conventions and cultural values (e.g. family, tradition) 

*Broader forces (e.g. capitalism, inter-urban competition) 
*Institutions (e.g. the media, governments, education) 

*Historical contexts (e.g. wars, economic crises) 
*City brand stakeholders (e.g. cafes, art galleries) 

*Intentional city branding efforts  
 

Ongoing social construction of city elements: Urban reminders, the arts and residential 
behaviours (e.g. everyday conversations, the way residents dress, the clothing items that a person wears)  

City elements emit symbolic 
messages about the city  
(e.g. ‘traditional’ or ‘cultural’ city)  

People selectively attend to symbolic messages about the city as 
they interact with city elements, other people, intentional city branding 
efforts and other socio-cultural factors during the course of everyday 

urban life (e.g. listening to everyday conversations, observing how residents dress, 
experiencing the feel of a particular jacket, reading a newspaper article about residents)  

People construct more personalised meaning from 
symbolic messages about the city (e.g. ‘unlike many other 

places, and society in general, my city values tradition’), thus further 
stimulating ongoing social construction of city elements.  

 

Intentional city branding efforts 
communicate contrived 

symbolic messages about the 
city (e.g. ‘traditional’ or ‘cultural’ city)  
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various individuals and groups (e.g. governments, tourism organisation, businesses 

and other stakeholders) take them up and use them (see also Bignell, 2002, pp. 6-7; 

Tuan, 1980, pp. 462-463). That is, taking a more macro perspective, socio-cultural 

factors (e.g. government, media, cultural values, capitalism) also surround and shape 

ongoing social construction of the city and constituent city elements (see Cresswell, 

2004, p. 30; Harvey, 1996; Berger & Luckmann, 1966). Hence, a second main 

meaning-making process is apparent as the perpetual interplay of intentional city 

branding efforts (which may be collaborative, co-created etc.), stakeholders going 

about ‘their business’ and socio-cultural factors (e.g. cultural values, historical contexts) 

stimulates the ongoing social construction of what the city consists of and what takes 

place in the city. More pointedly, conceptual development within this chapter helps to 

understand how socially constructed city elements ‘propel’ this second main meaning-

making process by offering some shared form and meaning to everyday urban thought 

and experience. 

 

3.3.3 Personalised Meaning Construction 

Developing consensus within recent progressive city branding literature that people 

(e.g. residents, tourists) participate actively, rather than passively, in formulating what 

cities and other places mean to them personally (e.g. Aitken & Campelo, 2011; 

Campelo, 2017a; 2017b; Campelo et al., 2014; Cassinger & Thelander, 2018; 

Giovanardi, 2011b; Kavaratzis & Hatch, 2013; Kavaratzis & Kalandides, 2015) directs 

consideration of a third more ‘personalised’ and ‘micro’ yet consequential socio-cultural 

meaning-making process enveloping city brands. That is, as Warnaby et al. (2015, p. 

246) aptly describe, a place brand can be ultimately reduced, “to the experience of an 

individual place user, whether that user is adopting at that moment the personal of 

resident, visitor or investor”. More specifically, Warnaby et al. (2015, p. 246) expand:  
The agencies, whether operating in the public interest or in 
pursuit of private profit, who believe they are ‘creating’ the 
brand are of course doing no such thing. They are merely 
attempting to influence, often less effectively than they think, 
the characteristics of the brand being formed in the 
imagination of individuals and the audibility, intelligibility and, 
above all, credibility of this influence is ranked by the 
individual far lower than many other such influences, 
especially personal experience and the related experiences 
of friends and acquaintances.  

 
Hence, rather than passively absorbing symbolic messages about the city, people 

attend to, and construct more personalised meaning from such messages as they 

interact with particular city elements, other people, intentional city branding efforts 

(which may attempt to manipulate city elements) and other socio-cultural factors during 

the course of everyday urban life. Again, socially constructed city elements propel this 
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third main meaning-making process by offering some shared form and meaning to 

everyday urban thought and experience.  

 

3.3.4 Individual Meaning-Makers Stimulating Ongoing Social Construction  

Although underpinned by some shared knowledge, the inherent fluidity and malleability 

of socially constructed city elements (see also Bignell, 2002, pp. 5-27 on signs 

generally) may also invite reconstruction and perhaps contestation of what the city 

consists of and what takes place (or has taken place) in the city. Thus, in this sense, 

the fluid nature of socially constructed knowledge enables city elements to propel a 

fourth more micro (yet still consequential) meaning-making process. Specifically, the 

personalised meaning that people construct from ensuing symbolic messages about 

the city may also further stimulate broader and ongoing social construction of what the 

city consists of and what takes place (or has taken place) in the city (i.e. urban 

reminders, the arts and residential behaviour). Thus, together, the advanced 

problematising and conceptual development presented throughout this chapter 

facilitate a more holistic view of at least four intimately interrelated and constantly 

overlapping meaning-making processes that envelop city brands (see Figure 3.2 above 

for visual encapsulation).   

3.4 ADVANCING TOWARD A MORE COMPREHENSIVE 
UNDERSTANDING OF CITY BRAND MEANING CO-CREATION  

The conceptualisation and ensuing more holistic view of city brand meaning-making 

processes developed in this chapter (see Figure 3.2) opens up a fresh critical lens for 

marketing scholars to develop more comprehensive understandings of city brand 

meaning co-creation as part of socio-cultural meaning-making and, more particularly, 

everyday urban life. This fourth main section of the chapter demonstrates how this lens 

can advance intellectual debates around city branding and broader marketing theory by 

offering enhanced insights into the non-marketer-controlled aspects of city brand 

meaning co-creation on both: 

1. A more ‘micro’ level (i.e. individual people constructing more personalised 

meaning from symbolic messages about the city; see also smaller oval Figure 

3.2); and 

2. A more ‘macro’ level (i.e. the perpetual interplay between socially constructed 

city elements, intentional city branding efforts, city brand stakeholders going 

about ‘their business’ and socio-cultural factors; see also larger oval Figure 

3.2). 
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3.4.1 Micro Level City Brand Meaning Co-Creation  

People attend, selectively, to an indeterminate and potentially inconsistent mix of 

symbolic messages about cities as they interact with socially constructed city elements 

(i.e. urban reminders, the arts, residential behaviour), other people, city branding 

efforts and other socio-cultural factors (e.g. media, education, cultural values). People 

construct more personalised meaning from this selective mix while casually making 

some sense of urban life, effectively co-creating city brand meaning on a micro level. 

 
The critical lens opened up in the first part of this chapter also helps to understand, 

more precisely, how people construct narratives around the city as they synthesise 

various symbolic messages (i.e. rather than attending to isolated messages). Consider 

one resident’s description of Prenzlauer Berg (Berlin): “…this was the place where the 

East German intelligentsia lived. All of the unconventional people who did not fit into 

the system. Then we had the Franz-Club right at the end of the street and that was a 

legend” (Kalandides, 2011, p. 31). This comment suggests that the resident has 

interacted with (1) emblematic residential behaviours (e.g. how the intelligentsia and 

unconventional people lived), (2) urban reminders (e.g. stories featuring past residents, 

the legend surrounding the Franz-Club, the original location of the Franz-Club) and (3) 

the arts (e.g. music and entertainment produced and consumed within the Franz-Club). 

Even when expressed through short descriptions, as in this example, more 

personalised city narratives feed back to further stimulate the ongoing social 

construction of city elements (residents quoted in the media, travellers sharing 

adventure stories etc.). Of course, after some analysis of official and promotional texts, 

it may be relatively straightforward to identify intentional city branding efforts that 

resonate with this more personalised city narrative and, thus, assume some 

contributory role. However, the lens developed in this chapter illuminates more of the 

socio-cultural meaning-making processes that intersect with and transcend intentional 

city branding efforts (see Figure 3.2). Expanding the parameters of marketing theory in 

this way helps to contextualise intentional city branding efforts within a more holistic 

view of city brand meaning-making processes attune to expansive, persistent social 

construction of the city’s elements and the more micro level city brand meaning co-

creation that plays out as people negotiate the urban realm. 

 

Although casual, transient and perhaps cursory, the sense that people make of urban 

life, while interacting (first-hand, virtually, vicariously etc.) with socially constructed city 

elements, may be of relevance to personal identity projects (see Belk, 1988 for early 

discussion, but also Stone, Gould, & Szabó-Douat, 2017) and, thus, broader 

consumption and marketing theory terrains. For instance, the brief description of 
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Prenzlauer Berg quoted above (from Kalandides, 2011, p. 31) packages a self who 

appreciates subtle resistance against the mainstream and is knowledgeable about 

social movements. To illustrate further, consider how blogger Garance Doré (2013, 

para. 38-41) constructs a self (e.g. where I come from, where I belong, what I 

remember, what I believe, what I know and who I am in this moment) in relation to 

multiple ‘places’, and constituent socially constructed city elements (residential 

behaviour and urban reminders most evidently), while discussing the myth that all 

Parisian women exude style and elegance: 
If you want my Corsican point of view, by way of Marseille, 
Paris, and New York, I think that the cliché of the Parisian 
has some truth, but at the same time, and you know, I’m 
definitely not one… I’m a southern girl. The Mediterranean is 
pumping through my veins. I come from a completely 
different culture than Paris and I remember feeling so out of 
place when I first got there. It was tough to adapt. But I 
learned to know and love the Parisienne… And after all, 
Paris is a city of clichés and it’s one of the reasons we love 
it, right? 

 
Perhaps especially as we progress in increasingly ‘rootless’ and (supposedly) 

‘placeless’ (see Cresswell, 2004, pp. 43-49; Relph, 1976) times, socially constructed 

city elements (see Figure 3.1) could offer additional ripe, yet malleable, meanings with 

which people can construe themselves, relate to other people, experience ‘place/s’ 

and, more generally, make sense of contemporary urban life. Eyeing fresh insights into 

everyday urban sense-making through the lens opened up in this chapter could, thus, 

also contribute towards advancing marketing research into ‘place’ consumption 

dynamics (e.g. travel, recreation, (online) community involvement, socialisation) and 

interrelated consumption practices across various domains such as food/diet (see 

Askegaard & Kjeldgaard, 2007; Kong, 2013; Zukin, 1998 pointing to such 

interrelations). 

 

3.4.2 Macro Level City Brand Meaning Co-Creation 

Given the historical and global prevalence of city branding (Green et al., 2016; 

Kavaratzis, 2004), it is important to underscore that people interact, often 

simultaneously, with socially constructed city elements and intentional city branding 

efforts. For instance, around the late 1960s and 1970s, governments and private 

corporations (e.g. lifestyle magazines, real estate groups) portrayed New York City as, 

inter alia, a safe and hip place for “young social-climbing urbanites” to live, work and 

shop (Greenberg, 2008, p. 11). These contrived symbolic messages about the city omit 

both: (1) the daily struggles of local residents enduring austerity measures, lay-offs and 

crime and (2) a cultural renaissance developing in the city’s underground art world and 

“on the walls of the subway cars criss-crossing the street” (Greenberg, 2008, p. 11). 
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Regardless, for many people, New York remained a gritty working class city 

(Greenberg, 2008). Therefore, drawing upon the lens opened up in this chapter, 

perhaps the city’s ‘hardworking’, ‘unemployed’ and ‘rebellious’ social groups continued 

to emit symbolic messages throughout the 1970s and beyond. Further, city elements 

that did not fit into the desired city brand (e.g. behaviours emblematic of ‘rebellious’ 

artists, the venues they congregated around, output embodying New York City’s 

‘darker side’) may have continued to emit messages about an ‘underground’ art world 

(see Currid, 2008, pp. 28-35; Greenberg, 2008 for indicative discussion). Of course, 

other intentional city branding efforts may have, simultaneously or successively, sought 

to manipulate less ‘desirable’ city elements (e.g. portraying New York City’s cultural 

and artistic scenes as enticing consumption opportunities, see Greenberg, 2008). In 

turn, however, as Figure 3.2 reinforces, this selective manipulation stimulates the 

ongoing and inherently uncontrollable social construction of each element (and 

constituent nexuses) that people interact with everyday. 

 

The lens provided in this chapter also energises critical intellectual debates around city 

branding by enabling advanced perception of how socially constructed city elements 

and intentional city branding efforts intertwine on even deeper levels. Continuing with 

the above example, could intentional efforts to portray New York City as a ‘safe’ and 

‘hip’ place for “young social-climbing urbanites” (Greenberg, 2008, p. 11) have also 

stimulated the social construction of New York City’s ‘underground’ art world by, 

essentially, providing an official or sanctioned point of reference against which other 

city elements could be meaningfully constructed as ‘underground’? Further, could 

omission of local residents’ daily struggles and emphasis on ‘social-climbing urbanites’ 

have fostered meaningful social construction of an alternative version of a ‘New Yorker’ 

as ‘working class’ and ‘hardworking’? Emblematic residential behaviours constituting 

the latter could be particularly conducive to the identity projects of people residing in 

New York who do not (aspire to) fit the ‘social-climbing urbanite’ mould. In other words, 

can intentional city branding efforts stimulate the expansive social construction of city 

elements in contrasting or contradictory ways, even if not igniting more surface-level 

resistance (e.g. grassroots, counter- or guerrilla-style branding)? Indeed, “no sign can 

have meaning except inasmuch as it is differentiated” from all other signs (see Bignell, 

2002, p. 9; Mick, 1986, p. 197, 203 for discussion). Such penetrations illustrate how the 

more holistic view of city brand meaning-making processes, advanced in this chapter, 

shines fresh light on the deep, constitutional, intertwining of socially constructed city 

elements and intentional city branding efforts. More broadly, the ‘less intentional’ 

dimensions of city branding efforts (e.g. provision of official or sanctioned points of 

reference) could, in some cases, eventually outweigh more intentional dimensions (e.g. 
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selective manipulation of particular city elements to communicate contrived symbolic 

messages about the city). The former dimensions are perhaps more diffuse and 

challenging to discern overall. However, these insights offer constructive momentum 

and enhanced foundations for more critical and comprehensive marketing theory 

perspectives on the socio-cultural nature of city branding. 

 

The more holistic view of city brand meaning-making processes, encapsulated in 

Figure 3.2, also enables advanced perception of the interplay between various city 

brand stakeholders (e.g. journalists, residents, local art galleries, tourists, cafe owners) 

and socio-cultural factors. Fundamentally, the lens developed in this chapter further 

illuminates the role of various stakeholders in the ongoing social construction of city 

elements, even when not consciously involved in participatory, supportive or resistive 

city branding efforts. For instance, popular hangouts such as Andy Warhol’s Factory, 

mixed-use venues such as the nightclub-restaurant Max’s Kansas City and countless 

art galleries may have been instrumental in the ongoing social construction of city 

elements emitting symbolic messages about New York City’s ‘underground’ art world 

and a sense of ‘cultural renaissance’ around the 1960s and 1970s (see Currid, 2008, 

pp. 26-27, 29, 30, 31 for indicative examples). As well as providing informal nodes for 

creative exchange, such stakeholders possess numerous socio-cultural resources of 

special consequence in this context, ranging from friendship-based connections with 

rogue artists, tastemakers, editors and critics, to an overarching aura of credibility that 

attracts interest and enables influence (see Currid, 2008). These resources offer great 

city branding potential in terms of stimulating the social construction of city elements, 

perhaps in ways that support (or at least do not contradict) desired city brands. Of 

course, dynamic socio-cultural forces also surrounded New York City during this period 

including: the rise of the symbolic economy and the commercialisation of art, fiscal 

crisis, rising poverty, poor job prospects, declining tourism, increasing inter-urban 

competition and shifting real estate markets. Greenberg (2008) also chronicles mixed, 

yet highly influential, media coverage, cultural values such as freedom and complex 

historical contexts of class and race-based prejudices. 

 

City brand management groups are unable to control socio-cultural factors such as job 

prospects and cultural values, or how various stakeholders go about ‘their business’. 

Still, understanding the nuanced socio-cultural resources that enable stakeholders, 

such as small-scale art galleries, art dealers and bloggers, to interactively stimulate the 

social construction of city elements could illuminate strategic avenues for enriching (or 

at least not inhibiting) these resources. Speaking even more directly to the 

contemporary impetus for participatory city branding (see for example, Kavaratzis & 
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Hatch, 2013; Kavaratzis & Kalandides, 2015, p. 1379; Lichrou et al., 2018; Lichrou et 

al., 2017; Medway et al., 2015; Warnaby & Medway, 2013, p. 358), such avenues 

could, in turn, support the meaningful social construction of city elements in ways that 

facilitate (yet not control or ‘manage’) city brand meaning co-creation. Meaningful here 

refers to city elements that offer some relevant form and shared sense to contemporary 

thought and everyday urban experience. Of course, if resonating culturally, these 

elements would invite manipulation and contestation by individuals (e.g. towards 

personal identity projects) and various groups (e.g. journalists) as part of the perpetual, 

expansive and inherently uncontrollable social construction of what the city consists of 

and what takes place in the city. Nonetheless, in the case of residential behaviour at 

least, could supporting the circulation of more, and more different, social constructions 

of who lives and belongs in the city, in itself, represent a viable step away from top-

down city brand management that prioritises consistency and control? 

 

3.4.3 Key Theoretical Contributions of This Chapter  

The conceptualisation and holistic view of city brand meaning-making processes 

developed in this chapter (see Figure 3.1, Figure 3.2) do not challenge the notion that 

multiple stakeholders, including those contributing to intentional branding efforts, co-

create city brand meaning. Rather, this chapter advances the literature in terms of 

theory building by providing a fresh, critical lens for marketing scholars to view more of 

the complex processes through which various stakeholders co-create city brand 

meaning as part of socio-cultural meaning-making. Crucially, this lens enables scholars 

to grasp, to a greater extent, a domain that contemporary marketing theory appears to 

fall short: the inherently uncontrollable aspects of city brand meaning co-creation 

caught up with everyday urban life. Further, the key theoretical contributions of this 

chapter (see also Green et al., 2018) provide a sound base for further investigation into 

the non-marketer-controlled aspects of city brand meaning co-creation, including the 

empirical stages of this thesis.  

3.5 ARTICULATING THE EMPIRICAL RESEARCH QUESTION   

As explicated throughout this chapter, the city’s fundamental elements (i.e. urban 

reminders, the arts and residential behaviour), like all aspects of social life (e.g. 

Linders, 2008, p. 468), remain under continuous reconstruction. People stimulate 

ongoing reconstruction of these socio-cultural meanings, and thus city brand meaning-

making processes more broadly, while discussing the city with friends, walking down 

the street, reminiscing about past travels, imagining far-away places and so on. 
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Indeed, recent place branding literature dealing with the co-creation of place brand 

meaning supports that people participate actively, rather than passively, in formulating 

what cities and other places mean to them personally (e.g. Aitken & Campelo, 2011; 

Campelo, 2017a; Campelo et al., 2014; Cassinger & Thelander, 2018; Giovanardi, 

2011b; Hudak, 2015; Kavaratzis & Hatch, 2013; Kavaratzis & Kalandides, 2015; 

Lichrou et al., 2017; Pryor & Grossbart, 2007). However, the nuanced and intricate 

actions and broader meaning-making processes through which people interact with 

socially constructed city elements, in the course of everyday urban life, remain largely 

unknown. To express this apparent research gap in more explicitly social 

constructionist terms (e.g. see Gubrium & Holstein, 2008, p. 6; Linders, 2008, p. 468), 

how do the city’s fundamental elements continuously come into being, emerge, take 

shape, become understandable, acquire meaningful boundaries and take on 

constraining and/or facilitating characteristics, as people go about their daily lives? This 

knowledge gap inhibits more thorough exploration of the non-marketer-controlled 

aspects of city brand meaning co-creation (i.e. the overarching purpose of the thesis). 

Further, advancing knowledge in this domain is necessary to develop more holistic 

understandings of city brand meaning-making processes that are also more attune to 

the complexities of urban life. Therefore, the empirical stages of this thesis aim to 

explore the following research question:  

 

 

 

 

 

 

Articulating the research question awakens the focal research phenomena under 

empirical investigation in this thesis: the actions and broader processes through which 

people interact with socially constructed city elements. Together, the research question 

and focal research phenomena provide the essential focus for the empirical stages of 

the research. Chapter Four outlines the design and implementation of these stages.    

  

Empirical research question: How do people interact 

with (and reconstruct) socially constructed city 

elements?  
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CHAPTER FOUR:  

EMPIRICAL RESEARCH DESIGN (Part A) 

4.0 INTRODUCTION TO PART A 

Chapter Two of this thesis identifies a major research gap surrounding the aspects of 

city brand meaning co-creation that groups seeking to intentionally brand the city 

cannot control. Chapter Three begins to explore and problematise this gap from a 

social constructionist perspective, arguing that the non-marketer-controlled aspects of 

city brand meaning co-creation form part of everyday, socio-cultural meaning-making. 

Chapter Three then takes up a more specific and fundamental gap within this 

theoretical oversight by conceptualising how fundamental, socially constructed and 

thus inherently uncontrollable elements of the city (i.e. urban reminders, the arts and 

residential behaviour) propel the meaning-making processes enveloping city brands. 

This initial conceptual and theoretical development directs articulation of the research 

question driving the empirical stages of this thesis: how do people interact with (and 

reconstruct) socially constructed city elements? This chapter outlines and justifies the 

research design devised and implemented to address this question.  

 

As Figure 4.1 below highlights, the research design guiding the empirical stages of the 

thesis consists of six main components. The first component reiterates the key 

epistemological and theoretical foundations underpinning the research, focusing on 

the implications of a social constructionist understanding of knowledge for empirical 

investigations. The second component justifies the adoption of a qualitative research 

methodology. The third component identifies the major quality markers for assessing 

the quality of this research given these foundations and methodology. The fourth 

component identifies a case study approach as the overarching qualitative inquiry 

approach most appropriate to addressing the research question. The fifth component 

justifies interviews as the primary qualitative research method engaged to co-create 

data pertaining to the focal research phenomena (i.e. the actions and processes 

through which people interact with and reconstruct city elements). The sixth and final 

component outlines the constructionist grounded theory methods employed to co-

create and make sense of (i.e. analyse) diverse interview data while working towards 

more comprehensive and abstract understandings.  
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Figure 4.1 Empirical Research Design Overview 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
Part A of this chapter presents components one, two, three, four and five of the 

empirical research design depicted in Figure 4.1. Part B of the chapter delineates the 

sixth and final component. The first component, a social constructionist understanding 

of knowledge, frames all other components and, indeed, the thesis as a whole.   

4.1 KEY EPISTEMOLOGICAL AND THEORETICAL FOUNDATIONS  

As established in the previous chapter, this thesis is grounded in a social 

constructionist understanding of knowledge (see Berger & Luckmann, 1966). These 

epistemological and theoretical foundations underpin all aspects of the thesis following 

the identification of a broad research gap surrounding the non-marketer-controlled city 

brand meaning-making processes in Chapter Two. Specifically, social constructionism 

frames conceptual and theoretical exploration of the overarching research purpose and 

specification of the empirical research question in Chapter Three, the design and 

conduct of the empirical research stages and, eventually, the contribution of this thesis 

to knowledge advancement. The following section outlines key implications of these 

Component 1: Key Epistemological and 
Theoretical Foundations  

Social constructionist understanding of knowledge  

Component 2: Research 
Methodology 

Qualitative  

Component 3: Quality Markers  
Worthy topic, rich rigour, 

sincerity, credibility, resonance, 
significant contribution, ethics 

and meaningful coherence 

Component 4: Qualitative 
Inquiry Approach 

Case study  

Component 5: Qualitative 
Research Method 

Interviews  

Component 6: Co-creating 
and Making Sense of Data  

Constructionist grounded theory 
methods 
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foundations for the latter domains, empirical research and knowledge advancement 

(see also summary Table 4.1).  

 
Table 4.1 Key Components of Social Constructionist Research  

 
Component 

 

 
Summary 

 
Knowledge 

and 
meaningful 

reality  
  

 
Assembled, negotiated (i.e. socially constructed) and fluid (Crotty, 1998; 
Gubrium & Holstein, 2008, p. 9) 

Research 
priorities   

The practical workings of (a) what is constructed and (b) how the 
construction process unfolds (Charmaz, 2008; Gubrium & Holstein, 
2008, p. 5) 
 

‘Scientific’ 
knowledge, 
theory and 
concepts  

 

Particular understandings of (research) phenomena assembled and 
negotiated by interpretive human communities (i.e. academic 
fields/disciplines that researchers participate in and identify with) 
(Crotty, 1998; Gubrium & Holstein, 2008) 

Knowledge 
advancement 

Development of more abstract and comprehensive understandings of 
research phenomena situated in particular positions, time frames, 
places, perspectives and experiences (Charmaz, 2003, 2014)  
 

Researcher’s 
position 

within the 
research 
process  

A knowing subject who actively contribute to the research process by, 
inter alia, co-creating data with research participants, making sense of 
data and developing advanced theoretical understandings of research 
phenomena  (Charmaz, 2003, 2008; Koro-Ljungberg, 2008) 
 

 
 

4.1.1 Knowledge and Meaningful Reality  

Social constructionists conceive all knowledge, and thus meaningful reality as people 

know and experience it, as assembled (i.e. constructed) and fluid, not static or 

universal (Gubrium & Holstein, 2008, p. 9). More precisely, Crotty (1998, p. 42) defines 

constructionism as “the view that all knowledge, and therefore all meaningful reality as 

such, is contingent upon human practices, being constructed in and out of interaction 

between human beings and their world, and developed and transmitted within an 

essentially social context”. Thus, instead of seeking to discover one world simply and 

evidently “there”, constructionists emphasise that people “actively construct the world 

of everyday life and its constituent elements” (Gubrium & Holstein, 2008, p. 3). More 

specifically, people assign names and meanings to objects and other phenomena that 

fill up the commonsense world of everyday life (e.g. water, dogs, trees, heat) (Best, 

2008, p. 45). Such phenomena ‘exist’. However, everything people know and 

understand about all ‘natural’ phenomena (e.g. water), and ‘social’ phenomena (e.g. 

nationalism), is socially generated and negotiated (Crotty, 1998). More broadly, human 

thoughts and actions construct and maintain all aspects of everyday life as ‘real’ 

(Berger & Luckmann, 1966).  
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4.1.1.1 Positioning in terms of commonly recognised ontological stances  

In terms of commonly recognised ontological positions, social constructionism aligns 

with a certain form of relativism by embracing the standpoint that “what is said to be 

‘the way things are’ is really just the ‘sense that we make of them’” (Crotty, 1998, pp. 

63-65). However, in contrast to the philosophical position often referred to as idealism, 

social constructionists do not propose that what is real consists entirely of ‘ideas’ 

(Crotty, 1998, p. 64). Instead, social constructionists perceive no contradiction between 

saying something is socially constructed and real (Crotty, 1998, p. 63). More 

particularly, from this standpoint, the world already exists yet holds no meaning until 

conscious and interpreting human beings engage with it (Crotty, 1998, p. 43; see also 

Luckmann, 2008, pp. 280-282). On this basis, social constructionism also does not 

align neatly with either ‘subjectivism’ or ‘objectivism’. Rather, constructionists shift 

attention to the interaction between subjects and objects that plays out as humans 

engage with, make sense of and ultimately construct the meaningful and real world of 

everyday life (Crotty, 1998, p. 45).   

4.1.1.2 ‘Social’ constructionism  

This thesis is grounded in a distinctly ‘social’ understanding of meaning-making. That 

is, while people make sense of reality in different ways, they do not do so with 

complete free reign, or in isolation (Charmaz, 2008, p. 409; Crotty, 1998, p. 47; 

Luckmann, 2008, pp. 281-282). Rather, certain historical and social conditions shape 

the assumptions, views, collective practices, processes and actions (e.g. 

communicative interaction, traditions, institutions) involved in the ongoing social 

construction of meaningful realities (Charmaz, 2008, p. 409). These conditions, and 

culture more broadly, “brings things into view for us and endows us with meaning” 

(Crotty, 1998, p. 54; see also Berger & Luckmann, 1966, pp. 21-23). Of course, the 

simplifying frameworks that culture (or rather cultures plural) bestow on interpretive 

human communities also limit the possibilities of what people engage with, see, know 

and understand. Engaging further with the potential for cultures to simplify and restrict 

everyday meaning-making leads to more explicitly critical social constructionist 

research that questions inherited assumptions (Crotty, 1998, pp. 58-61). Particular 

cultural lenses aside, a ‘social’ constructionist perspective engages with meaning-

making as inherently interactive, conventional, public and continuous (Crotty, 1998, p. 

55). This understanding of knowledge and reality directs constructionist researchers to 

prioritise certain research phenomena and investigative approaches (Gubrium & 

Holstein, 2008, pp. 5-6).  
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4.1.2 Prioritising Research Phenomena  

Conceiving knowledge and meaningful realities as fluid and dynamic, rather than static 

or universal, constructionists often investigate the actions and processes involved in 

assembling, sustaining, dismantling and reconstructing knowledge and meanings 

(Gubrium & Holstein, 2008). More specifically, constructionist research projects 

typically deal with the practical workings of (a) ‘what’ is constructed and/or (b) ‘how’ 

the construction process unfolds (Charmaz, 2008, p. 398; Gubrium & Holstein, 2008, p. 

5). In terms of the former, constructionist research prioritises understanding 

constructed and often taken-for-granted knowledge and meanings, irrespective of 

topical context (Charmaz, 2003; Koro-Ljungberg, 2008, p. 429). In terms of the latter, 

constructionist researchers investigate the actions and processes through which “some 

element of social life–meanings, institutions, identities, norms, problems, routines, and 

all other conceivable aspects of social reality–comes into being, emerges, takes shape, 

becomes understandable, acquires visible and meaningful boundaries, and takes on 

constraining and/or facilitating characteristics” (Linders, 2008, p. 468).  

 

Extending from a social constructionist understanding of knowledge, the empirical 

research question, articulated at the end of Chapter Three, directs the researcher’s 

investigative focus to how (i.e. the actions and processes through which) city elements 

continuously come into being, emerge, take shape, become understandable, acquire 

meaningful boundaries and take on constraining and/or facilitating characteristics. 

However, investigating this research question through a social constructionist lens also 

requires simultaneous engagement with the practical workings of what city elements 

people interact with and reconstruct throughout the empirical research stages. The 

social constructionist stance outlined here also frames how the conceptual and 

empirical dimensions of the thesis relate to ‘theory’ and ‘knowledge advancement’ 

more broadly.  

 

4.1.3 ‘Theory’ and Knowledge Advancement  

From a social constructionist perspective, interpretive human communities 

continuously assemble and negotiate all knowledge, including scientific or scholarly 

knowledge (Crotty, 1998; Gubrium & Holstein, 2008, p. 4; Luckmann, 2008, p. 281). 

Therefore, constructionists acknowledge that all theories and concepts represent 

particular understandings of (research) phenomena, rather than absolute, objective or 

otherwise privileged truth (Charmaz, 2014; Crotty, 1998, p. 64; see also Kvale, 1995). 

The core social constructionist assumption of multiple, fluid and emergent realities also 

directs departure with a positivist view of theory as explanation and prediction of 
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relationships between abstract concepts that can be generalised and treated as 

manipulable variables (Charmaz, 2014, pp. 443-444). Rather, social constructionist 

research outputs and theoretical claims advance knowledge by offering more abstract 

and comprehensive understandings of research phenomena (e.g. what people assume 

is real, how people construct meanings) (Charmaz, 2003, 2014, p. 447; Koro-

Ljungberg, 2008, p. 433). Constructionists also consider the extent to which research 

findings can be considered useful in terms of fulfilling or addressing a purpose, and 

potentially liberating in terms of empowering (or at least not oppressing) people and 

communities (Crotty, 1998, p. 47). Further, given the constructionist stance that 

historical and social conditions shape ongoing social construction of meaning realities 

and constituent phenomena (Charmaz, 2008, p. 409), researchers operating in this 

frame situate research findings in particular positions, time frames, historical moments, 

places, perspectives and experiences (Charmaz, 2003, 2014, pp. 448-449). In line with 

this conception of theory and knowledge advancement, constructionists also remain 

cognisant that academia constitutes a form of interpretive human community within 

which people (i.e. researchers) make sense of phenomena through inherited, 

sometimes critical, yet always selective lenses (Crotty, 1998). 

 

4.1.4 The Social Constructionist Researcher  

Social constructionists seek to engage with their active and central role in identifying 

research questions, co-creating data with research participants and making 

contextualised sense of ensuing data to, eventually, offer advanced theoretical 

understandings of research phenomena (Charmaz, 2003, 2008, p. 402; Gubrium & 

Holstein, 2003, p. 16; Koro-Ljungberg, 2008). More specifically, social constructionist 

researchers endeavour to engage with, rather than deny, downplay or limit, how their 

preconceptions, assumptions and other sensitising concepts inform the research 

(Charmaz, 2003). Further, constructionist researchers acknowledge that they also 

bring more implicit everyday understandings rooted in personal cultures to the research 

process (Crotty, 1998).  

 

Underscoring the researcher’s instrumental role in the research process, 

constructionist theories and other conceptualisations hinge, ultimately, on the 

researcher’s interpretation of the phenomena under investigation (Charmaz, 2014, p. 

447). However, rather than providing access to ‘privileged’, ‘superior’, or ‘scientific’ 

information, constructionist researchers aim to enter a “state of learning” with research 

participants in which the researcher and participants learn from one another about 

various topics (Koro-Ljungberg, 2008, p. 433). Giddens (2013, p. 86) breaks this 

process down into what he refers to as a “double hermeneutic”. Specifically, Giddens 
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(2013) highlights that social science researchers seek to first (i) engage with the 

meaning frames shaping participants’ actions and constructions before (ii) 

reconstituting these within a further set of meaning frames underpinning the technical 

conceptual schemes of academic communities. Both the constructionist impetus for 

interactive research and the specific empirical research question driving this thesis 

direct the adoption of a qualitative methodology as the second major research design 

component (refer Figure 4.1).   

4.2 QUALITATIVE RESEARCH METHODOLOGY  

With distinct strengths, weaknesses and logics, the suitability of a qualitative or 

quantitative methodological approach depends on the nature of the research (Maxwell, 

2013; Patton, 2002). Combining both methodologies (commonly referred to as a ‘mixed 

methods’ approach) is possible, and relevant, in some research (Creswell, 2009). 

However, a qualitative research approach is most appropriate in the present thesis for 

two main reasons: (1) the importance of engaging with participant meanings in order to 

address the empirical research question and (2) the value of flexibility and other 

features of this methodology that facilitate exploratory research, such as the present 

thesis. The following two sections outline and justify each main reason in full.  

 

4.2.1 Engaging With Participant Meanings  

A qualitative research methodology involves making sense of and interpreting 

phenomena in terms of the meanings people bring to them (Denzin & Lincoln, 2005, p. 

3). Thus, particular approaches aside, researchers working within this methodology 

often encourage people to freely express personal views in their own terms (Hubbard, 

1996b, p. 1454; Laaksonen et al., 2006, p. 210; Miles & Huberman, 1994). As 

reinforced throughout this thesis, socially constructed city elements (i.e. urban 

reminders, the arts and residential behaviour), like all aspects of social life (e.g. 

Linders, 2008, p. 468), remain under continuous ‘reconstruction’ (Crotty, 1998). That is, 

people continuously revise and reformulate these socio-cultural meanings while 

discussing the city with friends, walking down the street, reminiscing about past travels, 

imagining far-away places and so on. Thus, to explore the actions and processes 

through which people interact with and reconstruct these social constructs, the 

researcher must encourage research participants to talk about the city in their own 

terms. Ensuing qualitative data (e.g. comments, utterances, conversational exchanges) 

provide a basis from which to begin making sense of and interpreting how people 

interact with and reconstruct city elements (i.e. the focal research phenomena).  
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4.2.2 Flexibility and Other Exploratory Research Facilitators  

A qualitative research methodology is generally considered most appropriate when 

research phenomena must be explored because knowledge in the area is limited (e.g. 

Creswell, 1994, 2007, p. 40; Merriam, 1988, p. 10; Miles & Huberman, 1994, p. 10; 

Miller & Crabtree, 1992). Typically unstructured and flexible, qualitative data collection 

instruments (e.g. observation notebooks, interview guides) permit exploration of 

emerging research domains and unexpected or previously overlooked insights (Guba & 

Lincoln, 1994; Hyde, 2000; Laaksonen et al., 2006, p. 212). The unstructured and 

flexible nature of qualitative data collection mechanisms and techniques also enables 

researchers to discern and refine analytical avenues as research phenomena are 

explored and more comprehensive understanding develops (Bogdan & Biklen, 1992; 

Miles & Huberman, 1994). Further, to make sense of or ‘interpret’ qualitative data, 

researchers utilise a wide range of analytical processes throughout the research 

process, based on which processes offer a clearer and more in-depth “understanding 

of the subject matter at hand” (Denzin & Lincoln, 2005, p. 4). Flexible analytical 

processes also enable qualitative researchers to explore how the phenomena and 

surrounding contexts interact (Bogdan & Biklen, 1992; Corbin & Strauss, 2008; 

Creswell, 1994, p. 10; Miles & Huberman, 1994). In turn, these key features of a 

qualitative methodology facilitate the construction of increasingly detailed and 

comprehensive accounts of research phenomena (Creswell, 2013; Hatch, 2002; Miles 

& Huberman, 1994; Patton, 2002; Turnbull, 2002, p. 318). These key characteristics 

(i.e. detail and comprehensiveness) also embody high-quality social constructionist 

research. The third main research design component (refer Figure 4.1) elucidates this 

notion of quality in detail.  

4.3 QUALITY MARKERS  

A social constructionist understanding of knowledge, together with the qualitative 

methodology justified above, determine the markers against which the ‘quality’ of this 

thesis can be assessed. More specifically, Tracy’s (2010) eight-point conceptualisation 

of quality qualitative research provides an illuminative overarching framework for 

framing and pursuing a high-quality dissertation of this nature. This conceptualisation 

presents eight broad markers as universal hallmarks for high-quality qualitative 

research spanning various paradigms: (1) worthy topic, (2) rich rigour, (3) sincerity, 

(4) credibility, (5) resonance, (6) significant contribution, (7) ethics and (8) 

meaningful coherence. However, Tracy (2010, p. 837, 839) underscores that the 

particular techniques and practices through which each marker is pursued can, and 

should, vary according to the specific researcher (strengths, skills etc.), the research 
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context, theoretical affiliations and other research project factors such as time-

constraints. Therefore, this section of the chapter focuses on the essence of the eight 

markers, with direct reference to various techniques and practices for pursuing each 

marker. Moreover, Table 4.2 identifies the actual combination of techniques and 

practices through which the researcher pursued each marker in this thesis. In turn, 

Table 4.2 provides a continuing point of reference as subsequent sections of the 

current chapter provide more detail regarding each technique and practice. Chapters 

Five and Six also relate back to markers within Tracy’s (2010) eight-point 

conceptualisation, and associated techniques and practices, where appropriate.   
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Table 4.2 Eight Markers of Quality Qualitative Research Developed From Tracy (2010) 
 
 

 
Marker 

 

 
Essence 

According to Tracy 
(2010) 

Key Techniques and Practices Employed in This Thesis 
 

NOTE: Italic font highlights aspects pertaining to  
subsequent sections and chapters 

 
 
 
 

 
 

1  

 
 
 
 
 

Worthy 
topic 

 
 
 
 

Investigating research 
topics that are 

relevant, timely, 
significant and/or 
evocative (Tracy, 

2010, pp. 840-841) 
 

 
§ Discuss increasing contemporary importance and complexity 

of (i) city branding (ii) brand meanings and (iii) relationships to 
places and ‘place’ in Chapter One to help establish the 
relevance of the thesis 

§ Integrative review of city branding research and practice 
(leading to identification of overarching research purpose) in 
Chapter Two 

§ Conceptual and theoretical development (informing 
articulation of empirical research question) in Chapter Three  

§ Discuss research findings in relation to extant literature, 
contemporary practice and broader urban context in Chapter 
Six  

§ Delineate key implications for theory, research and practice in 
Chapter Six 
 

 
 
 
 
2 
 

 
 
 
 

Rich 
rigour 

Pursuing a variety of 
theoretical constructs, 

data, contexts, 
samples, participants 

and analysis 
procedures pertinent to 

engaging with the 
complex, fluid and 

multifaceted nature of 
research phenomena 

and substantiating 
ensuing claims (Tracy, 

2010, p. 841) 

 
§ Explain and justify overarching inquiry approach, primary data 

collection method and data co-creation and analysis 
processes embraced to engage with the complex, fluid and 
multi-faceted nature of the research phenomena (see 
Sections 4.4, 4.5 and 4.8 respectively)  

§ Present research findings in Chapter Five, including insertion 
and discussion of relevant and diverse extended 
conversational exchanges between the researcher and 
participants, along with co-created visual data (e.g. hand-
drawn maps) to assist in substantiating claims throughout 

 
 
 
 
 
3 
 

 
 
 
 
 

Sincerity 

 
 
 
 

Conducting and 
reporting research in 
an authentic, genuine 
and honest manner 

(Tracy, 2010, pp. 841-
842) 

 

 
§ Explicate the epistemological and theoretical foundations of 

the research that constitute key assumptions held by the 
researcher regarding knowledge, meaningful realities, the 
research phenomena, knowledge advancement and roles in 
the research process (see Section 4.1 this chapter especially, 
but also Section 3.1 Chapter Three)  

§ Reflect upon the researcher’s role throughout data co-creation 
and analysis processes (see Section 4.8 this chapter) via 
techniques such as regular memoing, post-interview 
researcher reflection and analysis of extended conversational 
exchanges between participant and researcher (as opposed 
to isolated participant utterances) 

§ Explain data co-creation and analysis processes (see Section 
4.8), structured according to four overlapping ‘rounds’, in full, 
as they played out in ‘practice’, including unanticipated data 
co-creation occasions and analytical avenues  
 

 
 
 
 
 
 
 
 
4 
 
 

 
 
 
 
 
 
 
 

Credibility 

 
 
 
 

 
Pursuing and 

presenting plausible 
and persuasive 

research findings that 
readers consider 

trustworthy enough to 
act upon (Tracy, 2010, 

pp. 842-844) 
 

 
§ Explain data co-creation and analytical processes conducive 

to aiming for thick description (see Section 4.8) (e.g. detailed 
transcript approach, opportunities to engage further with 
participants’ tacit knowledge and understandings) 

§ Co-create multiple data types thorough multiple interviewing 
techniques and approaches (e.g. free association exercise, 
map-drawing exercise, photo elicitation exercise, follow-up or 
sequential interviews, email correspondence, ‘snapshot’ style 
interviews and ‘paper interview’ conversations) (outlined in 
Section 4.8) 

§ Implement a maximum variation sampling approach 
throughout the empirical research stages to help engage 
different voices 

§ Integrate conversational exchanges with different participants 
throughout Chapter Five to re-present multiple voices within 
research output 

§ Invite further conversation with participants throughout the 
research and integrate more formal ‘member reflection’ 
exercises (outlined Section 4.8) 
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Table 4.2 Continued - Eight Markers of Quality Qualitative Research Developed From Tracy (2010) 
  

Marker 
 

 
Essence 

According to Tracy 
(2010)  

Key Techniques and Practices Employed in This Thesis  
 

NOTE: Italic font highlights aspects pertaining to  
subsequent sections and chapters 

 
 
 
 
 

 
5  

 
 
 

 
 

Resonance 

 
 
 
 

Pursuing and 
presenting research 

findings that 
“meaningfully 

reverberate and affect 
an audience” (Tracy, 
2010, pp. 844-845) 

 

 
§ Invite participant reflection on developing interpretations, 

categories etc. through formal member reflection exercises 
that offer some indication of resonance with contemporary 
urban experience  

§ Discuss research findings in relation to current literature to 
encourage identification and transfer amongst scholars (see 
Chapter Six) 

§ Discuss research findings in relation to current practice and 
issues facing contemporary city brand management to 
encourage identification and transfer amongst practitioner 
audiences (see Chapter Six)  

§ Articulate potential implications of the research findings for 
multiple audiences including scholars, practitioners and 
other stakeholders (e.g. city residents) (see Chapter Six) 
 

 
 
 
 
 
 
6 
 

 
 
 
 
 

 
Significant 

contribution 

 
 
 
 
 

Pursuing and 
presenting research 
findings that improve 

or advance theoretical 
knowledge, practice, 
everyday life and/or 

further research 
(Tracy, 2010, pp. 845-

846)  
 

 
§ Conduct and present integrative review of city branding 

research and practice in order to establish overarching 
research purpose (see Chapter Two)  

§ Articulate the particular ways through which the 
understandings offered by the research usefully extend (or 
problematise) current theoretical assumptions (see Key 
Theoretical Implications, Chapter Six) 

§ Articulate how the understandings offered by this research 
can inspire and inform future research (see Key 
Methodological Implications, Chapter Six) 

§ Articulate the particular ways through which the research 
findings may have relevance to practitioners engaging in 
various forms of intentional city branding (e.g. tourism 
operators, councils, policy makers, advertising agencies) 
(see Key Practical Implications, Chapter Six) 

§ Articulate the particular ways through which the research 
findings may have relevance to other ‘real world’ audiences 
(e.g. people living in cities) (see also Key Practical 
Implications, Chapter Six) 
 

 
 
 
 
7 
 

 
 

 
 

Ethics 

Upholding universal 
ethical principles (e.g. 

informed consent) 
dictated by larger 

organisations, 
institutions or 

governing bodies and 
more particular ethical 
principles called for in 
certain contexts and 

situations (Tracy, 
2010, pp. 846-847) 

 
§ Seek and obtain approval for the empirical stages of the 

research from University Institutional Review Board prior to 
first round of data co-creation and analysis (see Section 4.8)  

§ Regular memoing to assist with (i) identifying, reflecting 
upon and honouring contexts and situations that call for 
consideration of more particular ethical principles (e.g. 
decision to leave out conversational exchanges that could 
jeopardise participant confidentiality despite use of aliases 
etc.) and (ii) broader ‘ethical self-consciousness’ 

 
 
 
 

 
8 
 
 

 
 

 
 

 
Meaningful 
coherence 

 
 
 

“Eloquently 
interconnect” 

epistemological 
foundations, 

theoretical frameworks 
and situational goals 

with all aspects of 
research design, data 
co-creation and data 

analysis (Tracy, 2010, 
p. 848) 

 
§ Identify key epistemological and theoretical foundations to 

open and guide conceptual and theoretical exploration in 
Chapter Three and all ensuing thesis components (including 
articulation of empirical research question) 

§ Continually engage with epistemological foundations 
throughout the research  

§ Ensure empirical research question and overarching 
research purpose guide (i) entire empirical research process 
(see Chapter Four), (ii) research findings (see Chapter Five) 
and (iii) subsequent discussion of the research findings (see 
Chapter Six)  

§ Discuss research findings in a way that forges meaningful 
connections between focal research phenomena, findings 
and extant literature (including but not limited to literature 
reviewed in Chapter Two and Chapter Three) 
 

 

Extensive and continuing conversations surround the very notion and particular nature 

of ‘quality’ (and interweaving concepts such as ‘validity’) in qualitative research (e.g. 
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Kvale, 1995; Lincoln, 1995; Madill, Jordan, & Shirley, 2000; Maxwell, 1992; Merriam, 

1988, pp. 198-219; Merrick, 1999; Miles, Huberman, & Saldaña, 2014, pp. 293-315; 

Patton, 1999). However, explicating the voices and camps within these conversations 

is beyond the scope of this chapter. On this basis, and to ensure clarity and directness 

regarding the fundamental issue of research quality, the focus here remains on the 

eight markers in Tracy’s (2010) framework.  

 

4.3.1 Worthy Topic  

Worthy topic, the first marker of high-quality qualitative research according to Tracy 

(2010, pp. 840-841), refers to investigating timely, significant and/or evocative research 

topics. To establish such ‘worthiness’, researchers typically consider factors such as: (i) 

contemporary social, cultural, political and economic climates, (ii) disciplinary priorities 

and (iii) well-accepted ideas or assumptions within particular disciplines and societies 

more broadly (Tracy, 2010). As Table 4.2 highlights, although establishing the 

worthiness of the topic under investigation in this thesis commenced in Chapter One, 

Chapters Two and Six also relate directly to this first marker.  

 

4.3.2 Rich Rigour 

The second marker, rich rigour, hinges on pursuing a variety of theoretical constructs, 

data, contexts, samples, participants and analysis procedures pertinent to (i) the 

complex, fluid and multifaceted nature of research phenomena and (ii) substantiating 

ensuing claims about those phenomena (Tracy, 2010, p. 841). Qualitative researchers 

often seek rich rigour by:  

§ Ensuring all data co-creation and analysis processes align with research 

questions, the nature of the phenomena under investigation and broader 

research purpose;  

§ Explaining the processes involved in co-creating and making sense of data 

(e.g. interview questions, transcription detail, coding approaches, data 

management techniques) to convey variety and abundance, as well as due 

diligence, thoroughness and appropriate effort in these regards; and 

§ Presenting ensuing research findings in ways that substantiate claims, while 

also honouring the variety and abundance of data co-created and analysed 

(Tracy, 2010).  
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4.3.3 Sincerity  

Sincere qualitative research is conducted and reported in an authentic, genuine and 

honest manner (Tracy, 2010, pp. 841-842). Reinforcing the need to engage with the 

researcher’s active and central role in social constructionist research (Charmaz, 2003; 

Koro-Ljungberg, 2008), a self-reflexive stance is fundamental to pursuing this marker 

(see also Hatch, 2002, pp. 10-11; Peshkin, 1988; Pillow, 2003; Wallendorf & Brucks, 

1993, p. 342 on reflexivity within research). For Tracy (2010, p. 842), self-reflexivity 

involves being honest regarding how personal strengths, shortcomings, assumptions 

and feelings shape all aspects of the research, from question identification to 

interactions with participants and, eventually, presentation of findings. Tracy (2010, p. 

842) also identifies transparency (i.e. explaining data co-creation and analysis 

processes in a full and honest manner that includes unexpected twists and turns) as 

part of sincerity. Transparent research procedures are often discussed in relation to 

quality qualitative research (e.g. Kitto, Chesters, & Grbrich, 2008, p. 244; Kvale & 

Brinkmann, 2009, p. 253), as is credibility.   

 

4.3.4 Credibility  

Tracy (2010, pp. 842-844) conceptualises credibility as plausible and persuasive 

research findings that readers consider trustworthy enough to act upon. Although 

resonating with other discussions of ‘credible’ qualitative research (see Miles & 

Huberman, 1994, pp. 278-279 for similar), emphasis on Tracy’s conceptualisation of 

this marker ensures clarity and direction in this respect. To pursue credibility, 

qualitative researchers often:  

1. Aim for ‘thick’ description by (i) engaging with the full complex and situated 

nature of data during data co-creation (e.g. transcription detail) (ii) engaging 

with participants’ explicitly stated and tacit understandings during analysis and 

(b) providing enough detail when presenting findings for readers to draw 

conclusions about the data; 

2. Engage with multiple (i) data types, (ii) methods, (iii) researchers and (iv) 

theoretical frameworks in order to explore more facets of the research 

phenomena and develop more complex and in-depth understandings;  

3. Engage with and represent the voices of multiple and varied participants; and  

4. Encourage participants to reflect upon researcher interpretations, categories, 

themes, research findings etc. (i.e. ‘member reflections’) to permit more 

elaborate understandings (Tracy, 2010, pp. 843-844).  

The latter of these four main techniques and practices also facilitates the fifth quality 

marker.     
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4.3.5 Resonance  

Resonance refers to the extent to which research findings “meaningfully” affect 

audiences such as scholars, participants and practitioners (Tracy, 2010, pp. 844-845). 

In terms of pursuing resonance, Tracy (2010) emphasises research outputs that 

audiences can identify with, reflect upon and transfer to other situations, populations or 

circumstances (see also Firestone, 1993, p. 18 on transferring).  Presentation features 

particularly conducive to fostering resonance include inclusion of ‘rich’ or ‘thick’ 

description, emphasis and accessible writing styles (Firestone, 1993, p. 18; Tracy, 

2010, p. 845).   

 

4.3.6 Significant Contribution  

The sixth marker of quality qualitative research, significant contribution, refers to 

research outputs that improve or advance theoretical knowledge, future investigations, 

practice and/or everyday life for other ‘real world’ audiences (Tracy, 2010, pp. 854-

846). Engaging with the current climate of knowledge, practice and politics pertinent to 

research topics provides a basis for gauging ensuing ‘significance’. Hence, pursuit of 

this marker should begin early in the research process (Tracy, 2010). More particularly, 

the notions theoretical improvement and advancement referred to here echo a social 

constructionist understanding theory and knowledge advancement (e.g. Charmaz, 

2014; Crotty, 1998; Gubrium & Holstein, 2008; see also Table 4.1). With regards to 

future research, qualitative research outputs often help to understand social life in new 

ways that inspire or inform subsequent investigations (Tracy, 2010, p. 846). In terms of 

improving practice and everyday life for other key audiences, qualitative researchers 

often seek to shed light on contemporary problems facing particular audiences (e.g. a 

field of practitioners) and/or broader populations (e.g. city residents) (Tracy, 2010, p. 

846; see also Miles & Huberman, 1994, p. 280 on research ‘consumers’). Hence, 

Tracy’s (2010) understanding of practical significance aligns with the constructionist 

emphasis on research outputs that can be considered (i) useful in terms of fulfilling or 

addressing a purpose, and (ii) potentially liberating in terms of empowering (or at least 

not oppressing) various people and communities (Crotty, 1998, p. 47).  

 

4.3.7 Ethics 

Ethics, the seventh and perhaps most fundamental marker of high-quality qualitative 

research (see also Creswell, 2013; Howe & Eisenhardt, 1990, p. 8; Maxwell, 2013; 

Merriam, 1988), encompasses two interrelated domains: 

1. Universal ethical principles (e.g. informed consent, confidentiality, respect) 

dictated by larger organisations, institutions or governing bodies; and  
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2. More particular ethical principles activated in certain contexts and situations 

(Tracy, 2010, pp. 846-847).  

In terms of the first domain, researchers must identify and honour universal ethical 

principles encompassing mandates such as voluntary participation and confidentiality. 

This process typically involves seeking approval from relevant Institutional Review 

Boards that provide essential guidance in identifying and upholding universal ethical 

research principles (Bogdan & Biklen, 1992, p. 53; Kitto et al., 2008, p. 244). 

Additionally, each study involves a unique ethical issue profile, some of which cannot 

be anticipated beforehand (Kvale & Brinkmann, 2009). Thus, upholding the second 

domain of more particular ethical principles involves continually reflecting on and 

honouring nuanced contexts and situations such as participants unexpectedly sharing 

sensitive information (Tracy, 2010, p. 847). This latter domain also encompasses an 

element of self-reflexivity, or ‘ethical self-consciousness’, as researchers must 

continually reflect on the potential ethical implications of their personal character, 

decisions and actions (Kvale & Brinkmann, 2009, pp. 61-79; Tracy, 2010, p. 847).  

 

4.3.8 Meaningful Coherence  

Meaningfully coherent qualitative research eloquently interconnects epistemological 

foundations, theoretical frameworks and situational goals (e.g. overarching purpose 

and research questions) with all aspects of research design, data co-creation and 

analysis (Tracy, 2010, p 848; see also Howe & Eisenhardt, 1990). Pursuing this eight 

and final quality marker requires consistency at every turn throughout the research 

process, especially when (i) presenting findings that address the research question and 

(ii) discussing these findings in relation to the literature that informs identification of the 

research purpose and question, as well as other pertinent literature. Further, qualitative 

researchers must ensure the study ultimately accomplishes what it espouses to 

accomplish (Tracy, 2010, p. 848).   

 

Providing a continuing point of reference for the remainder of this thesis, Table 4.2 

identifies the particular techniques and practices through which this thesis pursues the 

eight markers in Tracy’s (2010) framework. As Table 4.2 also highlights, identification 

of a case study inquiry approach as the most appropriate qualitative inquiry approach 

for addressing the research question from a social constructionist perspective 

contributes to meaningful coherence. Adoption of a case study approach also 

facilitates rich rigour and credibility by permitting in-depth investigation and co-

creation of varied data with diverse participants.     
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4.4. QUALITATIVE INQUIRY APPROACH: CASE STUDY  

The wide range of potential approaches to qualitative inquiry offers flexibility but also 

potential complexity and confusion (Hatch, 2002; Patton, 2002). Therefore, adopting 

one of the five recognised qualitative inquiry approaches (i.e. narrative research, 

phenomenology, grounded theory, ethnography and case study) facilitates a more 

systematic approach and, ultimately, high-quality qualitative research (Creswell, 2007, 

2013). Accordingly, the following section evaluates the relevance of these five 

approaches to the present research. Specifically, the first sub-section establishes the 

pertinence of a case study approach to the empirical research question. The following 

sub-sections justify preference of a case study approach over other approaches to 

qualitative inquiry.  

 

4.4.1 Case Study Research  

The case study inquiry approach examines a contemporary phenomenon (e.g. 

experience, process) within a real-life context (Yin, 1981, p. 59, 2003, p. 13). Thus, 

case study researchers take up one or more natural settings or bounded systems (e.g. 

individual people, organisations, families, cities, community groups), referred to as 

‘units of analysis’, within which to examine the research phenomenon in-depth 

(Benbasat, Goldstein, & Mead, 1987). Researchers adopting this approach often utilise 

a range of evidence and method types that may span quantitative and qualitative 

methodologies (Benbasat et al., 1987; Yin, 1981, pp. 58-59). Given these features, the 

case study inquiry approach is considered particularly valuable for in-depth exploration 

of complex processes embedded in surrounding contexts (Benbasat et al., 1987; 

Stake, 1978; Yin, 2003). As Chapter Three explicates (see Figure 3.2 especially), the 

meaning-making processes that envelop city brands, including everyday interactions 

with socially constructed city elements, constitute complex and socio-culturally 

embedded processes. The case study inquiry approach also aligns with the social 

constructionist understanding of knowledge grounding this thesis. To reiterate, 

constructionists conceive that particular historical and social conditions shape the 

views, actions, assumptions and collective practices involved in the ongoing social 

construction of reality and constituent phenomena (Charmaz, 2008, p. 409). Hence, 

constructionists pursue interpretive understandings of research phenomena that 

account for context, rather than universal “explanations and generalisations devoid of 

context” (Charmaz, 2008, p. 402).  

 

More pointedly, in terms of the empirical research question articulated at the end of 

Chapter Three, everyday interactions with socially constructed city elements intertwine 
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with complex and fluid contexts, rather than playing out in a socio-cultural void. Thus, 

empirical investigation of how people interact with and reconstruct socially constructed 

elements of a particular city (i.e. real-life context or ‘case’) provides a basis from which 

to effectively accommodate the context embeddedness of the research phenomena 

and city brand meaning-making processes more broadly. This justification for adopting 

an overarching case study inquiry approach also informs selection of the particular 

‘case’ city within which to explore the research phenomena in-depth.    

4.4.1.1 Selection of the case city: Melbourne (Australia) 

Research questions determine the most appropriate unit of analysis in case study 

research (Benbasat et al., 1987, p. 372). Potentially any socially constructed ‘city’ (e.g. 

Sydney, Paris, Singapore, Washington, Rome, Madrid, Amsterdam, etc.) could provide 

a bounded system or unit of analysis to focus investigation of the empirical research 

question of this thesis. However, practical considerations limit the feasibility or ‘viability’ 

of selecting a particular city for this purpose. Specifically, five main factors limit the 

viability of potential case city options in the context of this thesis: (1) researcher’s 

native language, (2) physical proximity, (3) financial resources, (4) time constraints and 

(5) access to research participants. Evaluation of these factors directs the identification 

of ‘Melbourne’ (‘Australia’) as the most viable case city.   

 

As the capital city of the south-eastern Australian state, Victoria (City of Melbourne, 

2018b), and Australia’s second largest city overall, Melbourne covers 37.7km2 and is 

home to a population of 135,959 residents (City of Melbourne, 2018a). With 56% of 

residents born overseas (City of Melbourne, 2018a), and over one million international 

visitors each year, local governments and authorities consider Melbourne to be an 

‘international’ and ‘culturally diverse’ city (City of Melbourne, 2018c, 2018b). In terms of 

city brand reputation relative to other Australian cities, Melbourne is often touted 

variously as the nation’s ‘cultural capital’ (e.g. State Government of Victoria, 2017), 

‘style capital’ (e.g. Black, 2017), ‘culinary capital’ (e.g. Slade, 2018), ‘event capital’ (e.g. 

Doyle, 2017), ‘street art capital’ (e.g. Jopp, 2017) and ‘sporting capital’ (e.g. McFarland, 

2017). Of course, variable degrees and forms evidence and criteria inform such 

rankings. Nonetheless, ensuing labels help to convey the overall perceived significance 

of Melbourne relative to other cities in Australia, while also indicating more dominant 

contemporary reconstructions of ‘Melbourne’. Further, regular appearances in global 

‘livability’ rankings (e.g. Chalkley-Rhoden, 2017; Wright, 2016) continue to bolster the 

city’s reputation as a ‘liveable city’. More pointedly in terms of factors directing 

identification of Melbourne as the most viable focal case study for the present 

research, however, Melbourne’s residential population predominantly speak English, 
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thus preventing the need for extensive language translation services. Further, 

Melbourne is located two and a half hours flight time away from the researcher’s 

current residence (Gold Coast, Australia), thus reducing the travel (i.e. time and 

financial costs) required to engage research participants currently residing in the case 

city. Additionally, given that the researcher currently lives in another Australian city, 

selecting Melbourne as the focal case city was also conducive to engaging participants 

who have visited but not lived in Melbourne and participants who have never visited or 

lived in Melbourne.  

 

Selection of Melbourne as the case city was also reflexive (see Tracy, 2010, p. 842) as 

the researcher had visited Melbourne on several occasions prior to the research. 

However, the researcher has never lived in Melbourne. Focusing on a city in which the 

researcher had extensive experience could inhibit her ability to examine the more 

implicit actions and processes through which people interact with and reconstruct the 

fundamental, often taken-for-granted, elements of that city. On the other hand, 

selecting a city in which the researcher had no prior experience could also impede data 

co-creation and analysis processes by requiring a greater period of personal 

acquaintance or sensitisation.  

4.4.1.2 Embracing individual perspectives on a single case city  

In addition to providing a suitable basis for accommodating the context embeddedness 

of the research phenomena and city brand meaning-making processes more broadly, 

adoption of a case study inquiry approach, with a particular city as the overarching unit 

of analysis, also facilitated in-depth examination of individual perspectives. That is, in 

line with a constructionist stance on social realities as multiple and fluid (Gubrium & 

Holstein, 2008), the researcher engaged with each individual who participated in the 

research as a nuanced smaller-scale (i.e. ‘human’) bounded system, potentially 

shaped by unique (yet not isolated) historical and social conditions. The researcher 

also prioritised engaging a range of research participants over selection of multiple 

case cities on this basis. In this sense, the focal case city (i.e. Melbourne) could be 

thought of as an overarching unit of analysis comprising smaller units of analysis (i.e. 

people who interact with and construct the city), all of which present opportunities for 

more in-depth investigation of the research phenomena.   

 

In terms of data co-creation processes, the researcher purposefully engaged 

participants with diverse relationships to the city (e.g. people living in Melbourne, 

people who have never visited Melbourne) to help better understand the actions and 

broader processes through which people interact with and reconstruct city elements 
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(i.e. the research phenomena). Specifically, the researcher encouraged open-ended 

discussion and storytelling through semi-structured and in-depth qualitative interviews 

by following up on expressions, terms and other features of each participant’s lexicon 

(Charmaz, 2003). In terms of data analysis, the researcher prioritised a more abstract 

and comprehensive understanding of the actions and processes through which 

individual people interact with and reconstruct socially constructed elements of the city 

(in this case, ‘Melbourne’), over a more abstract and comprehensive understanding of 

each individual’s perspective. As such, the findings chapter of this thesis highlights 

nuances of the case city (i.e. Melbourne) and the perspectives of specific participants. 

Nonetheless, the focus throughout remains on advancing knowledge of the research 

phenomena (i.e. the actions and processes through which people interact with and 

reconstruct socially constructed city elements). Adoption of a case study approach and 

focus on a single case city facilitated this simultaneous engagement with city-level and 

individual nuances pertinent to the research phenomena. These interrelated 

requirements deem other recognised qualitative inquiry approaches such as narrative 

research less appropriate to the empirical dimension of the thesis.     

 

4.4.2 Narrative Research  

As an overarching approach to qualitative inquiry, narrative research centres on 

collecting and reporting the stories of a single individual or a small group of individuals 

chronologically according to their life course stages (Creswell, 2013). Indeed, the 

emphasis within the narrative research on how people make sense of their lives 

through stories (Hatch, 2002, p. 28; Merriam, 2009, p. 23) appears pertinent to 

understanding the actions and processes through which people interact with and 

reconstruct socially constructed city elements in the course of everyday urban life. 

However, the preferred case study inquiry approach enables exploration of how 

construction of life stories shapes or forms part of these actions and processes, while 

also accommodating the context-embeddedness of the research phenomena and 

various other nuanced requirements outlined above.  

 

4.4.3 Phenomenological Research  

Not unlike narrative research, phenomenological research is structured to enhance 

understanding of the meaning that people construct around everyday lived experiences 

(e.g. events, interactions) (Bogdan & Biklen, 1992, p. 34; Creswell, 2013; Hatch, 2002, 

p. 29; Patton, 2002, p. 104; Tesch, 1990, p. 68). As such, the basic principles of 

phenomenology underpin all qualitative research to some extent (Bogdan & Biklen, 

1992, p. 3; Hatch, 2002, p. 29; Merriam, 1998, p. 15; Patton, 2002, p. 107). However, 
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studies embracing this inquiry approach advance research accounts of the meanings 

individuals attach to everyday experiences and the classifications they employ to make 

sense of these experiences (Reeves, Albert, Kuper, & Hodges, 2008, p. 631-632). 

More distinctly, this approach focuses on distilling the essence and underlying structure 

of particular research phenomena (Creswell, 2013; Hatch, 2002, p. 30; Kvale, 1983, p. 

184; Merriam, 1998, p. 15, 2009, p. 23; Patton, 2002). Hence, adoption of a 

phenomenological inquiry approach in this thesis would involve intense focus on 

distilling the essence and underling structure of interactions with socially constructed 

city elements as a lived experience. In contrast, the case study inquiry approach 

appears more conducive to accommodating the context-embeddedness of the 

research phenomena, while still permitting in-depth examination of individual 

perspectives.  

 

4.4.4 Ethnographic Research 

Adopting the third recognised qualitative inquiry approach, ethnographic research, 

could also be considered restrictive in the context of the present research. 

Ethnographic research investigates the shared behaviours, beliefs and languages (i.e. 

‘culture’) that develop amongst people who interact regularly (Creswell, 2013; Patton, 

2002, p. 81), often with the aim of understanding how people interact with the culture 

(Merriam, 2009, p. 23) and the more specific cultural knowledge that people use to 

make sense of everyday life (Hatch, 2002, p. 21). Although researchers now employ 

different interpretations of ethnography across diverse research contexts (Atkinson & 

Hammersley, 1994), in-depth investigation of particular culture-sharing groups and 

analytical efforts attune to associated socio-cultural dynamics continue to distinguish 

ethnographic research as an overarching inquiry approach (Merriam, 1998, p. 14). 

Therefore, adoption of an ethnographic inquiry approach would require a focus on how 

individuals within a particular culture-sharing group interact with and reconstruct city 

elements. Hence, examining how a variety of participants interact with the elements of 

one particular city, as part of an overarching case study inquiry approach, is again 

more appropriate to the present research. Based more on theory generation processes 

than on particular research phenomena (Patton, 2002, p. 125), a grounded theory 

approach could be valuable to this thesis.  

 

4.4.5 Grounded Theory  

Pioneered by Glaser and Strauss (1967), the grounded theory inquiry approach 

encompasses systematic guidelines for collecting and analysing data in ways that 

generate or discover theory (Creswell, 2013; Hatch, 2002, p. 26; Merriam, 1998; 
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Patton, 2002, pp. 487-492). The principal aim of grounded theory is to build substantive 

theory about research phenomena that is ‘grounded’ in the data and the research 

setting (Merriam, 1998, p. 18, 2009, p. 23). This approach appears pertinent to the 

present research given the objective to offer abstract, interpretive and advanced 

understandings of the research phenomena. However, the case study approach still 

provides a superior basis from which to accommodate the context-embeddedness of 

the research phenomena and city brand meaning-making processes more broadly. 

Nonetheless, more particular grounded theory methods, techniques and processes 

(e.g. constant comparison), can focus and enhance qualitative data collection and 

analysis within other inquiry approaches (Charmaz, 2003). Also highly pertinent to the 

present thesis, grounded theory methods are especially conducive to in-depth 

investigation of particular phenomena, as opposed to “the whole of research 

participants’ lives” (Charmaz, 2008, p. 401). Moreover, the flexible and in-depth nature 

of grounded theory methods is especially conducive to pursuing rich rigour (see Table 

4.2 for an overview of this and other quality markers). Therefore, the present thesis 

adopts a case study approach to qualitative inquiry, in conjunction with more particular 

grounded theory methods (see visualisation Figure 4.1). Before elaborating on these 

processes in Part B of this chapter, the following section justifies interviews as the 

primary qualitative research method employed to better understand the actions and 

processes through which different individuals interact with and reconstruct city 

elements. Working from a social constructionist understanding of knowledge, and 

directed by the distinct nature of the research question, employment of this method, in 

conjunction with an overarching case study inquiry approach, further contributes to 

meaningful coherence (see Table 4.2).  

4.5 PRIMARY QUALITATIVE RESEARCH METHOD: INTERVIEWS  

Considered a highly effective means of gaining insight into participant meanings 

(Bogdan & Biklen, 1992, p. 32; Creswell, 2007, 2013; Hollway & Jefferson, 2000), 

interviews feature in much qualitative research (Silverman, 2017). More specifically, 

open-ended and in-depth qualitative interviews facilitate a ‘phenomenological’ mode of 

understanding by encouraging people to describe events, interactions and broader life-

worlds at length and in their own words (Kvale, 1983, p. 173). Interviews are also 

common in constructionist research given this stance prioritises understanding tacit 

meanings and implicit actions, as well as directly observable and explicitly stated 

constructions (Charmaz, 2003, 2008, p. 403). Particularly crucial in the present 

research, the interview method offers a rich source of potential insights into how people 

interact with and reconstruct socially constructed city elements. More fundamentally, as 
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a frame of understanding and empirical perspective, social constructionism shapes 

how researchers conceive and approach qualitative interviews (Holstein & Gubrium, 

2003, 2011; Koro-Ljungberg, 2008).  

 

4.5.1 Qualitative Research Interviews as Social Meaning-Making Acts 

Constructionist researchers conceive qualitative research interviews as social 

meaning-making acts (Koro-Ljungberg, 2008). The constructionist understanding of 

social worlds as “assembled and sustained, not just evidently available for 

documentation and analysis” (Gubrium & Holstein, 2008, p. 9) underpins this 

conception. That is, from a constructionist viewpoint, people continually construct the 

meaning of the world around them as they interact with elements of that world (Crotty, 

1998, p. 42) including, for instance, buildings, myths, other people, stereotypes, 

traditions, the media and education. This approach to social worlds directs departure 

from interviews as simple information gathering or ‘data mining’ exercises that, if 

conducted ‘correctly’, provide judicious researchers full, unfiltered access to the 

observations, memories and interior experiences of passive participants (Holstein & 

Gubrium, 2003; see also Silverman, 2017; Weiss, 1994). Rather, constructionist 

researchers acknowledge that participants continue to construct the very nature and 

meaning of various phenomena (e.g. behaviours, interactions, events, actions) and 

encompassing realities during, or rather through, (interview) conversation (Flick, 2009; 

Holstein & Gubrium, 2003, p. 16). Crucially, as well as giving “firm contours to items 

previously apprehended in a fleeting and unclear manner”, social conversation 

modifies and transforms reality by dropping, adding, weakening and/or reinforcing 

various understandings (Berger & Luckmann, 1966, p. 153; see also Brinkmann, 2015, 

pp. 225-226). Thus, conversations initiated for research purposes provide an 

“analytically fruitful social context” within which to examine the production and 

negotiation of ideas and other phenomena (e.g. socially constructed city elements) 

(Brinkmann, 2015, p. 226; Koro-Ljungberg, 2008, p. 440). Furthermore, researchers 

and participants jointly produce interview ‘data’ (e.g. implicit meanings, participant’s life 

history, experiential views) through the “shared interactional work” that plays out during 

an interview conversation (Atkinson & Silverman, 1997, p. 311). Moreover, while 

constructing research phenomena, the researcher and participant also co-construct 

temporarily shared conversational realities within which more particular constructions 

‘make sense’ (Koro-Ljungberg, 2008; see also Brinkmann, 2015, p. 238). In line with 

this conception of interviews, constructionists engage with interview participants as 

knowing subjects who negotiate and ultimately co-create knowledge with the 

researcher (Holstein & Gubrium, 2003, p. 3; Koro-Ljungberg, 2008, p. 341) in a 

dynamic and ‘circular’ fashion.  
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4.5.1.1 Circular process of interview conversation  

Conversational exchanges between knowing subjects (i.e. participants and 

researchers) enable the co-creation of interview data (Koro-Ljungberg, 2008, p. 432). 

On a more detailed level, the participant and the researcher negotiate and ultimately 

‘co-create’ the meaning of particular interview questions and responses. Mishler’s 

(1986, pp. 53-54) description of interview questions as part of a circular process 

provides a useful basis for comprehending the give-and-take that plays out as the 

participant and researcher seek to make “continuing sense of what they are saying to 

each other”. Figure 4.2 visualises this notion further. As highlighted through grey and 

black text, different forms of negotiation ensue according to whether (or not) the 

participant requests clarification (e.g. “What do you mean…”) and/or reformulates the 

researcher’s question (e.g. “Do you mean…”). Moreover, the researcher can stimulate 

additional negotiation by paraphrasing the participant’s response and offering this 

summary back to the participant, rather than proceeding directly with questions. This 

understanding of interview conversations as circular, dynamic and social meaning-

making acts shapes conception and engagement with interview ‘data’ and ‘analysis’ in 

the present thesis.  

 
Figure 4.2 Visualising The Circular Interview Conversation Process Informed by Mishler (1986) 
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Constructionist researchers treat interview data as situated and constructed reports 

containing implicit meanings, experiential views and broader constructions of reality, 

rather than ‘actual’ representations of ‘fact’ or ‘true’ experiences (Charmaz, 2003; Koro-

Ljungberg, 2008, p. 431). To analyse such interview data, constructionist researchers 

endeavour to interpret and ‘make sense of’ utterances, comments and extended 

conversational exchanges while working towards broader conceptualisations of 

research phenomena (Charmaz, 2006). These conceptualisations and any ensuing 

‘theory’ also constitute constructions that offer advanced abstract and interpretive 

understandings (Charmaz, 2003; Koro-Ljungberg, 2008). Table 4.3 summarises this 

conception of data and analysis, along with other key components of the 

constructionist approach to qualitative research interviews embraced in this thesis. 

 
Table 4.3 Key Components of the Constructionist Interview 

 
Component 

 

 
Summary of Conception 

  
 

Knowledge and 
meaningful 

reality  
  

 
Assembled, negotiated (i.e. socially constructed) and fluid (Crotty, 1998; 
Gubrium & Holstein, 2008, p. 9) 

Research 
interviews  

Social meaning-making acts in which knowing subjects (e.g. 
participants, researchers) continue to construct the nature and meaning 
of various phenomena (and broader realities) together through 
conversation (Flick, 2009; Gubrium & Holstein, 2008; Koro-Ljungberg, 
2008) 
 

Interview 
participants  

Knowing and active subjects who negotiate and ultimately co-create 
knowledge, realities and relational selves with the researcher through 
interview conversation (Holstein & Gubrium, 2003, p. 3; Koro-
Ljungberg, 2008) 
 

The researcher Knowing subject inherently and actively involved in the co-creation of 
knowledge, realities and relational selves through interview 
conversation (Koro-Ljungberg, 2008) 
 

Interview data  Situated and constructed reports containing implicit meanings, 
experiential views and broader constructions of reality (i.e. not ‘actual’ 
representations of ‘fact’ or ‘true’ experience) (Charmaz, 2003; Koro-
Ljungberg, 2008, p. 431) 
 
Product of the interview conversation and the research project more 
broadly (Charmaz, 2008, p. 402) 
 

Interview data 
analysis  

Process through which researchers endeavour to interpret and make 
analytic sense of interview data while working towards broader 
understandings of research phenomena (Charmaz, 2006) 
 

Research 
findings (that 
contribute to 

‘theory’)  

Constructions of realities that, although partial, offer abstract, 
interpretive and ultimately advanced understandings (Charmaz, 2003; 
Koro-Ljungberg, 2008) 
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4.5.1.2 Reflexive interviewing practice  

Embracing interview conversations as social meaning-making acts directs the 

constructionist researcher to engage critically with how she or he superimposes 

concepts, social roles, concerns and discourses upon the participant’s reality 

throughout the interview conversation (Charmaz, 2003). Moreover, as with any form of 

social interaction between knowing subjects, various factors such as interpersonal 

dimensions (e.g. gender, race, age), personal values and existing understandings 

shape the co-creation of knowledge and meanings through qualitative research 

interviews (Koro-Ljungberg, 2008). Although the full complexity and scope of such 

influences and factors may not be readily apparent during, or after, the interview 

conversation, constructionist researchers remain cognisant that more particular and 

necessary actions (e.g. questions, verbal and non-verbal responses, probes, 

paraphrasing attempts) continually stimulate and contextualise participants’ actions 

(Koro-Ljungberg, 2008; see also Figure 4.2).  

 

In addition, while people constantly make meaning, irrespective of whether they are 

being ‘interviewed’ (Holstein & Gubrium, 2003, p. 16), reflexive interviewing practice 

also involves remaining cognisant that, ultimately, interview conversations represent 

purposeful and organised social encounters that differ from the often spontaneous and 

casual conversations and encounters continuously playing out in everyday life 

(Charmaz, 2014, p. 138). For instance, researchers usually stipulate the purpose of the 

‘interview’ and ‘the research’ more broadly while recruiting interview participants to 

facilitate informed consent. Interview conversations are also often organised in 

advance. This stipulated purpose and organisation begins to frame what it means for 

individuals to occupy the role of ‘researcher’ or ‘participant’ within the interview context 

(e.g. the researcher asks the participant questions about particular topics such as the 

city and the participant must respond in some way). However, all active subjects (i.e. 

researcher and participant) continually construct relational selves throughout the 

conversation (Brinkmann, 2015, p. 227), thus indicating yet a further dimension of 

reflexive interviewing practice.  

Relational self construction supplementing ‘researcher’ and ‘participant’  

The participant and the researcher construct various ‘selves’ in relation to each other, 

their respective roles (e.g. ‘participant’ and ‘researcher’) and an indeterminate range of 

social positions (e.g. ‘mother’, ‘student’, ‘worker’) throughout the interview conversation 

(Koro-Ljungberg, 2008). The give-and-take of the interview process ‘fleshes out’ these 

selves (Holstein & Gubrium, 2003, p. 16) in ways that cannot be anticipated prior to the 
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interview (Koro-Ljungberg, 2008). Moreover, people continually piece together and 

cultivate prospective and retrospective life stories out of an evolving “stock of 

mementos” (see Atkinson & Silverman, 1997, p. 319). Hence, both the selves and 

broader life stories constructed through (interview) conversations are by no means 

enduring or stable. Constructionist researchers engage with this continual process of 

relational self-construction as a fundamental part of how people interact with and 

reconstruct the very nature of various phenomena and encompassing social realities 

(see also Brinkmann, 2015, pp. 225-226). Thus, adoption of qualitative interviews as 

the primary data co-creation method in this research presents opportunities to engage 

more fully with how relational self-construction intertwines with the actions and 

processes through which people interact with and reconstruct the city’s fundamental 

elements. More broadly, by facilitating engagement with the fluid, multifaceted and 

complex nature of the research phenomena under investigation, this method presents 

key opportunities to enhance the rigour of the thesis, a key marker of quality in 

qualitative research (see Tracy, 2010; Table 4.2).  

4.6 CONCLUSION TO PART A 

This part (i.e. Part A) of Chapter Four outlines and justifies the first five of a total six 

research design components developed and implemented to address the empirical 

research question (see overview Figure 4.1). Specifically, after explicating the key 

implications of a social constructionist understanding of knowledge for empirical 

research, subsequent sections identify and justify the research methodology, quality 

markers, overarching qualitative inquiry approach and primary qualitative research 

method most pertinent to addressing the empirical research question. Part B of the 

chapter outlines the more particular constructionist grounded theory methods that 

guide co-creation and analysis of interview data and ensuing knowledge advancement.   
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CHAPTER FOUR: 

EMPIRICAL RESEARCH DESIGN (Part B) 

4.7 INTRODUCTION TO PART B 

Part A of this chapter presents the first five components of the research design 

formulated to address the empirical research question (see also Figure 4.3 below). 

This part (i.e. Part B) of Chapter Four presents the sixth and final research design 

component: the constructionist grounded theory methods employed to co-create and 

make sense of (i.e. analyse) interview data (see Figure 4.3 below). Detailed 

explanation of these processes helps to demonstrate quality markers including rich 

rigour, sincerity, credibility, ethical research conduct and meaningful coherence 

(Tracy, 2010; see also Table 4.2). Particularly crucial to the latter, a social 

constructionist understanding of knowledge frames all data co-creation and analysis in 

this research.   

 
Figure 4.3 Empirical Research Design Overview – Final Component  
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4.8 CO-CREATING AND ANALYSING INTERVIEW DATA  

Epistemological and theoretical orientations direct the more particular strategies and 

methods through which researchers organise and analyse or ‘make sense’ of empirical 

data (Koro-Ljungberg, 2008, p. 429; Reeves et al., 2008). Accordingly, Charmaz’s 

(2003, 2006, 2008) social constructionist approach to grounded theory methods 

guides the co-creation and analysis of diverse interview data throughout the empirical 

stages of this thesis. Drawing upon Glaser and Strauss’s (1967) pioneering work, 

Charmaz’s approach aims to loosen grounded theory from objectivist foundations and 

reposition the researcher as standing “within” the research process, “rather than above, 

before or outside it” (Charmaz, 2014, p. 614). Particularly pertinent to the exploratory 

nature of the present research, Charmaz also (e.g. 2006, p. 9, 2008, p. 398) prioritises 

flexible guidelines over rigid rules, recipes or requirements. Figure 4.4 below 

illuminates five key analytic processes informed by Charmaz’s guidelines that 

empower the co-creation and analysis of interview data in this thesis. Figure 4.4 also 

identifies simultaneous and flexible data co-creation and analysis as a vital enabler of 

these processes (Charmaz, 2003, 2008, p. 403).  

 
Figure 4.4 Five Key Analytic Processes Informed by Charmaz (2006, 2008)  

 
 

In terms of temporal sequence, the empirical stages of this thesis comprise four 

overlapping rounds of data co-creation and analysis. Figure 4.5 identifies the key 

Simultaneous data co-
creation and analysis  

#1 Pursuing emergent themes through early sense-making 

#2 Defining actions and processes of interest 

#3 Inductively constructing more abstract categories 

#4 Theoretical sampling to enable focused comparative processes  

#5 Integrating categories within a theoretical framework 

Study initial data to inform 
continual evolution of 

subsequent data co-creation 
and analysis strategies 

•  Initial coding, often line-by-line  
•  Emphasis on examining processes 
•  Prioritise action codes 

•  Engage with frequently reappearing codes (i.e. potential patterns) 
•  Experiment with patterns as more focused codes  

•  Experiment with focused codes as tentative categories  
•  Constantly compare instances in the data to (i) other instances and (ii) potential 

properties, features etc. of developing categories (see also Glaser, 1965) 
•  Focus increasingly on category properties, features etc. to stimulate further abstraction   

•  Co-create data rich in opportunities to penetrate key analytic avenues, developing 
categories and conceptual gaps within 

•  Synthesise, reconcile and ‘integrate’ core categories and surrounding empirical 
insights in ways that offer more comprehensive and abstract understandings of the 
research phenomena  
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components of each round. Red text in Figure 4.5 highlights the relative centrality of 

particular analytic processes to each round. Figure 4.5 also summarises the key role of 

each round within the empirical research (i.e. Round 1 serves to focus and initiate, 

Round 2 steps back, Round 3 fleshes out and moves forward and Round 4 refines 

and integrates). The remainder of this chapter details incremental developments of 

each round in full.  

 
Figure 4.5 Four Overlapping Rounds of Data Co-Creation and Analysis  

 
 

While Figure 4.5 facilitates clarity regarding temporal sequence, this overview does not 

adequately capture the essence of the empirical research stages. Rather, the 

researcher co-created diverse interview data with each participant in nuanced and 

evolving ways. Furthermore, although guided by the five key analytic processes 

identified in Figure 4.4, the researcher embraced an intense, fine-grained and 

progressive analysis approach tailored to pursuing increasingly more abstract, multi-

layered and comprehensive understandings. Therefore, it is important to preface the 

detailed explication and justification of each round by summarising the nature of data 

co-creation and analysis across all four rounds. That is, later sections of this chapter 

Round 1: 
 

FOCUS & 
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management 
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focused codes as 
‘re-code’ 
transcripts 1-6 
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(incl. early ‘analytic 
writing’) 
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comparisons 
* Explore further 
analytical avenues 
(i.e. further ‘re-
coding’ earlier 
data) 
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participant sampling 
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interview protocol 
* Engage 
participants 7-12 
(incl. second 
researcher visit to 
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with some 
participants)  
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data (into NVivo) 
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etc. of developing 
categories (also ‘re-
coding’ earlier data 
as necessary) 
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* Engage participants 
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researcher visit to 
Melbourne, ‘snapshot’ 
style interviews, ‘paper 
interview’ conversations, 
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some participants) 
* Challenge and refine 
categories while coding 
additional data (into 
NVivo) 
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up’  
* Assess theoretical 
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participant 22) 
* Integrate categories 
and assertions within 
theoretical framework  

Key analytic 
process: #1 

Key analytic 
processes: #2, #3 

Key analytic processes: 
#2, #3, #4 

Key analytic processes: 
#3, #4, #5 
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(i.e. Section 4.8.1 onward) explain the specific processes and techniques employed to 

co-create and make sense of data during each round, with direct reference to informing 

methodological literature. However, the initial paragraphs that follow aim to first provide 

a concise yet comprehensive precise of the four rounds as an evolving process in 

order to familiarize the reader with the nature of the empirical research stages as a 

whole. 

 

A total of 22 individuals participated in the present research. Interviews took place over 

a 27-month period from October 2015 to December 2017. The researcher’s 

relationship with each participant developed and evolved in different ways throughout 

the empirical stages of the research, ranging from one-off interview encounters to 

multiple sequential interviews. Participant interest in the research and availability 

guided the nature of all initial and subsequent contact. Varying relationships and 

encounters aside though, the researcher spent considerable time with each participant, 

aiming to hear more of his or her story through multiple types of data. In this sense, the 

data co-creation processes employed came to embody elements of a narrative 

research approach (e.g. see Creswell, 2007). More specifically, the total number of 

face-to-face interview conversations with each participant ranged from one to six. 

Between 30 minutes and two hours in duration, each face-to-face interview 

conversation was in-depth. Subsequent email correspondence provided opportunities 

for the researcher to clarify earlier conversations and co-create further data with 

participants. The researcher also talked with each participant for some time (between 

five and 20 minutes) before and after each interview conversation formally began and 

concluded. If not captured using audio recording equipment, the researcher 

summarised aspects of these discussions that pertain to Melbourne or other places, 

thus co-creating another form of data. Even when not pertaining to various places or 

‘place’ in a broader sense, this talk became instrumental to building rapport with each 

participant. Good rapport between participants and the researcher can foster a sounder 

basis for open and in-depth conversation and, thus, opportunities to co-create richer 

interview data (DiCicco-Bloom & Crabtree, 2006; Dickson-Swift, James, Kippen, & 

Liamputtong, 2007, pp. 331-332).  

 

Embracing several interview approaches further enabled the co-creation of rich and 

diverse interview data. For instance, some interviews included periods of ‘walking-and-

talking’ in which the researcher and participant discussed Melbourne and other places 

while walking together in various environments (e.g. along city streets, through retail 

spaces, around homes and recreational spaces). Also of note, one interview 

encompassed approximately 30 minutes of ‘driving-and-talking’ with a participant as 
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she drove the researcher to and from the interview location. When unable to capture 

moving conversations using audio recording equipment for practical reasons, the 

researcher recorded summary notes for subsequent analysis. Additionally, the 

researcher engaged in a series of ‘snapshot’ style interview conversations with two 

participants who (unexpectedly) visited Melbourne at the same time as the researcher. 

Specifically, the researcher met with Rose and Mitch (on four and three occasions 

respectively) to discuss their experiences visiting Melbourne and talk further about the 

city. Comprising both seated and moving conversation, these snapshot interviews 

lasted an average of 30 minutes. The moving components of these interviews played 

out as the researcher journeyed with each participant by foot, taxi, Uber and tram. 

Rose and Mitch both participated in more standard seated and face-to-face 

conversations (in their home state of Queensland) before and after these snapshot 

interviews. Constituting another complementary interview approach, three participants 

completed a ‘paper interview’ that could be likened to a qualitative or open-ended 

survey comprising questions similar to some more direct questions asked during face-

to-face interviews. The researcher also engaged in face-to-face conversation with 

these participants before and after completion of these paper interviews. Crucially, 

each nuanced yet complementary interview approach afforded opportunities for further 

insight into how people interact with and reconstruct city elements in a range of 

settings and contexts. Moreover, five subsequent conversations during Round 4 

included a more formal member checking exercise in which the researcher presented 

participants with printed copies of emergent category descriptions. The researcher then 

invited participants to reflect on, discuss and mark-up these materials.  

 

In terms of other more specific procedural dynamics, the researcher prepared a semi-

structured interview protocol (in line with Rabionet, 2011, p. 564) before each interview 

to stimulate discussion pertinent to the research question. However, to foster a 

genuinely in-depth interview approach, and hear more of each individual’s voice, the 

researcher encouraged participants to shape the topics, phenomena and issues 

discussed. As such, the researcher did not refer to the interview protocol at all in some 

interviews. Despite this variety in interview structure, all but two participants (David and 

Joy) engaged in both a map-drawing and photo elicitation exercise that facilitated the 

co-creation of more diverse (i.e. partly-visual) interview data. In terms of interview 

settings, conversations took place in participant homes, cafes, pubs, food-courts, 

shopping centres, recreational clubs, workplaces, businesses and, of course, the highly 

practical and extremely fitting urban sidewalk.  
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To expand on the voices engaged, each participant’s experience in and relationship to 

the case city varied (see Table 4.4 for summary). To illustrate briefly, born and raised 

in Saudi Arabia, Amanda has never visited Melbourne. In contrast, David has lived in 

Melbourne throughout his 70 plus years of life. Another participant, Sam, was born and 

raised in Iran before immigrating to Australia, Melbourne initially. Sam later spent some 

time living in two other Australian states before returning to Melbourne several months 

prior to an initial interview conversation with the researcher. The researcher met with 

Sam for a second interview several weeks after he relocated from Melbourne again, 

this time to Queensland. Stevie also immigrated to Melbourne (from Zimbabwe and 

over 35 years prior to the interview). However, Stevie moved from Melbourne over 20 

years ago. Hence, her conversation with the researcher enlivened and flavoured 

longer-term memories. Embodying yet a further relationship to Melbourne, Lilly (a 

participant who grew up in Singapore) had not visited Melbourne prior to an initial 

conversation. The researcher met with Lilly again for a second interview some days 

after her first visit to the city. Another participant Pat, originated from Ireland and has 

lived in several locations around the world. Pat moved to Melbourne four months prior 

to crossing paths with the researcher during her first visit to the city for this research. 

Through subsequent conversations, the researcher learned of Pat’s disenchantment 

with ‘Melbourne life’ and (relatedly) his plans to relocate in coming months. Due to the 

unique voices witnessed, the researcher chose not to embrace classifications such as 

‘resident’ or ‘tourist’. Instead, the researcher prioritised engaging with each participant 

as an individual meaning-maker with a special take on the case city (Melbourne) as a 

socially constructed ‘place’. 
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Table 4.4 Interview Participant Summary 
 
ALIAS RELATIONSHIP TO MELBOURNE 

 
GENDER AGE 

INITIALLY ENGAGED DURING ROUND 1 
Macey Born, raised and currently resides in small town of New South Wales (Australia) 

Visited Melbourne twice for business and leisure 
Female Under 40 

Annie Born in Melbourne  
Lived in smaller Australian city for most of childhood 
Returned to live in Melbourne 4 years prior to interview 

Female Under 40 

Debbie  Born and raised in rural area of Queensland (Australia) 
Moved to Melbourne from Brisbane (Australia) 2.5 years prior to interview 

Female Under 40 

Pat Born in Ireland 
Moved Melbourne from Perth (Australia) 4 months prior to interview  

Male Over 40 

Brad Born and raised in Melbourne  
Remained in Melbourne, except for 1 year living in various areas of Europe 

Male Under 40 

Amanda  Born and raised in Saudi Arabia 
Temporarily residing in Queensland (Australia) 
Never visited Melbourne  

Female Under 40 

INITIALLY ENGAGED DURING ROUND 3 
Sophie  Born and raised in Sydney (Australia) 

Currently residing in rural area of New South Wales (Australia) 
Never visited Melbourne  

Female Under 40 

Adam  Born and raised in Melbourne (suburbs predominately)  Male Under 40 

Emily  Born in country Victoria  
Currently residing in ‘central business district’ of Melbourne  
Regularly travels overseas (e.g. once per fortnight on average)  

Female Over 40 

Kerry Born and raised in Melbourne (lived overseas for 2 years) Female Over 40 

Ruby  Born and raised in Melbourne (suburbs predominately)  Female Under 40 

Stevie  Immigrated to Melbourne over 35 years ago – lived in Melbourne for 15 years  
Moved from Melbourne to Queensland city around 20 years prior to interview  

Female Over 40 

INITIALLY ENGAGED DURING ROUND 4 
Mitch Born and raised in Tasmania (Australia) 

Currently resides in Queensland (Australia) 
Occasionally visits Melbourne for leisure  

Male Over 40 

Rose  Lived around Australia, currently resides Queensland (Australia)   
Regularly visited Melbourne for leisure throughout her life  

Female Over 40 

David  Born, raised and currently lives in Melbourne  Male Over 40 

Sam  Born and raised in Iran  
Immigrated to Melbourne approximately 10 years prior to first interview 
Lived in 2 other Australian states for some time  
Returned to live in Melbourne several months prior to first interview  
Moved to Queensland (Australia) 2 weeks prior to second interview  

Male Under 40 

Lilly  Born and raised in Singapore  
Currently residing on the Gold Coast, Queensland (Australia)  
Never visited Melbourne prior to first interview   
Second interview conducted few days after Lilly’s first visit to Melbourne  

Female Under 40 

Susie Born and raised in Vietnam  
Immigrated to Melbourne less than 10 years prior to interview  
Lived in Sydney (Australia) for some time  
Moved from Melbourne several months prior to interview 
Currently resides in Queensland (Australia)  

Female Under 40 

Kane  
 

Born and raised in Sydney (Australia)  
Currently resides in Queensland (Australia)  
Visited Melbourne many times  

Male Over 40 

Henry 
 

Currently residing in Queensland (Australia)  
Never visited Melbourne (‘paper interview’ conversation 1 day prior to first visit) 

Male Under 40 

Esmae  

 

Lived in multiple cities and towns around Australia  
Currently resides in Queensland (Australia)  
Regularly visits Melbourne for business and leisure  

Female Under 40 

PRIMARILY ENGAGED TO ASSIST ASSESSING THEORETICAL SATURATION 
Joy  Born, raised and currently resides in Queensland, Australia  

Multiple visits to Melbourne, mostly for leisure but also more recently business  
 

Female Over 40 

 

The level of detail provided in Table 4.4 is directed by three main considerations: (1) 

the researcher’s efforts to ensure participant anonymity, (2) communication of 

participants’ diverse relationships to Melbourne (i.e. the main basis for purposeful 

sampling) and (3) the manner in which participants constructed themselves during 
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interview conversations. The latter of these considerations is particularly directed by 

Silverman’s (2017, pp. 151-152) argument that rather than adding information to 

interview data (participant age, gender, martial status, occupation etc.), researchers 

should instead prioritise the identities that participants invoke during interview 

conversations. Specifically, Silverman (2017, p. 151) contends that “when researchers 

offer their own version of someone’s identity, they implicitly encourage the reader to 

accept one version while discouraging attention to the identity-work that is actually 

taking place”. Thus, while including some demographic information (e.g. gender, age) 

within Table 4.4 helps to communicate overall diversity within the final participant 

sample, this information is intentionally specified in general terms (e.g. over 40 and 

under 40 years of age). Similarly, rather than conforming to uniform and predetermined 

geographical categories (e.g. city, state, country), particular locational details (e.g. birth 

places, current and past residence) within Table 4.4 also reflect the manner in which 

each participant provided information about these locations during interview 

conversations (e.g. repeated emphasis on the state in which one currently resides or 

country of birth). Hence, more broadly then, the various locational details in Table 4.4 

encapsulate how each participant constructed their relationship to Melbourne and other 

places during the interview. Further, and equally crucial, these locational details also 

effectively communicate nuanced constructed relationships to Melbourne (i.e. the main 

basis for purposefully sampling interview participants), while also maintaining 

participant anonymity.  

 

Multiple methodologists who espouse a social constructionist understanding of 

knowledge advocate that researchers should engage with the selves that participants 

construct through interview conversations (e.g. Aitkinson & Silverman, 1997, p. 319; 

Brinkmann, 2015, pp. 225-226; Holstein & Gubrium, 2003; Koro-jungberg, 2008). 

However, Silverman (2017) is more direct and explicit regarding the inconsistency 

between predetermined and uniform approaches to representing participants and 

coherent conduct of research interviews as social meaning-making acts during which 

the researcher and participant actively construct relational selves and broader life 

stories (see also Table 4.3). As such, more fundamentally, prioritising the manner in 

which participants construct themselves, within Table 4.4 and throughout the thesis, 

further contributes to meaningful coherence (see Table 4.2 and Tracy, 2010, p. 848 

for discussion of this quality marker).  

 

Silverman’s (2017) contention regarding prioritisation of the identities and selves that 

participants construct also directed the researcher’s decision not to preface direct 

quotes from particular participants in the research findings (i.e. Chapter Five) with 
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demographic information such as a participant’s gender, age or current location. To 

clarify further, instances in which participants do share demographic information while 

constructing particular relational selves (e.g. Brad’s construction of himself as a 

competitive cyclist part-way through an interview conversation) are highlighted upon 

presentation of associated data. However, such information is not routinely or uniformly 

provided alongside every quote or illustration to again cohere with Silverman’s (2017, 

pp. 151-152) arguments regarding considered and nuanced representation of interview 

participants, and the social constructionist foundations of the present thesis outlined in 

the first part of this chapter.  

 

As well as facilitating engagement with diverse interview participants, the researcher’s 

‘sensitising’ visits to the case city capacitated more dynamic interview data co-creation 

processes. Together, these three visits totalled just over six weeks in duration. The 

researcher chose to locate herself in three areas that publicly available sources (and 

several interview participants) construct as contrasting areas of Melbourne: (1) the 

central business district or ‘CBD’, (2) ‘upmarket’ and ‘yuppie’ South Yarra and (3) 

‘grungy’ and ‘cool’ Fitzroy. Although these visits did not involve formal observation (i.e. 

descriptive and/or analytical notes pertaining to what was seen, experienced and so 

on), they were essential to engage participants currently residing in the city and 

sensitising the researcher to the daily rhythms of the focal case city, even if only as a 

‘tourist’. These visits also enabled greater variety in terms of participant recruitment 

given that, during these visits, the researcher developed a spontaneous relationship 

with two previously unknown individuals (Annie and Pat) who later became 

participants. As such, participant sampling ensued a combination of personal contact 

and snowball recruitment approaches, the former of which included a mix of existing 

and more recent personal contacts. Furthermore, it is important to highlight that 

spending time in the city enabled the researcher to develop greater rapport with 

participants residing in the city, while also facilitating the abovementioned snapshot 

interview conversations with Rose and Mitch.  

 

Although the researcher’s personal visits to Melbourne proved instrumental in 

numerous ways, the decision to focus on a city, other than where the researcher 

currently resides, as the focal case city, was also purposeful and constructive. More 

particularly, embracing Melbourne as the primary case city enhanced the researcher’s 

attentiveness to the taken-for-granted elements of the city, and particular intricacies of 

the actions and processes through which people interact with these elements. 

Additionally, upon reflection, selecting the case city on this basis appears to have 

facilitated data co-creation processes by encouraging participants to speak at length 
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about elements of the city that might be deemed commonsense or trivial when 

speaking with current or past inhabitants of this place. By the same token, however, 

and also conducive to hearing diverse voices, participants with little or no first-hand 

experience in Melbourne also spoke at length while ‘imagining’ the city with the 

researcher.  

 

Embracing an intense, fine-grained and evolving approach to making sense of data 

further facilitated the researcher’s attentiveness to each unique participant, each 

particular interview conversation and nuances of the research phenomena. More 

specifically, guided by Charmaz’s (2003, 2006, 2008) constructionist grounded theory 

methods, and the integral analytic processes identified in Figure 4.4, the researcher 

transcribed and analysed each interview conversation as soon as possible after the 

event. Initially, the researcher pulled each transcript apart, line-by-line, applying action 

codes to indications of how participants interact with and reconstruct various city 

elements in specific conversational exchanges. Even from this early point, however, 

the researcher assigned codes to conversational exchanges encompassing multiple 

conversational turns, rather than isolated comments, to help maintain reflexive 

engagement with each interview as a social meaning-making act. As initial codes grew 

(into the hundreds), the researcher stepped back to identify and question frequently 

reappearing codes as potential patterns. Then, through constant comparison, the 

researcher experimented with the utility of developing patterns as focused codes, and 

later, tentative categories for grouping larger amounts of data in ways that help to 

better understand the research phenomena.  

 

Directed by the research question, earlier analysis focused on the actions and 

processes through which participants interact with and reconstruct city elements. 

However, part way through Round 2, reflective memos directed the researcher to 

engage with dominant and framing assumptions about urban life as another potentially 

pertinent analytical avenue and, eventually, interrelated layers of the research 

phenomena. Another emergent insight regarding the extent to which participants 

engage in the same constellation of meaning-making processes, irrespective of the 

nature of prior first-hand contact with the city, directed increasingly theoretical sampling 

and recruitment of participants with even more diverse relationships to Melbourne. 

Moreover, in addition to more ‘standard’ coding, the researcher delved further into the 

rich and diverse data through higher-level yet still fine-grained comparative processes. 

For instance, the researcher compared how participants interact with city elements 

across the earlier and later stages of each conversation, as rapport and familiarity 

developed over the course of sequential interviews, while conversing via written text 
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(i.e. via paper interviews and email correspondence), and while seated or moving (e.g. 

walking, driving). As such, the researcher spent approximately between seven and 14 

days analysing data co-created with each participant. More broadly then, the tailored 

analysis approach embraced in this thesis is best summarised as intense, fine-grained 

and emergent. Ultimately, every facet of the empirical research stages contributed 

towards developing increasingly more abstract, multi-layered and comprehensive 

understandings of how people interact with and reconstruct socially constructed city 

elements. The following sections detail the incremental nature of these stages as a 

series of four overlapping rounds.  

 
4.8.1 Round 1: Focus and Initiate Data Co-Creation and Analysis   

As outlined above, ongoing interactions with participants and early sense-making 

activities directed a dynamic and progressive approach to data co-creation and 

analysis throughout the empirical research stages (Charmaz, 2008, pp. 397-398, 

2014). As such, the overarching purpose of the strategies, techniques and 

mechanisms within Round 1 of the research was to focus and initiate data co-creation 

and analysis, rather than develop a blueprint that could be repeatedly applied 

(Charmaz, 2008; see also Figure 4.4). Crucially, this round commenced with the 

researcher applying for and obtaining ethical clearance (MKT/2015/698/HREC) from 

the relevant (i.e. university) Institutional Review Board (see also ethics as a marker of 

quality in qualitative research in Table 4.2).  

4.8.1.1 Obtaining ethical clearance 

To initiate the process of obtaining ethical clearance from the Griffith University Office 

for Research, the researcher reviewed the Griffith University Research Ethics Manual 

which covers the design and conduct of human research. This manual is based on the 

four core principles of Australia’s National Statement on Ethical Conduct in Human 

Research: (1) integrity and merit of researchers and the research, (2) respect for 

persons including but not limited to participants (3) beneficence in terms of the extent 

to which the benefits of the research justify any associated risks and (4) justice. The 

latter principle encompasses fair distribution of benefits and burdens, as well as fair 

treatment of all humans involved (see National Health and Medical Research Council, 

2015, pp. 9-11). Information required to apply for clearance corresponds to these 

principles, including description of:  

§ The study (to assist establishing integrity and merit);  

§ The potential participant pool; 

§ Proposed recruitment methods; 
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§ Specific data collection methods (e.g. interview conversations); 

§ Data handling (e.g. transcription process);  

§ Informed consent procedures;  

§ Potential risks and benefits to participants; and  

§ Plans for research reporting and dissemination.   

 

While applying for ethical clearance, the researcher also prepared and submitted an 

Information Sheet and the Informed Consent Form to provide participants as part of the 

recruitment process. The former document outlined, in straightforward terms, why the 

research is being conducted, the nature of what is involved in participation, the basis 

by which participants were contacted, expected benefits and risks of participation, 

confidentiality arrangements, use of audio-recording, the voluntary nature of 

participation and researcher contact details. In terms of risks and benefits, it is 

generally thought that research should not expose participants to more risks than the 

benefits they stand to gain from the research (Bogdan & Biklen, 1992, p. 52). More 

specifically, the Information Sheet identifies that participation in the interview 

conversations that form part of the present research is expected to involve the same 

level of risk that people would normally encounter in day-to-day life. Despite this 

relatively limited risk profile, the researcher provided each participant with a $25 gift 

card redeemable with retailers within the ‘Coles Group and Myer’ retail collective as a 

form of ‘benefit’ to encourage participation and thank participants for their time. The 

Information Sheet clearly established that, other than this voucher, participants 

received no direct benefits from the research.  

 

With respect to confidentiality, topics discussed during the interview could be 

considered comparable to the topics that people discuss while conversing with others 

on a daily basis (e.g. everyday life in Melbourne, past travels). However, some people 

perceive interview research to involve some risk (e.g. embarrassment), even when not 

dealing with sensitive or contentious topics (Bogdan & Biklen, 1992; Kvale & 

Brinkmann, 2009). Thus, anonymity can reduce this perceived risk of interview 

research and replacing participant names with aliases is one of the most direct ways of 

ensuring interview participants cannot be identified in research output (Creswell, 2007; 

Kvale & Brinkmann, 2009). Therefore, the researcher elected to ensure participant 

confidentiality by replacing names with aliases and removing other potentially 

identifying information such as places of employment. Further, as audio recording 

devices deter some potential participants (Bogdan & Biklen, 1992), the Information 

Sheet highlighted that taping interviews with audio-recording equipment was not 

essential, but useful to facilitate transcription of the interview. This section also noted 
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that, if participants did not agree to the use of this equipment, the researcher would 

instead take notes to assist with recalling the interview.  

 

The Informed Consent Form also submitted with the application for ethical clearance 

summarises the Information Sheet before providing space for participants to indicate 

that they consent to (i) participate in an interview conversation and (ii) for the 

conversation to be taped to enable transcription. To facilitate informed consent prior to 

this point however, the researcher provided copies of the Information Sheet and the 

Informed Consent Form upon first making contact with potential participants (either 

face-to-face or by telephone/email). To outline the recruitment processes employed in 

more detail, rather than advertising for participants, the researcher utilised a range of 

personal contacts who, in turn, recommended further potential participants (akin to 

‘snowball’ or ‘chain’ sampling, see Patton, 2002, pp. 237-238). Additionally, as noted 

previously, several sensitising visits to the city enabled the researcher to develop a 

spontaneous relationship with two previously unknown individuals (Annie and Pat) 

currently living in Melbourne who later became research participants. Hence, the 

researcher engaged a combination of personal contact and snowball recruitment 

approaches that, together, involved a mix of existing personal contacts, personal 

contacts established during the course of the research and people previously unknown 

to the researcher (i.e. ‘snowball’ referrals from earlier participants). Given the nature of 

snowball sampling, some of the individuals who took part in the research may know 

each other. Overall, however, a far greater number of participants do not know each 

other. Several individuals (both personal contacts and snowball sampling referrals) 

were approached that did not participate. The researcher contacted participants once 

(i.e. ‘follow-up’ contact) after making initial contact. An absence of engagement with 

this follow-up contact attempt (and the absence of follow-up contact initiated by the 

participant in the meanwhile) was taken as an indication that an individual did not want 

to participate and thus no subsequent contact regarding possible participation was 

initiated. More fundamentally in terms of underlying sampling strategy, a purposeful 

sampling approach guided interview participant recruitment.  

4.8.1.2 Purposeful participant sampling: Aiming for maximum variation 

Many qualitative sampling techniques aim to engage diverse participants who, in turn, 

help to illuminate different realities and dimensions of the research phenomena (Kuzel, 

1992, p. 33). Engaging participants with more distinct voices can also enhance the 

rigour, credibility and overall quality of qualitative research (see Table 4.2). Further, 

constructionist researchers often recruit participants with varying experiences that 

speak to areas of interest, especially in the initial research stages when many aspects 



 101 

of the research phenomena remain unknown (Charmaz, 2003). Such is the sampling 

approach of this research. Specifically, the researcher adopted a maximum variation 

sampling strategy (Creswell, 2007, 2013; Miles & Huberman, 1994; Patton, 2002) by 

aiming to identify participants who vary widely in terms of particular characteristics. 

Especially crucial to this thesis, purposeful maximum variation sampling opens up 

analytical avenues to examine the commonalities and nuances of people who vary in 

terms of key characteristics (e.g. Emmel, 2013; Flick, 2009, p. 122; Patton, 2002, p. 

235).   

Contrasting relationships to Melbourne guide initial sampling  

Directed by the research question, the researcher identified relationships to the case 

city (i.e. Melbourne) as a pertinent characteristic to guide maximum variation 

sampling in Round 1. More specifically, this characteristic provided a practical and 

relevant basis for identifying and recruiting an initial sample of participants with diverse 

experiences pertinent to the research question. To expand on what is meant by 

‘practical’ in this context, the researcher was able to establish the nature of potential 

participants’ relationship to the city during recruitment through relatively non-invasive 

questions (e.g. “how long have you lived here?”, “have you been to Melbourne 

before?”). Nonetheless, the researcher also remained cognisant of other potentially 

relevant nuances (e.g. general like or dislike for the city) when conversing with each 

individual. For instance, Macey spoke very fondly of Melbourne, whereas Pat 

presented himself as indifferent towards the city. In turn, the researcher noted such 

nuances as further opportunities to enhance variation within the initial participant 

sample. Thus, relationships to Melbourne provided a guide for initial sampling, rather 

than a predetermined sample structure. As Flick (2009, p. 117) discusses, the latter 

can inhibit exploratory research such as the present thesis.  

Increasingly more advanced theoretical sampling  

Table 4.4 identifies the participants initially engaged during Round 1 of the research. 

However, commencing data analysis in the latter parts of Round 1 enabled more 

advanced ‘theoretical’ sampling strategies throughout Round 3 and Round 4. Similar to 

the broader nature of purposeful sampling, theoretical sampling ultimately aims to 

facilitate further theory development, rather than more effective representation of a 

population (Charmaz, 2003). More specifically however, theoretical sampling hinges on 

identifying and co-creating data with participants whose experiences present 

opportunities to fill emergent conceptual gaps and ‘flesh out’ (i.e. challenge, extend, 

refine) developing categories and other insights (Charmaz, 2003, 2014, pp. 378-407; 
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Flick, 2009). Hence, as insights into the extent to which participants interact with city 

elements through the same actions, irrespective of prior first-hand contact with the city, 

the researcher tailored a theoretical sampling strategy to target further participants 

(recruited again via personal contacts and referrals) with even more diverse 

relationships to Melbourne. As such, participants engaged during Round 3 and Round 

4 (see Table 4.4 for complete overview) vary considerably more in terms of their 

relationships to the city. For instance, this sampling approach enabled the researcher 

to compare data co-created with participants who spend most of their time in 

Melbourne’s central business district (i.e. CBD) (e.g. Emily, Annie) to data co-created 

with participants who spend most of their time in Melbourne’s suburbs (e.g. Adam, 

Ruby, Kerry) during Round 3. To further challenge developing insights, sampling during 

Round 4 focused on engaging with participants who varied even more widely in terms 

of relationships to Melbourne (e.g. nature/regularity of visits if residing elsewhere, 

overall sentiment towards the city, intentions to stay/return), as well as other place 

relationships including cultural background, place of birth and ‘home’ affiliations.  

4.8.1.3 Interview protocol preparation 

The empirical research question driving this thesis necessitates engagement with 

participant meanings, as well as associated meaning-making actions and processes. 

As such, although varying widely in approach and form, the interview conversations 

that inform this research aimed, most fundamentally, to encourage open and in-depth 

conversation with participants about socially constructed elements of Melbourne. In 

addition, the researcher also acknowledged the potential for a highly or completely 

unstructured interview approach to be counter-productive in terms of not stimulating in-

depth conversation about Melbourne’s fundamental elements. Thus, the researcher 

prepared a semi-structured interview ‘protocol’ or ‘guide’ consisting of potential 

questions while resolving to encourage participants to expand on, identify and relate to 

various topics as conversations evolved (Charmaz, 2003; Kvale & Brinkmann, 2009). 

The initial protocol comprised seven main parts: (1) preamble, (2) free association 

exercise, (3) map-drawing exercise, (4) more ‘direct’ questions, (5) photo-elicitation 

exercise, (6) more ‘personal’ questions and (7) ‘finishing up’. Although the seven parts 

provided a general guiding structure, the researcher continually refined the protocol 

based on ongoing insights into more and less effective questions and overlapping data 

analysis. Further, the researcher did not refer to this guide at all when engaging some 

(more talkative) participants and during snapshot interviews with Rose and Mitch. 

Additionally, the researcher adapted the initial protocol again to formulate the 

document provided to the three participants (Kane, Henry, Esmae) who completed a 

paper interview. This document included the opening free association question, map-
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drawing exercise, the photo elicitation exercise and some more direct questions. 

Despite these many variations, this section of the chapter focuses primarily on design 

of an initial protocol design during Round 1 to ensure clarity.  

Part One: Preamble  

The first few minutes of every interview set the stage for the ensuing conversation 

(Kvale & Brinkmann, 2009, p. 128). As well as conveying important information, 

researchers must seek to begin building (or enhancing) rapport and ensure, as much 

as possible, that the participant feels at ease (Gaskell, 2000). Given the importance of 

this very initial conversation, the researcher included a dot point list of ‘introduction 

points’ as part of the interview protocol. Specifically, this list reminded the researcher to 

begin by again thanking the participant for their time before verbally reviewing each 

section of the Information Sheet. The researcher then asked if the participant would 

like to ask any further questions. Finally, the researcher reviewed the Informed 

Consent Form, highlighting boxes for the participant to complete to indicate their 

willingness to take part in the interview.  

Part Two: Free association exercise   

Free association exercises in which a researcher asks participants to say whatever 

comes to mind are particularly conducive to stimulating opening discussion (Hollway & 

Jefferson, 2000, pp. 36-37). Specifically, the researcher asked either “what comes to 

mind when I say Melbourne?” or, “what comes to mind when you think about 

Melbourne?”. Most participants offered a series of terms and phrases in response to 

this question (e.g. “cosmopolitan”, “big”, “beautiful city”). However, participants varied 

in terms of subsequent elaboration on each term. Thus, the researcher utilised a series 

of probes to follow up on implicit meanings as required:  

§ What makes Melbourne [term, phrase etc.]? 

§ Can you tell me more about [particular event, setting etc.]? 

§ How do you know [term, phrase etc.]?  

§ What tells you [term, phrase etc.]?  

As Mishler (1986, p. 54) notes, participants learn about the type of responses that 

researchers prefer from how researchers respond to and follow up on earlier 

responses throughout the interview. Thus, the researcher embraced early (and 

ongoing) use of these probes to help signal her interest in such details. However, 

mindful of not probing too much at this early stage, the researcher did not follow up 

every response to the free association question in equal detail, prioritising more 

abstract and potentially contradictory associations (e.g. “cosmopolitan” and 
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“Australian”). Furthermore, while probing for more details about abstract statements, 

the researcher remained mindful that ambiguity and/or contradiction may be inherent to 

a participant’s experience of everyday life (and perhaps the actions and processes 

through which people interact with socially constructed city elements). Indeed, as Kvale 

(1983, p. 177) highlights, except when a function of the interview conversation itself, 

ambiguity and contradiction provide valuable insight into the complexity of each 

participant.  

 

The researcher also sought to engage with each participant’s lexicon during the free 

association exercise, and throughout the remainder of the interview conversation 

(Charmaz, 2003, 2006, p. 33). Specifically, the researcher began noting down key 

terms on a printed copy of the interview protocol as the participant spoke. This simple 

technique enabled the researcher to maintain appropriate eye contact and overall 

engagement with the participant, while also aiding recall of key terms when 

opportunities arose to probe further (e.g. “what makes the centre of Melbourne more 

‘cosmopolitan’?”). Further, consistent with Charmaz (2003, 2006, p. 33), the researcher 

also sought to utilise these terms to frame follow-up questions when possible (e.g. 

“You mentioned before that…”). Repeating particular key words as an implicit question 

(e.g. “Cosmopolitan?”) also encouraged expansion. Receptive “uh huhs” and 

utterances such as “mmm” similarly encouraged participants to expand without a direct 

request for further details (Charmaz, 2003 discusses similar techniques). When asking 

more direct probes, the researcher sought to maintain an unhurried pace (Charmaz, 

2003), also allowing moments of silence for participants to reflect further on earlier 

questions and responses (Bogdan & Biklen, 1992; Gaskell, 2000, p 45; Kvale & 

Brinkmann, 2009). These follow-up and probing techniques remained central to 

penetrating each participant’s language, assumptions, implicit meanings and 

definition(s) of various terms, situations and events throughout each interview 

conversation (Charmaz, 2003). The same techniques also facilitated the map-drawing 

exercise.  

Part Three: Map-drawing exercise (and the ‘mud map’ metaphor)  

Inviting interview participants to map various phenomena (e.g. people, places, 

locations, events) can facilitate more holistic understandings of contemporary life by 

helping to see and hear experiences, voices and meaning frames easily missed in 

purely verbal exchanges (Gieseking, 2013, p. 722). Participant-drawn maps are 

particularly valuable in terms of better understanding relationships between place, lived 

experience and community (Powell, 2010). More pointedly, in the present research, 

inviting participants to draw maps furthered pursuit of rich rigour (see Table 4.2) by 
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enabling the co-creation of more various data pertinent to the complex and 

multifaceted nature of cities, socially constructed city elements, and the processes and 

actions under investigation in the present research. Interview techniques that 

supplement the more standard ‘question and answer’ interview mode and enable the 

co-creation of more than one data type (e.g. visual and textual) also facilitate 

opportunities to explore more facets of the research phenomena, thus permitting more 

credible research overall (Tracy, 2010; see also Table 4.2).  

 

Owing to the value of map-drawing to penetrating multilayered research phenomena, 

scholars have employed this arts-based research technique for over 50 years (see 

Lynch, 1960 for influential early example) (Gieseking, 2013). Nonetheless, 

uncertainties remain around the actual implementation of map-drawing in qualitative 

interviews (Gieseking, 2013). For instance, in an interview context, how can 

researchers best integrate mapping exercises while maintaining the conversational 

flow? What if the participant does not feel comfortable drawing? After the interview or 

data co-creation occasion, how can researchers ‘make sense’ of the map in ways that 

help to address the research question? Should researchers invite participants into the 

‘map’ analysis process? More broadly, as the researcher and participant effectively co-

create the map, how can researchers engage with their role in this co-creation 

process? Given such uncertainties, map-drawing presents both opportunities and 

challenges for qualitative researchers. Gieseking (2013) suggests a range of 

techniques that can assist implementing map-drawing exercises. However, such 

techniques must be evaluated in the context of each particular research project (e.g. 

purpose, foundations, disciplinary context) (Gieseking, 2013). Therefore, the 

researcher developed and utilised the notion of ‘mud maps’ as a metaphor to guide 

more particular conception, positioning and implementation of the map-drawing 

exercise in this research. While full explication of mud maps as a metaphor-based 

methodological tool is beyond the scope of this chapter (see Green, 2016 for informing 

developments), an overview is provided here to expound this part of interview 

conversations.  

 

In the Australian outback, and perhaps other places where pen and paper are not 

always readily available, people draw maps in the ground’s surface (i.e. the ‘mud’) 

(Harper, 2007). Rain and other natural processes wash these ‘mud maps’ away soon 

after. Physical impermanence of the map aside, informative conversations play out as 

people stop, kneel or sit down and talk together while drawing the map. Particularly 

pertinent to the present research, people interact with and reconstruct various ‘places’ 

while drawing mud maps. Usually, these interactions ensue one person stopping or 
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gaining the attention of another in order to ask for directions or the location of a 

particular ‘place’. As Australian bushmen are thought to have historically travelled 

alone or in very small groups, the conversation surrounding mud maps could be their 

only interaction for several days (Harper, 2007). Further, after drawing the map, each 

individual or group would head in separate directions, with no likely further contact. 

Thus, the mud map itself essentially provides a tangible yet impermanent teaching 

device. Further, conversation surrounding co-creation of a mud map constitutes a 

learning process in which one person learns from a more knowledgeable other (see 

Figure 4.6 for visualisation).  

 
Figure 4.6 ‘Mud Map’ Encounters: A Metaphor For Map-Drawing Exercises  

 

 

 

 

 

 

 

 

 

 

 

Metaphorical parallels between ‘mud map’ encounters and map-drawing exercises in a 

qualitative interview setting offer guidance for the latter. Specifically, qualitative 

researchers who invite participants to draw some form of map can be usefully thought 

of as a traveller seeking information from a more knowledgeable person (i.e. the 

participant). The participant draws a map to help teach the researcher about a 

constructed ‘place’ and surrounding realities. Of course, the participant may also learn 

about and give clearer form to the ‘places’ drawn through ensuing conversation and 

visual activity (e.g. lines drawn on available surfaces). These parallels helped the 

researcher conceive, position and implement map-drawing exercises as part of 

interview conversations. Most fundamentally, this metaphor informed how the 

researcher positioned herself during this part of the interview (i.e. as a person seeking 

information from another person more knowledgeable about the city or an area of the 

city as the participant imagines, sees, experiences, remembers etc.). Accordingly, the 

researcher introduced the exercise by asking participants to draw ‘a map of Melbourne’ 

before emphasising that the map should reflect what the participant ‘imagines’ the city 

to be (i.e. rather than an accurate depiction). The researcher also communicated that 

the participant could draw an area of the city if they so wished (see Appendix A for 

Teaching 
device:

“The map” 

Surrounding 
conversation:

Learning process 
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copy of each participant-drawn map). Hence, this introduction sought to clearly 

establish that, as the ‘accuracy’ of the map was irrelevant, the participant was indeed 

more knowledgeable about what was to be drawn.  

 

Reinforcing methodological parallels to mud map encounters (see Figure 4.6), many 

participants narrated their map like a ‘tour guide’ (i.e. explaining to the researcher what 

each aspect of the map represented, how one aspect of the map related to the next in 

terms of distances, transportation routes and comparisons between the atmospheres 

and size of different aspects). The researcher learned about the place and broader 

reality represented in the map through this explanation. Hence, the map itself served 

as a teaching device within a broader learning process. When participants preferred to 

draw in silence, the researcher waited until the participant indicated they had finished 

drawing (e.g. placing the pen down), before asking the participant about the various 

aspects (e.g. “What is this area like?”, “Where is your favourite part?”). These follow-up 

probes also provided opportunities to reinforce that the researcher was learning from 

another person more knowledgeable about the ‘places’ drawn.   

 

The mud map metaphor became particularly useful in adapting the design of this 

exercise for participants who had not visited Melbourne. In these instances, the 

researcher asked participants to draw a map of Melbourne, as they ‘imagine’ it (i.e. a 

‘place’ the researcher was just beginning to learn about). Further, this metaphor also 

informed the researcher’s actions when one participant indicated that she did not feel 

comfortable drawing a map. Indeed, other participants had indicated some initial 

hesitation. Even after further reinforcement that the map should not be accurate 

however, this particular participant remained highly reluctant. At this point, the 

researcher offered to draw as the participant instructed. The participant agreed 

immediately to this adaption, later chuckling about much she enjoyed the exercise. 

This adaption enabled the researcher to maintain the desired position of being less 

knowledgeable about the topic at hand. Further, conversation during the map-drawing 

exercise in this particular interview also constituted a learning process, albeit with the 

researcher making a more hands-on contribution to the central teaching device (i.e. 

hand-drawn map).   

 

The researcher reflected on the notion of a mud map as a physically impermanent 

teaching device again to guide subsequent data analysis. Specifically, the researcher 

decided not to analyse the visual composition and form of each map (see Appendix A) 

in detail, at least not during initial data analysis. Rather, the researcher first examined 

conversation surrounding and stimulated by the map-drawing exercise. Later, the 
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researcher returned to further examine conversational exchanges in which participants 

directly employ the map as a teaching device. Gieseking (2013, p. 716) embraces a 

similar approach in this regard, positioning each participant-drawn map as 

“complementary parts” of a participant’s stories and reviewing each map in direct 

association with transcripts of surrounding conversation. To illustrate more specifically, 

consider Debbie’s map that focuses on inner city Melbourne (see Figure 4.7 below). 

While narrating her map, Debbie commented:       

 
Debbie’s map provides a valuable form of visual data that helps the researcher to 

better understand how she interacts with and reconstructs various city elements in this 

conversational exchange. And yet, the words and other communicative acts within this 

exchange enable the researcher to ‘make sense of’ this visual data. 

 
Figure 4.7 Debbie’s Map  

 

 

 

 

 

 
 

 

 

 

 

 

 

 
 

 

 

Perhaps also paralleling the conversations that surround mud map encounters in the 

Australian outback, the map-drawing exercise stimulated broader discussion around a 

variety of topics and more particular city elements (e.g. culture, history, residents). 

DEBBIE: I guess what I am trying to determine is there is these big 
places and in the little spots theres all these laneways.  
RESEARCHER: OK.  
DEBBIE: [Continues to draw a bit more] And this is not necessarily the 
perfect thing. But yeah. In terms of what I am trying to draw its like 
Melbourne is that big city. But then at the same time they have got that 
unique feel about it in terms of the little you know. Like Little Collins 
and then you can do. I don’t know, you can draw big buildings here. 
Then they’ve got like rooftop bars.  
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However, the researcher prepared a series of more ‘direct’ questions targeting such 

topics to draw upon in conversations that did not otherwise tap into these domains. 

Part Four: More ‘direct’ questions  

The fourth part of the initial interview protocol consists of more direct questions that 

aim to stimulate further discussion around the city and its constituent elements. These 

questions included the following:  

§ What is it/would it be like to be in Melbourne?  

§ What would a normal day be like if you lived in Melbourne?/What is a normal 

day like living in Melbourne?  

§ What would you/do you see walking down a typical street in Melbourne?  

§ What are people like in Melbourne?/What are ‘Melbourne people’ like? 

§ How would you know someone is from Melbourne?  

§ How would you describe the culture in Melbourne/‘Melbourne’s culture’?  

In terms of question framing, the researcher sought to continue reinforcing her interest 

in everyday, perhaps routine and/or ‘mundane’, events, situations and contexts. 

Furthermore, the researcher sought to maintain a balance between (a) asking 

questions relevant to the research question and (b) forcing responses (see Charmaz, 

2003, 2006, p. 26, 32) throughout this part of the interview. Hence, consistent with 

Kvale (1983, p. 190), the researcher aimed to articulate questions that activate pre-

determined topics, without directing or leading the participant to express specific 

meanings (e.g. feelings, opinions) about these topics. The researcher also pursued this 

balance during the photo elicitation exercise.  

Part Five: Photo-elicitation exercise 

The fifth part of the initial interview protocol consists of a photo-elicitation exercise 

involving multiple photographs of the case city (i.e. Melbourne). As photographers 

choose what they capture and represent, photographs are, by nature, selective (Ogilvie 

& Ryan, 2016, p. 121, 128). In addition to the inherently selective content within a 

photograph (e.g. frame, emphasis), subsequent viewer responses are also subject to 

perceptions of the creator’s intended message, varying reference sets and surrounding 

context (e.g. conversation or narrative, if any) (Ogilvie & Ryan, 2016, pp. 128-129). 

Qualitative researchers embrace the complexity of photographs, and photographic 

viewing, for enhanced understanding. Specifically, photo-elicitation refers to the 

process of showing interview participants selected photographs, encouraging some 

form of interpretation and deriving insight from the ensuing discussion (Harper, 2002). 

While any visual representation can potentially provide an effective interviewing 
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stimulus, depending on the research context, photos in particular are thought to ignite 

emotions (Grady, 2008), feelings, memories (Harper, 2002; Loizos, 2000), and, ideally, 

open discussion (Bogdan & Biklen, 1992, p. 99; Ryan & Ogilvie, 2011). Photos can 

also be especially conducive to encouraging conversation around complex processes 

and research situations that may be difficult to penetrate with verbal questions alone 

(Flick, 2009, p. 243; Ogilvie & Ryan, 2016), especially when engaging younger 

participants (Ryan & Ogilvie, 2011, pp. 30-31). Moreover, people tend to utilise tacit 

understandings when making sense of images (Bohnsack, 2008). Thus, interview data 

co-created through photo-elicitation exercises often raises insights into understandings 

and associated assumptions that could be overlooked through standard question-and-

answer interview conversation (Gardner & Levy, 1955, p. 36; Harper, 2002). Through 

these and other benefits, the integration of photos within qualitative research interviews 

can enhance data richness and, ultimately, analytical depth (Ogilvie & Ryan, 2016; 

Ryan & Ogilvie, 2011).  

  

Particularly crucial in the context of the present thesis, the photo-elicitation process 

offers potential insights into how participants interact with (and reconstruct) city 

elements via visual media (i.e. while holding a still, two-dimensional image of a 

particular setting/location and other constituent phenomena such as buildings, people 

and artistic outputs). Indeed, visual media are considered central in the social 

construction of social life (and cities) in contemporary Western societies (Rose, 2012, 

p. 2). More broadly, the visual technologies that infiltrate 21st century life (e.g. 

newspaper photography, film, television, Facebook pages, Instagram accounts, blogs) 

selectively represent the everyday world in visual terms (Rose, 2012, p. 2). Therefore, 

photo-elicitation exercises present opportunities to co-create more data pertinent to 

penetrating complex research phenomena and enhancing the rigour and credibility of 

the research in turn (Tracy, 2010, see also Table 4.2).   

 

The images used in photo-elicitation exercises can be selected by the researcher, or by 

participants. The latter of these approaches (i.e. participant-selected images) usually 

involves participants taking photographs prior to the interview conversation. A 

participant-selected image approach is often preferred in interview research 

investigating topics thought to be of significance in participants’ lives (e.g. place 

attachment, nuanced relationships to place) that may thus benefit from prompting 

participant reflection prior to the interview and without the presence of an interviewer 

(e.g. see Beckley, Steadman, Wallace, & Ambard, 2007, p. 918; Beilin, 2005). Two 

main factors make a researcher-selected image approach preferable in the present 

research: (1) practical complexities associated with the nature of the research 
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participants and (2) the relevance of conversational contexts that form part of a 

participants’ everyday activities to the particular research question driving this 

research. In terms of the former factor, asking participants who do not live in Melbourne 

and have never visited Melbourne ‘first hand’ to select images for discussion would 

have required these participants to search for, identify and collect (e.g. cut out, print, 

save) images from publicly available sources such as Google Images, Instagram, 

newspapers or magazines. A participant-selected image approach may have also 

required participants who have visited Melbourne on one or two occasions to also 

consult such publicly available image sources (i.e. if no personal photographs of past 

trips remain). Hence, asking participations who do not live in Melbourne to select 

images to discuss would have initiated multiple practical complexities (e.g. access to 

the Internet and printers, familiarity with computers, ease of accessing images of 

Melbourne in print media), while also placing additional demands on participants (i.e. 

interview ‘preparation’ time).   

 

In terms of the second factor directing a researcher-selected image approach (i.e. 

relevance to the particular research question), as well as prompting reflection on the 

case city (i.e. Melbourne) prior to the interview conversation, a participant-selected 

image approach would have required participants who do not live in Melbourne to 

engage in an image search, identification and collection process that departs with their 

normal everyday activities. In contrast, a researcher-selected image approach, in which 

the research presents a previously unseen image to the participant during the interview 

for immediate discussion, presents an opportunity to stimulate a situation in which a 

participant who does not live in Melbourne views an image of the city (e.g. in a 

newspaper or magazine) and immediately discusses this image with another person 

(e.g. friend, acquaintance) or, in this case, the researcher. Therefore, overall, a 

researcher-selected image approach presents additional advantages in terms of 

opportunities to further understand how participants interact with and reconstruct city 

elements within a conversational context that may form part of a participant’s everyday 

life, irrespective of whether that participant has visited Melbourne ‘first hand’ or not, and 

varying overall personal interest in the city.  

 
The researcher purposefully selected six images depicting a variety of socially 

constructed city elements for inclusion in the photo elicitation exercise (see Appendix 

B). For instance, the first image (see Appendix B), referred to hereafter as PEE1, 

depicts a ‘corner cafe’ in Melbourne (i.e. potential tangible urban reminder). This image 

also depicts a person sitting at a table inside the cafe (i.e. potential emblematic 

residential behaviour). With respect to the style and sources of images selected, the 

research question directed the researcher to identify and select images that people 
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could possibly encounter in the course of everyday urban life. Hence, rather than 

selecting very high-quality or ‘picturesque’ images that one may purchase to frame and 

display on walls etc., the researcher prioritised images that might be seen in a 

newspaper, magazine or blog. This consideration for image style prompted the 

researcher to consult the commonly used and publicly accessible image search engine 

Google Images as an initial source of potential images (using search terms such as 

‘Melbourne resident’ for instance), supplemented by her own photographs of 

Melbourne. The researcher also included two further images during Round 4 (see 

PEE7 and PEE8, Appendix B). Earlier data analysis indicated that participants interact 

with and reconstruct more well-recognised city ‘landmarks’ in detailed and explicitly 

personal ways. Thus, resonating with the logic of theoretical sampling (e.g. Charmaz, 

2014, pp. 390-393), introducing images that clearly depict such landmarks (i.e. 

Chinatown and Federation Square) provided a means of further examining this 

particular domain. Introduction of these images to conversations with participants who 

had not visited Melbourne prior to the interview (e.g. Lilly) offered particularly pertinent 

insights into how participants interact with and reconstruct city landmarks.    

 

To introduce the photo-elicitation exercise, the researcher advised the participant that 

several images of Melbourne would be shown. The researcher then presented the 

participant with the first image (i.e. PEE1), asking “What can you tell me about this 

image?”. The researcher experimented with different articulations of this opening 

question (e.g. “What comes to mind when you see this image?”) throughout the 

exercise. As well as the aforementioned general probes (e.g. “What makes you 

say….?”), the researcher offered more direct discussion stimulants (e.g. “What would it 

be like to be here?”) to further stimulate discussion around particular images. As ‘why’ 

questions imply a need for participants to justify or defend expressed views (Becker, 

1998, p. 58; Hollway & Jefferson, 1997, p. 59; Kvale & Brinkmann, 2009), the 

researcher avoided asking such questions throughout the photo elicitation exercise, 

and the entirety of each interview conversation.   

 

Similar to the map-drawing exercise, conversation ensuing the presentation of 

particular images often encompassed city elements and other topics not necessarily 

represented in the image per se. For instance, several participants noted the “Pura 

Milk” (Australian milk brand name) sign above the cafe depicted in PEE1, before linking 

to a range of other topics such as childhood memories set in other locations. Of 

course, such linkages offer additional insights into how people interact with and 

reconstruct city elements via visual media, as per the researcher’s primary rationale for 

integrating photo-elicitation into the interview protocol. The sixth part of the initial 
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protocol, a series of more ‘personal’ questions, aimed to further penetrate the research 

phenomena from a yet another different perspective.  

Part Six: More ‘personal’ questions  

Consistent with Charmaz (2003), the researcher intended all interview exercises and 

questions to facilitate investigation of pertinent actions and broader processes within a 

‘real-life’ context (i.e. Melbourne as the case city), while also penetrating the nuances 

of each individual participant’s experiences, perspectives, meaning frames and so on. 

However, the sixth main part of the initial interview protocol focused more specifically 

on this latter dimension. In particular, this part of the initial interview protocol 

encompasses three more personal questions (potential probes shown in italics):  

1. How much would you say you travel?  

o What do you like about travelling?  

2. Where would you live in the world – if you could live anywhere?  

o What makes you want to live there? 

3. Where abouts were you born?  

o Can you tell me about [place of birth]?  

4. How would you describe yourself to someone who has never met you?  

Each more personal question aims to penetrate the nuances of a participant’s 

experiences with other cities and other socially constructed ‘places’. However, 

conversation surrounding these questions in each interview often broached more 

expansive notions such as ‘place’, lifestyles, happiness and work-life balance. Also 

consistent with Charmaz (2003), the researcher prioritised participant comfort, fit with a 

participant’s experience and overall rapport over any pre-prepared question or 

potentially ‘juicy’ data, especially when asking these more personal questions.  

Part Seven: ‘Finishing up’  

To begin ‘finishing up’ the interview conversation, the researcher noted: “That’s it from 

me, is there anything you would like to add before we finish up?”. The primary purpose 

of this question was to indicate that the interview conversation was coming to a close, 

but was ‘not over yet’. Next, given interview conversations largely involved the 

researcher posing questions to the participant, the researcher asked: “Would you like 

to ask me any questions?” (see Charmaz, 2006, p. 31 for similar questioning framing). 

As conversation about Melbourne, other ‘places’ and ‘place’ more broadly, often 

continued after the interview formally concluded, the researcher used the first section 

of the post-interview reflection sheet to summarise post-interview interaction with each 

participant.  
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Post-interview researcher reflection  

Figure 4.8 below depicts the basic format of a post-interview reflection sheet prepared 

to guide a period of reflection (10-20 minutes) immediately after each interview 

conversation. In terms of fostering early and ongoing analysis, the reflection process 

encouraged the researcher to begin considering the relevance of co-created interview 

data in relation to the research question, as soon as each interview concluded. This 

reflection often included notes pertaining to the researcher’s actions during a specific 

conversation. To illustrate, the researcher’s post-interview reflection following an initial 

interview with Annie included the following:  
I think I came in too much and too quickly with token 
responses such as ‘yep’ and ‘ok’ at points. This may have 
been because Annie appeared more nervous than I 
anticipated (based on previous interactions)? Now I think 
about it, I think I was using such token responses to indicate 
that I understood what Annie was saying, the conversation 
was relevant etc. 
 

While such token responses indeed form part of the circular process of interview 

conversation (Mishler, 1986; see also Figure 4.2), this reflective note reminded the 

researcher to consider if, or rather how, such token responses may have shaped 

interactional and meaning-making work throughout the interview. In terms of 

subsequent data collection, this note also stimulated the researcher to remain mindful 

of the tendency to offer more token responses when the participant was sensed to be 

nervous. The final section titled “General reflection on interview protocol” provided 

space for the researcher to reflect upon the effectiveness of the interview protocol 

prepared for each particular interview conversation. Notes recorded in this section 

stimulated ongoing evolution of the interview protocol. More broadly then, the process 

of reflecting on each interview conversation stimulated engagement with the 

researcher’s role in the interview conversation, including but certainly not limited to the 

nature of questions and various exercises integrated to stimulate discussion.   

 
Figure 4.8 Basic Post-Interview Researcher Reflection Sheet Format 

Participant alias  
Time, location of interview 

conversation 
 

Relevant post-interview 
conversation  

 

Relevant pre-interview 
conversation  

 

Notable non-verbal cues  
General impression of 
participant 

 

How did the interview 
encounter proceed? 

 

General reflection on 
interview protocol  
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Reflexive researcher presentation during interview encounters  

Reflexive interviewing practice involves reflecting on how the researcher presents 

himself or herself during interview conversations (Koro-Ljungberg, 2008). Specifically, 

although the researcher had visited Melbourne several times prior to commencing the 

research, the researcher avoided presenting as an ‘expert’ about the city in order to 

encourage research participants to share taken-for-granted and commonsense 

knowledge about the city. In terms of conversational style, the researcher also 

endeavoured to approach each interview encounter in a casual manner similar, albeit 

inherently different (in terms of purpose etc.), to that of an everyday conversation 

between two acquaintances. In terms of social position, the participant recruitment 

process informed participants that the researcher was a Doctor of Philosophy (i.e. 

PhD) candidate/student. Further, as interview conversations were face-to-face, 

participants were aware of the researcher’s gender (i.e. female) and age group (i.e. 

young adult). Other than this, the researcher did not aim to embrace any particular 

social position. On a much more detailed level, self-transcription provided a means 

through which to engage further with the researcher’s role, in particular conversational 

exchanges and the interview conversation as a social meaning-making act.  

4.8.1.4 Interview transcription  

As transcripts represent the main ‘data’ associated with interview research (Bodgan & 

Biklen, 1992, p. 128; Kvale, 1983, p. 174), the process of transcription shapes how 

participants are understood (Oliver, Serovich, & Mason, 2005). To control transcript 

detail and initiate immersion in the data (Kvale & Brinkmann, 2009; Miles & Huberman, 

1994; Voss, Tsikriktsis, & Frohlich, 2002), the researcher transcribed interview 

conversations herself, as soon as possible after each interview encounter. Self-

transcription also enabled the researcher to embrace a detailed transcription approach 

that highlights conversational nuances and is thus more conducive to thick description 

(a key component of credible qualitative research, see Tracy, 2010; Table 4.2). For 

instance, the researcher included basic features of researcher-participant talk such as 

response tokens (e.g. “mmm”), pauses and overlaps between speakers. Longer ‘em’ 

dashes within transcripts indicate points at which one speaker began while the other 

was still speaking. Transcription of shorter pauses through three consecutive dots (i.e. 

“…”) also helped to capture subtle variations in the flow of comments and utterances. 

Further, the researcher transcribed other conversational acts such as chuckling or 

laughing, notable changes in tone and extended pauses, in square brackets. The 

researcher also used square brackets to transcribe recalled non-verbal communicative 

acts (e.g. worried facial expressions) enlivened while listening to audiotapes. Including 
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such acts provided a further means of transcribing more of the interview conversation. 

Of course, irrespective of the specific approach, the transcription process loses some 

interactional and conversational nuances (Miles & Huberman, 1994; Polkinghorne, 

2005, p. 139). Nonetheless, striving to preserve (albeit, still selectively) interactional 

work between the researcher and participants can enhance the quality of interview 

research by enriching the data available for coding (Silverman, 2017).   

4.8.1.5 Initial coding  

Despite immense variety in potential approaches to qualitative analysis, coding 

generally represents the first step through which researchers begin to move from 

qualitative data (e.g. descriptions, constructed experiences, indications of views) to 

making sense of data in ways that help to better understand the research phenomena 

(Charmaz, 2003, 2006, p. 43, 2014, pp. 232-233). More fundamentally, coding refers to 

the “operations by which data are broken down, conceptualised, and put back together 

in new ways” (Strauss and Corbin, 1990, p. 57). Beginning to code soon after co-

creating initial data, the first key analytic process within Charmaz’s (2003) approach to 

grounded theory (see Figure 4.4), stimulates early (and ongoing) pursuit of emergent 

themes. Even more pointedly, initial and highly tentative coding during Round 1 forced 

the researcher to learn and begin making analytical decisions about the data 

(Charmaz, 2003, 2006, pp. 34-48, 2014, p. 244).  

 

In terms of particular coding actions, the researcher actively endeavoured to not make 

sense of how participants interact with and reconstruct city elements according to a 

pre-determined framework. Rather, the researcher commenced initial coding by 

focusing on small data segments (i.e. utterances, comments, statements) and 

repeatedly asking “What is happening here?” (Charmaz, 2003; see also Glaser, 1978). 

To identify data segments of interest, the researcher examined each line of the 

transcript for indications of the actions and processes through which (i.e. ‘how’) 

participants interact with and reconstruct city elements. Examining small data 

segments in this way aligns with what is referred to as ‘line-by-line’ coding (e.g. 

Charmaz, 2003). However, the researcher assigned codes to conversational 

exchanges between the researcher and participant that surround data segments of 

interest (i.e. rather than assigning codes to individual transcript ‘lines’). As the form of 

participant responses can offer further insights into implicit meanings and broader 

meaning frames (Hollway & Jefferson, 2000), coding extended exchanges was 

important to ensure attentiveness to the multidimensional nature of the research 

phenomena under investigation. This coding approach aligns with the constructionist 

sensitivity to interview conversations as social meaning-making acts and, thus, the 
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emergent and dynamic nature of interview data (see Koro-Ljungberg, 2008). More in 

terms of the codes applied, prioritising action codes became pivotal to teasing apart the 

key phenomena of interest ‘happening’ in the data (i.e. ‘how’ participants interact with 

and reconstruct city elements). 

Prioritising action codes  

In his critique of common qualitative interview data analysis practices, Silverman 

(2017, p.  153) argues that applying codes to actions (e.g. gaining, having, getting, 

preferring, going) helps to engage with interview conversation as, indeed, a form of 

action. Further, he contends that acknowledging the active nature of interview 

conversation provides a basis for interview data analysis that does more than 

‘inventory’ what participant responses describe (Silverman, 2017, p. 153). More 

specifically, Charmaz (2003, 2014, pp. 244-246) proposes that coding by ‘actions’ 

rather than ‘topics’ can help researchers to:  

• Engage with how topics, phenomena and so on (e.g. socially constructed city 

elements) are constructed through action;  

• Remain engaged with specifics of data, rather than taking ‘leaps of fancy’ that 

infer beyond transcribed evidence of the interview conversation;  

• Avoid tendencies to code people types and become preoccupied with 

individual nuances; and 

• Begin reflecting upon how particular comments and utterances might link to 

broader processes involving multiple individuals.  

To illustrate the pertinence of action codes to the present research, consider again how 

Debbie interacts with and reconstructs with a range of tangible urban reminders (i.e. 

“big places” and “little spots”) during the map-drawing exercise:  

 
Multiple ‘actions’ are ‘happening’ in this particular conversational exchange. Perhaps 

most obviously, Debbie interacts with and reconstructs several city elements by 

‘drawing explicit comparisons’ (see bold text above particularly). Hence, the researcher 

applied the action code ‘drawing comparisons’ to this exchange. Consistent with 

Charmaz (2014), prioritising action codes from Round 1 was pivotal to begin moving 

towards core conceptual categories that address the empirical research question. 

However, assigning action codes to how participants interact with city elements, while 

DEBBIE: I guess what I am trying to determine is there is these big 
places and in the little spots theres all these laneways.  
RESEARCHER: OK.  
DEBBIE: [Continues to draw a bit more] And this is not necessarily the 
perfect thing. But yeah. In terms of what I am trying to draw its like 
Melbourne is that big city. But then at the same time they have 
got that unique feel about it in terms of the little you know. Like 
Little Collins and then you can do. I don’t know, you can draw big 
buildings here. Then they’ve got like rooftop bars.  
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also engaging with the practical workings of what city elements participants activate 

and reformulate through these actions, necessitated more tailored transcript formatting 

and code application mechanisms.  

Tailored transcript formatting and code application mechanisms  

The researcher adapted La Pelle’s (2004) advice for formatting transcripts using 

Microsoft Word’s basic table function to prepare the data for initial coding. Figure 4.9 

depicts the adapted transcript format. Crucially, this format facilitated highly 

unstructured and ‘up close’ examination of the data (i.e. specific utterances, words, 

phrases and comments). Particularly conducive to reflexive analysis, the “researcher 

comments” column provided space for the researcher to record notes and reflections 

on specific initial codes. Akin to Strauss and Corbin’s (1990, p. 61) ‘code notes’, these 

comments included questions surrounding specific codes, preliminary comparisons to 

other codes and linked data, alternative ways of representing the data and reflections 

on the broader relevance of codes to the research phenomena. Moreover, this initial 

transcript format permitted direct connections between these comments and 

associated codes (i.e. via a common table row). Indeed, qualitative data management 

software programs such as NVivo enable researchers to record ‘annotations’, node 

‘descriptions’ and ‘memos’ while coding. However, after experimenting with such 

software, the researcher deemed these functions impractical and disjointed. 

Specifically, these functions did not permit the researcher to simultaneously view: (a) 

the details of specific utterances and comments, (b) initial codes applied to this data 

and (c) associated comments. As such, the transcript format devised (see Figure 4.9) 

was more conducive to ‘pulling apart’ transcripts and engaging reflexively with initial 

code application through unrestricted and clearly visible researcher comments. In 

terms of other practical functions, rows within the transcript format essentially indicate 

conversational turns of researcher and the participant. ‘Sequence’ or ‘reference’ 

numbers permitted quick identification of particular interview comments and utterances 

in the comments column (e.g. “Macey drew a similar comparison, see Macey #30-38”, 

while coding conversation with Debbie). Various other basic Microsoft Word functions 

that La Pelle (2004) discusses, such as the ability to search specific columns, further 

facilitated initial coding and ongoing reflection throughout Round 1. Moreover, to help 

keep track of evolving analytical decisions, the researcher saved a new version of each 

transcript in the morning of each day spent coding that particular transcript (e.g. Debbie 

Transcript Day 5). 
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Figure 4.9 Transcript Format For Initial Coding (Adapted From La Pelle, 2004) 

 

The transcript format devised also facilitated tailored code application mechanisms. 

Specifically, the researcher coloured codes applied to ‘how’ participants interact with 

and reconstruct city elements in red font, and codes applied to the particular elements 

involved (i.e. ‘what’) in blue font. Use of these colours enabled application of distinct 

yet related codes pertaining to both key areas of interest (i.e. what and how) in the 

same column (third from the right in Figure 4.9). This code application mechanism 

became integral to learning about the data during the first round of the research. Early 

and regular memoing was also instrumental towards this end.  

4.8.1.6 Memoing  

Recording and revisiting reflective memos is integral to Charmaz’s (2003) 

constructionist grounded theory methods. More specifically, early initiation and ongoing 

maintenance of a ‘memo book’ helps researchers to pursue increasingly more 

sophisticated and abstract data analysis (Glaser, 1978, pp. 83-89; see also Birks, 

Chapman, & Francis, 2008). During Round 1, the researcher primarily utilised memos 

to ‘take apart’ initial codes and record questions for subsequent consideration 

(Charmaz, 2003; Glaser, 1978, p. 83). However, recording questions also helped to 

identify uncertainties and conceptual gaps, thus preventing these inevitable aspects of 

the sense-making process from remaining implicit. More broadly then, as well as 

facilitating greater overall contemplation of the data (Birks et al., 2008), the memoing 

process enabled the researcher to remain frank about the progression of the research. 

Tracy (2010, p. 842) identifies such honesty as a key component of self-reflexive and 

ultimately more sincere qualitative research (see also Table 4.2). In turn, articulation of 

questions, uncertainties and gaps guided the ongoing refinement of data co-creation 

techniques accordingly (e.g. more intense examination of particular categories). 

Extended writing about codes also stimulated the researcher’s thought processes by 
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PRE-INTERVIEW UTTERANCES AND INTERACTIONS  
 1    

 2    

INTERVIEW CONVERSATION  
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 4    

POST-INTERVIEW UTTERANCES AND INTERACTIONS  
 5    
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POST-INTERVIEW RESEARCHER REFLECTION  
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bringing forth implicit arguments and initiating further scrutiny of emergent categories 

(Charmaz, 2014, p. 554). Moreover, memos also provided unlimited space for the 

researcher to examine the manner in which data supports analytical arguments (i.e. 

how does this comment indicate or relate to a particular category?) more closely. Then, 

as the study progressed, continuous memoing facilitated increasingly stronger, clearer 

and more theoretical analysis by permitting the researcher to reflect upon and write 

about potential category properties (Charmaz, 2003).  

 

Particularly pertinent to the quality marker of ethics (see also Table 4.2), the 

researcher occasionally recorded memos about particular contexts and situations that 

activate more specific ethical principles. For instance, the researcher examined one 

conversational exchange especially informative to refining the category of ‘work’. 

However, the researcher concluded that presenting the rich detail of this data with the 

empirical findings could jeopardise participant confidentiality. Hence, this particular 

memo provided a record of the researcher’s intense (i.e. extended, line-by-line) 

examination of this exchange, and ensuing insights into the category of ‘work’ that 

enhanced the researcher’s attentiveness to other germane data.  

 

Owing to the inherent flexibility of memoing, the form and structure of memo books, 

and particular memos, vary immensely across different researchers and research 

projects (Birks et al., 2008). Thus, the researcher prepared a tailored ‘electronic’ memo 

book. As Figure 4.10 illustrates, this memo book format permitted the assignment of 

codes to each memo (e.g. ‘interview protocol adjustments’, ‘coding mechanics’) and a 

column for subsequent researcher comments. Of course, in addition to permitting in-

depth and detailed scrutiny of specific data and certain analytical decisions, memos 

also provided space for the researcher to reflect on the overall progress of the research 

and revise subsequent strategies accordingly (Charmaz, 2008). For instance, towards 

the end of Round 1, the researcher noted a need to ‘step back’ and ‘take stock’ of initial 

codes applied to transcripts of initial conversations with the first six participants (see 

Table 4.4) in order to begin defining actions and processes of interest. Round 2 (see 

Figure 4.5) of the empirical research actions these directives. 

 
Figure 4.10 Memo Book Format  

  

Memo 
# 

Date  Memo   Code Subsequent 
researcher 
comments  
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4.8.2 Round 2: Step Back to Begin Defining Actions and Processes  

Stepping back to reflect on initial codes towards the end of Round 1 initiates the 

second key analytic process identified in Figure 4.4. Specifically, Charmaz (2003, 

2014, pp. 282-285) suggests considering frequently reappearing action codes applied 

during initial coding as a primary source of leads regarding actions and processes of 

interest. Indeed, consideration of potential patterns informed instrumental 

developments throughout Round 2.   

4.8.2.1 Considering potential patterns  

The researcher again utilised Microsoft Word’s table function to develop a ‘master list’ 

of initial codes and, in turn, begin discerning potential patterns within this list. As Figure 

4.11 shows, the format of the list enabled the researcher to ‘eye ball’ initial codes ‘from 

a distance’. Subsections within the master list corresponded to particular transcripts 

and sequence numbers permitted quick cross-referencing against transcripts as 

required. Inclusion of both blue and red codes within the master list also enabled the 

researcher to consider potential patterns within the red codes, without isolating these 

codes from blue codes pertaining to particular city elements involved in various actions 

and processes.    
Figure 4.11 Illustration of Initial Code ‘Master List’ 

 
While scanning the right-hand side column of red codes, the researcher first noted 

multiple codes involving different forms of ‘context’. For instance, several of the red 

codes illustrated in Figure 4.11 pertain to different forms of ‘context’ (e.g. ‘activating 

social relationship’, ‘referring directly to own perspective’). With this potential pattern in 

mind, the researcher continued to scan the master list, noting other codes that also 

pertain to forms of context. The researcher then returned to relevant transcripts to 

compare associated conversational exchanges. Through these comparisons, the 

researcher noted, more specifically, that participants appeared to contextualise or 

situate particular city elements in certain contexts. Further, the contexts appeared to 

form part of one of two groups: (1) self-oriented and (2) other-oriented. The researcher 

Sequence 
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participants interact with and 
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Hows –actions and broader processes 
through which participants interact with 
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14 Particular people (“My family”) Activating social relationship 

 
20 Foods  

 
“Experiences”  

Drawing comparisons  
 

Referring directly to own perspective  
 

Recalling events  
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recorded a memo pertaining to ‘contextualising’ as a potential pattern for further 

consideration. Scanning the right-hand side column of the master list also directed 

identification of ‘drawing comparisons’ as another potential pattern for further 

consideration. That is, essentially, these potential patterns (i.e. ‘contextualising’ and 

‘drawing comparisons’) appeared to indicate actions through which participants interact 

with and reconstruct socially constructed city elements. Additionally however, the 

process of identifying and examining patterns pertinent to the research phenomena 

helped the researcher to learn about the data and ask more advanced questions of all 

codes on this basis.  

4.8.2.2 Questioning codes  

Insights ensuing initial pattern consideration stimulated the researcher to question all 

codes within the master list. For instance, the researcher questioned the relevance of 

codes identifying ‘modes’ of interaction (e.g. ‘interacting via visual media’, ‘interacting 

via imagination’) to more comprehensive and abstract understandings of the research 

phenomena. In turn, the researcher noted that these codes encapsulate the nature of a 

particular conversational exchange or setting (i.e. the photo elicitation exercise in the 

case of ‘interacting via visual media’), rather than the actions and processes under 

investigation. On this basis, the researcher crossed out these codes on master list. As 

such, questioning codes helped to reduce the number of initial codes for further 

consideration in subsequent analysis, while also reinforcing the pertinence of engaging 

further with potential patterns that appear to more effectively encapsulate actions and 

processes of interest.   

4.8.2.3 Working towards inductive category construction 

To advance the data analysis process and move closer to defining actions and 

processes of interest, the researcher experimented with potential patterns as focused 

codes. More abstract than initial codes, focused codes provide a basis for sorting and 

synthesising large amounts of data (Charmaz, 2003, 2006, pp. 57-58). Further, 

effective focused codes often point to tentative conceptual categories that help 

researchers to make analytical sense of the data and, ultimately, advance the 

theoretical direction of a study (Charmaz, 2014, pp. 282-285). However, experimenting 

with focused codes necessitated integration of the software program NVivo as an 

advanced data management mechanism particularly suited to this task. Introducing this 

mechanism to help organise data and codes also facilitated a range of other 

increasingly advanced analytical decisions as Round 2 progressed (see also Figure 

4.5).    
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Integrating qualitative data management software and focused codes  

The researcher first utilised the qualitative data management software package NVivo 

to experiment with ‘contextualising’ and ‘drawing comparisons’ as focused codes. The 

screenshot below (see Figure 4.12) illustrates the basic starting node list created in 

NVivo according to these potential patterns and constituent sub-groupings. The 

researcher then coded each transcript ensuing Round 1 directly into NVivo by applying 

conversational exchanges to particular ‘nodes’. Although the printed copy of the master 

list of initial codes remained on hand, coding transcripts directly into NVivo, after 

having become more knowledgeable about the data, stimulated the researcher to apply 

multiple action codes that did not form part of coding during Round 1. For instance, the 

researcher identified that Macey, Debbie and Brad interacted with several city 

elements by situating those elements within broader ‘plots’. Hence, the researcher 

added a node (i.e. code) labelled ‘plotting’ to the NVivo node list. Data applied to the 

two initial focused codes (i.e. ‘contextualising’ and ‘drawing comparisons’) also grew 

considerably as the researcher coded directly into NVivo. As such, initiating the third 

key analytic process identified in Figure 4.4, the researcher identified these codes as 

effective focused codes, and, thus, tentative conceptual categories for ongoing 

consideration.  
Figure 4.12 Basic ‘Starting’ Code (i.e. Node) List Screenshot  

 

 

 

 

 

 

Initiating and informing advanced analytical decisions  

The insights gained through early experimentation with initial focused codes initiated a 

range of other more particular and increasingly advanced analytical decisions that also 

shaped inductive construction of highly tentative yet more abstract categories (i.e. the 

third analytic process in Figure 4.4) in Round 2. These analytical decisions include:  

1. Ongoing discernment of more particular patterns; 

2. Questioning codes in advanced ways; 

3. More systematic (and constant) comparison between instances in the data; and  

4. Associated revision to node (i.e. code) hierarchies in NVivo.  

The first of these four main decision types, ongoing discernment of more particular 

patterns, was particularly fundamental to identifying and refining potential categories, 

especially as codes and associated data assigned within NVivo grew. For instance, 
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while reviewing conversational exchanges coded to the ‘other-oriented’ child- or sub-

node of ‘contextualising’ (see Figure 4.12 for screenshot of basic child-parent node 

hierarchy), the researcher noted that many participants employ the pronoun “you” 

when contextualising in other-oriented events and settings. Reflecting on how 

participants use “you” in this way, the researcher discerned ‘activation of an 

anonymous subject’ (i.e. “you”) as a more particular potential pattern within the broader 

category of ‘contextualising’.  

 

The second main type of advanced analytical decision initiated in Round 2, 

questioning codes in increasingly advanced ways, often intertwined with pattern 

discernment. For instance, multiple participants described various city elements as 

“old”. The researcher initially assigned conversational exchanges surrounding the use 

of this term to an action code ‘distinguishing age’. However, the researcher later 

questioned whether this code effectively captures what appears to be ‘happening’ in 

these conversational exchanges. In turn, the researcher noted that participants tended 

to use the term ‘old’ to give clearer shape to many different city elements (e.g. 

buildings, settings, shops, stories), without expanding on what is meant by ‘old’ (e.g. 

chronological age, particular design aesthetics). Further, the researcher noted that 

participants also use other terms such as ‘magnificent’ and ‘beautiful’ without 

expansion, and in quick succession (i.e. more patterns for further consideration). These 

insights contributed to the identification of ‘employing adjectives’ as another potential 

focused code and tentative category.   

 

More systematic comparison between instances in the data, the third main type of 

advanced analytical decision initiated in Round 2, also intertwined with pattern 

discernment. That is, before coding a particular instance in the data to an existing 

code, the researcher opened the corresponding node in the NVivo project file to 

consider similarities and/or differences to the ‘new’ data. This systematic comparison 

between instances in the data stimulated the researcher to discern patterns within data 

previously assigned to particular codes as indications of potential category features, 

dimensions, properties and so on (see Charmaz, 2014, pp. 270-271; Glaser, 1965 for 

discussion). For instance, to expand further on the previous illustration regarding 

employment of multiple adjectives as a potential pattern, the researcher later noted (i) 

multiplicity of adjectives and (ii) rapid employment as possible features of the tentative 

category ‘employing adjectives’.   

 

The fourth main type of analytical decision commencing during Round 2, ongoing 

revision to the hierarchy of nodes in NVivo, was also instrumental to inductive 



 125 

category construction. More specifically, the researcher constantly added, removed 

and combined nodes when coding transcripts directly into NVivo. The latter, combining 

nodes that seemed to pertain to the same phenomena, corresponds with Strauss and 

Corbin’s (1990, p. 65) ‘categorising’. These advanced decisions were especially 

influential in identifying codes that encapsulate the research phenomena in more 

abstract ways. For instance, the researcher subsumed several codes including 

‘typifying people’ and ‘assessing “liveability”’ within a broader code ‘invoking types’.  

 

Together, the interweaving analytical decisions outlined above culminated in 

delineation of ten broader (yet tentative) categories pertaining to the actions through 

which participants interact with and reconstruct city elements partway through Round 

2. Given the number of these tentative categories (and constituent codes), the 

researcher introduced an additional data analysis mechanism to help ‘take stock’ and 

make further sense of these developing understandings. 

Matrix-style data displays as a further advanced data analysis mechanism   

Adapting Miles and Huberman’s (1994) advice for utilising data displays to aid 

qualitative data analysis, the researcher developed a matrix-style display identifying 

each tentative category, associated empirical material and various analytical notes (see 

basic format Figure 4.13 below). Similar to the ‘codebooks’ often utilised in qualitative 

research (e.g. DeCuir-Gunby, Marshall, & McCulloch, 2011), this matrix display 

included separate columns for developing (1) concise category descriptions, (2) 

exemplar illustrations, (3) potential category features, distinctions, components and so 

on, and (4) other questions and notes. Although seemingly simple, the display (also 

created using Microsoft Word’s table function) enabled the researcher to ‘eye ball’ 

emergent understandings in one place and make further sense of the data on this 

basis. Particularly instrumental to further inductive category construction, the matrix-

style display stimulated the researcher to engage in early ‘analytic writing’ and higher-

level comparisons. To expand in terms of the former, filling various matrix cells involved 

articulating more concise category descriptions, identifying the most exemplar 

conversational exchanges and specifying key features, distinctions and components of 

tentative categories. In essence then, continuous development, expansion and 

refinement of the display stimulated the researcher to give more ‘concrete’ form to 

tentative interpretations, ideas, fleeting thoughts and ongoing questions. Such analytic 

writing facilitates continual pursuit and refinement of more abstract categories 

(Charmaz, 2014, pp. 613-614). 
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Figure 4.13 Matrix-Style Data Display Format 

 

The matrix display also facilitated systematic and increasingly sophisticated 

comparisons between data and tentative categories throughout the remainder of the 

empirical research stages. As highlighted above, the researcher constantly compared 

specific conversational exchanges to data previously applied to a particular code (or 

node in NVivo) (see Glaser, 1965, pp. 439-440). However, constant comparison of 

conversational exchanges to tentative categories represented in the matrix display 

enabled the researcher to continually scrutinise and conceptualise the data in more 

precise and advanced ways (Charmaz, 2008; Glaser, 1965, p. 440). Ongoing review of 

potential category ‘properties’ within the “Key features, distinctions, components etc.” 

column (see Figure 4.13) was particularly valuable to stimulating further abstraction 

that helps to understand and synthesise actions and processes of interest (Charmaz, 

2003).   

4.8.2.4 Exploring further analytical avenues: Underlying assumptions   

Given the empirical research question, all data co-creation analysis processes focused 

on understanding the actions and processes through which people interact with and 

reconstruct socially constructed city elements. However, towards the end of Round 2, 

the researcher identified a common thread (i.e. potential pattern) within several 

memos: the idea that consumption is fundamental to everyday urban life in Melbourne 

and several other cities. More specifically, these memos pointed to various 

conversational exchanges in which the supposed inherency of consumption to urban 

life appeared to underpin how participants interact with and reconstruct city elements 

(e.g. emblematic consumption behaviours, consumption venues as tangible urban 

reminders, myths revolving around consumption of particular resources). One memo 

also noted that, interactions with and reconstructions of city elements in some 

conversational exchanges appeared to indeed ‘make sense’ on the basis or underlying 

assumption that consumption is fundamental to urban life. Discerning this insight as an 

opportunity to delve “beneath the surface” of the research phenomena and “explore 
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issues that are assumed, implicit, and have become part of participants’ common 

sense” (Tracy, 2010, p. 843), the researcher identified underlying assumptions as an 

additional analytical avenue for further consideration. Thus, after adding a further 

section to the matrix display and a separate node folder within NVivo, the researcher 

revisited the transcripts ensuing data co-creation in Round 1, applying the general 

code ‘consumption’ to instances in which the assumption that consumption is inherent 

to everyday life appeared to underpin how participants interact with city elements. 

While revisiting transcripts for this specific purpose, however, the researcher identified 

two further ‘ideas’ that appeared to also underpin how participants interact with and 

reconstruct city elements: (1) ‘essential work’ and (2) ‘uplifting or intangible 

experiences’. These general ideas, in turn, became further potential focused codes for 

ongoing consideration as part of a broader analytical avenue loosely understood as 

‘underlying assumptions’ at this stage in the research process.   

 

To progress towards more comprehensive and abstract understandings of the research 

phenomena, the researcher continued engaging with actions and processes and 

underlying assumptions as two core and complementary analytical avenues throughout 

the research. Additionally, however, the researcher acknowledged a need to remain 

engaged with ‘what’ city elements participants interact with and reconstruct as a third 

complementary analytical avenue.  

4.8.2.5 Remaining engaged with the ‘whats’ reconstructed  

To continue engaging with the practical workings of what city elements participants 

interact with and reconstruct, the researcher scanned the master list of initial codes 

(see illustration Figure 4.11) for frequently reappearing ‘blue’ codes. More readily 

apparent patterns included ‘consumption venues’ and ‘suburbs’ as forms of tangible 

urban reminders, intangible urban reminders around Melbourne’s weather and 

consumables such as ‘coffee’ and cafe food as artistic outputs embodying place. In 

turn, the researcher added a further node folder in NVivo for ‘prevalent city elements’, 

with these patterns serving as a starting node list. The memo book again provided an 

instrumental ‘place’ to reflect on and scrutinise such patterns and, indeed, all three 

complementary analytical avenues in increasingly sophisticated and reflexive ways.  

4.8.2.6 Pursuing more self-reflexive analysis  

Tracy (2010, p. 842) emphasises continual reflection upon the researcher’s role in the 

empirical research process as a key means of pursuing sincere qualitative research 

(see also Table 4.2 on quality markers). More fundamentally, Charmaz (2003, 2014, 
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pp. 461-465) proposes that constructionist researchers must acknowledge that they 

define what is happening in the data. For instance, what a code ‘says’, hinges on how 

a researcher defines the meanings of that code (Charmaz, 2014, p. 285). Further, 

Charmaz (2003, 2006, pp. 16-17) argues that researchers should make sensitising 

perspectives and concepts explicit in order to more fully question the relevance (or 

irrelevance) of these concepts to the analysis process. Thus, the researcher continually 

reflected on how ‘background’ knowledge of social constructionism, semiotics and 

branding (the co-creation branding paradigm in particular), frame data analysis 

throughout Round 2 and subsequent rounds. This reflection directed the researcher to 

ensure that any reference to associated concepts such as ‘consumption’ in code labels 

and extended notes included further elaboration on intended meanings (i.e. 

‘consumption’ refers, more specifically, to using up resources). From a more 

mechanical coding perspective, applying codes to extended conversational exchanges 

between the researcher and participants also encouraged ongoing consideration of the 

researcher’s role in co-creating interview data (see Silverman, 2017, p. 153 for 

discussion). Attentiveness to the conversational home of various incidences in the 

data, and rigorous interrogation of individual codes, also helped to flesh out tentative 

conceptual categories and pursue overall more advanced understandings of the 

research phenomena in Round 3.   

 

4.8.3 Round 3: Flesh Out and Move Forward  

The second and third key analytic processes informed by Charmaz’s (2003) 

constructionist approach to grounded theory methods (i.e. defining actions and 

processes of interest and inductively constructing more abstract categories, see Figure 

4.4) continued throughout Round 3. However, developing insights ensuing analysis in 

Rounds 1 and 2 enabled increasingly more advanced theoretical sampling (i.e. the 

fourth key analytic process identified in Figure 4.4). As outlined earlier in this part of 

Chapter Four, developing insights into the extent to which participants interact with city 

elements through the same actions, seemingly irrespective of relationships to the city, 

directed increasingly more advanced theoretical sampling throughout Round 3 (and 

later, Round 4). Specifically, theoretical sampling during these rounds targeted 

participants with even more diverse relationships to Melbourne. Particularly crucial in 

terms of challenging developing insights, engaging such participants facilitated more 

advanced comparative processes. For instance, the researcher compared how people 

who have lived in the same place for the duration of their life interact with city elements 

in different and/or similar ways to people who have lived in multiple countries. 

Comparing how participants interact with city elements across different interview 

contexts and settings (e.g. early and final moments of a particular conversation, initial 
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and subsequent conversations, ‘moving’ and ‘seated’ conversation) offered another 

pathway for delving further into the diverse data co-created with each participant. 

Together, these advanced comparative processes enhanced the data analysis 

component of Round 3 (see overview Figure 4.5) by providing another basis from 

which to challenge, extend and refine emergent categories.  

 

More generally, coding transcripts, ongoing revision of categories and other analytic 

processes during Round 3 focused on moving inductively upward from data towards 

more abstract theoretical renderings (Charmaz, 2003). The researcher constantly 

revised hierarchies of nodes associated with the three main analytical avenues (i.e. 

actions, assumptions and prevalent city elements), as well as notes and exemplars 

within the matrix. Constant comparison between data co-created with participants 

engaged in this round and developing categories became a primary means of 

identifying, and refining, the key features, distinctions and components of each 

category. While Strauss and Corbin (1990, pp. 69-70) refer to more precise category 

‘properties’, examining various ‘features’, ‘distinctions’ and ‘components’ of developing 

categories stimulated clearer and more abstract understandings pertaining to each 

analytical avenue. However, consistent with the process that Strauss and Corbin 

(1990, pp. 69-70) refer to as ‘dimensionalising’ (see also Spiggle, 1994, p. 494), the 

researcher also experimented with locating various category features, distinctions and 

components along continuums (e.g. more to less explicit comparisons) to further 

scrutinise and flesh out these categories.  

 

Towards the end of Round 3, the matrix display comprised ten categories pertaining to 

actions through which participants interact with and reconstruct city elements and 

three categories pertaining to assumptions that appear to underpin how participants 

interact with and reconstruct city elements. Questions recorded within the far right-

hand side column of the matrix display grew in number and detail as the researcher 

began reflecting on the broader nature of all developing categories. Further, the node 

folder dedicated to prevalent reconstructed city elements comprised over 40 frequently 

reappearing urban reminders (e.g. sport venues, particular buildings, Melbourne’s 

‘legendary weather’), artistic outputs (e.g. ‘Melbourne coffee’, ‘Melbourne fashion’) and 

residential behaviours (e.g. consumption behaviours, competitive comparisons). These 

incremental developments of Round 3 informed the evolution of data co-creation and 

analysis strategies utilised in Round 4.   
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4.8.4 Round 4: Refine and Integrate  

Round 4 (see Figure 4.5 overview) again involved defining actions and processes of 

interest, inductively constructing more abstract categories and theoretical sampling to 

enable more focused comparative processes. In this round, the latter included 

engaging participants with diverse relationships to Melbourne, as well as 

complementary interview approaches to co-create more diverse data and thus further 

challenge emerging insights. Specifically, paper interview conversations (with Kane, 

Henry and Esmae) and snapshot interviews with Rose and Mitch enabled the 

researcher to compare how people interact with and reconstruct city elements in a 

wider range of settings and contexts. Moreover, subsequent conversations with Sam, 

Lilly, Mitch and Esmae included a formal ‘member reflection’ exercise that also 

facilitated increasingly focused comparisons. By empowering the analysis, and 

providing a sounder basis to refine categories, these advanced comparative processes 

initiated the fifth key analytic process informed by Charmaz’s (2003) constructionist 

grounded theory methods: integrating categories within a theoretical framework (see 

Figure 4.4). Before expanding on the latter, it is important to explicate the nature of the 

more formal member reflection exercise and associated comparative processes during 

Round 4.  

4.8.4.1 Member reflection exercise   

The researcher engaged Sam, Lilly, Mitch and Esmae in a member reflection exercise. 

The purpose of this exercise was to further examine and challenge developing 

categories pertaining to assumptions that underpin how participants interact with and 

reconstruct city elements (see Tracy, 2010, p. 844 on member reflections). Data 

analysis during Round 3 and 4 enabled more precise articulation of each assumption 

and associated relationships to the research phenomena. However, providing feedback 

or other stimuli to participants in a format that participants can understand, relate to 

local experience and perceptions, and ‘do’ something with (e.g. cross out parts) can 

help to encourage greater reflection on developing understandings (Miles et al., 2014, 

p. 310). Hence, to prepare this exercise, the researcher created a Microsoft Word 

document articulating each assumption in large font (on separate pages) as follows:  
 

1. Everyday life in Melbourne revolves around consumption (i.e. people must consume 

everyday to survive and live effectively in Melbourne) 

2. Everyday life in Melbourne revolves around work (i.e. people must regularly perform 

paid work everyday to survive or live effectively in Melbourne) 
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3. The intangible outcomes of certain experiences (e.g. amusement, pleasure, social 

connection, enjoyment, enduring memories, learning) ‘elevate’ everyday life in 

Melbourne 

 

In terms of purposeful adjustments to articulation of the first and second assumptions, 

the researcher added further explanation of what was intended by life ‘revolving’ 

around certain acts. The researcher also added examples of the experiences referred 

to in the third assumption. Articulation of this assumption also emphasised the term 

‘elevate’ to facilitate follow-up questions that invited more specific conversation around 

what is (or could be) meant by ‘elevation’ of everyday life in this statement. However, 

the researcher purposefully did not add any further explanation of ‘intangible 

outcomes’, with the intention of inviting further conversation around this notion during 

the exercise. Moreover, although the researcher asked participants to consider the 

extent to which the statement applies to other cities later in the exercise, each 

statement refers explicitly to Melbourne to assist with initial comprehension of the 

statement. Despite these adjustments to articulation of each assumption for the 

purposes of this exercise, the researcher remained mindful that indications of 

disagreement with or general confusion surrounding associated statements could stem 

from explicit articulation of a broad and largely taken-for-granted or assumed ideas.  
 

In terms of implementation processes, the researcher was cognisant of the need to 

avoid implying that ‘agreement’ or ‘disagreement’ with each statement was being 

sought. Thus, the researcher introduced the purpose of the exercise as to hear the 

participant’s thoughts about three broad ideas indicated in earlier data analysis. The 

researcher then presented each participant with a printed copy of each statement. 

Conversation ensuing presentation of the first, second and third statements varied 

widely. For instance, one participant proceeded to construct an elaborate story of two 

contrasting events she encountered in Melbourne after the researcher presented the 

first statement. However, to stimulate further conversation, the researcher offered 

follow-up questions such as: 

• What do people have to consume?  

• Can you describe an example of this?  

• So, what would happen if someone did not work/consume?   

• What is/could be meant by intangible outcomes in this statement (i.e. #3)? 

• What is/could be meant by ‘elevate’ in this statement (i.e. #3)?  

• How would this statement apply to other cities?  
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To conclude conversation around each statement, the researcher asked the participant 

if they would like to change articulation of the statement in any way, offering a pen in 

the same moment (see illustration Figure 4.14 below). 

 
Figure 4.14 Sam’s Revision to Articulation of ‘Consumption’ Assumption 

 

 

 

 

 

 

 

 

 

 

 

 

 

It is important to further clarify relative emphasis on particular analytical avenues within 

this member reflection exercise. That is, this exercise focused primarily on scrutinising, 

expanding and refining categories pertinent to key assumptions that appear to 

underpin how people interact with and reconstruct city elements, with no direct 

reference to developing action-oriented categories (e.g. ‘contextualising’, ‘plotting’). 

The former categories constitute tacit meanings, while the latter categories constitute 

implicit actions and, thus, may make limited sense if directly presented to participants. 

Nonetheless, conversation ensuing this exercise also facilitated scrutiny, expansion 

and refinement of these action-oriented categories as the researcher and participants 

engaged these actions to give shape to various city elements during the exercise. More 

broadly, aligning with Tracy’s (2010, p. 844; see also Table 4.2) conception of member 

reflections as a means pursuing more credible qualitative research, ensuing data 

opened up avenues to further elaborate on the nature of key categories informing the 

two core analytical avenues pursued in this research (i.e. key assumptions and 

actions). Further, aligning with Tracy’s (2010, pp. 844-845) conception of resonance 

as another marker of quality qualitative research, data co-created through this exercise 

provided an opportunity to assess the extent to which participants relate (if at all) to 

each assumption. Particularly crucial in working towards the integration of categories 

within an overarching theoretical framework, interview data co-created through the 

member reflection exercise permitted increasingly focused comparative processes.   
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4.8.4.2 Increasingly focused comparative processes  

Increasingly focused comparative processes during Round 4 examined the following:  

(i) Data co-created through conversation with more, and more diverse, 

participants (see Table 4.4 for overview); 

(ii) Data co-created through snapshot interviews with Rose and Mitch; 

(iii) Data co-created through paper interviews conversations with Kane, Henry 

and Esmae; and 

(iv) Data co-created with Sam, Lilly and Mitch through the more formal member 

reflection exercise.  

These comparisons directed subtle yet crucial refinement of category descriptions, 

features and so on pertaining to the research phenomena across a range of settings 

and contexts. Although not involving major changes, these refinements directed the 

researcher to identify categories pertaining to actions through which participants 

interact with and reconstruct city elements as, indeed, meaning-making processes 

distinguished by particular meaning-making actions and a series of other process-

specific features. Further, subtle refinement of categories pertaining to key 

assumptions directed the researcher to identify and further conceptualise these 

assumptions as dominant and taken-for-granted or ‘assumed’ ideas about everyday 

urban life that frame how participants interact with and reconstruct city elements. 

Essentially then, the comparative processes and category refinement within Round 4 

enabled more precise articulation of both (a) inductively constructed categories and (b) 

broader theoretical assertions regarding how these categories illuminate different but 

related dimensions of the research phenomena. These pivotal analytical developments 

empowered the researcher to begin formally ‘writing up’ the findings of the research.  

4.8.4.3 ‘Writing up’ 

Notes stored in the matrix-style data display and the memo book informed the ‘first 

draft’ of the empirical research findings (i.e. Chapter Five of this thesis). The two main 

theoretical assertions and constituent theoretical categories provided a basic structure 

to guide this first draft. However, the process of ‘writing up’ the findings stimulated the 

researcher to delineate implicit links between conceptual categories. For instance, the 

process of writing up action-oriented categories, and the ensuing draft text, continually 

underscored a tendency for participants to shift between meaning-making processes 

while interacting with and reconstructing city elements. Further, writing up stimulated 

the researcher to engage with variations in the connections that participants (and 

herself as an active participant in the interview conversation) forge between particular 

elements and ‘other’ concepts (i.e. potential symbolic messages about the city) while 
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interacting with and reconstructing those elements. Articulation of these insights, in 

turn, informed further sections in the findings chapter. Similarly, writing up illuminated 

the potential for the key assumptions regarding consumption, work and ‘experience’ to 

intersect, again directing a further chapter section. The researcher also wrote up key 

insights ensuing the third complementary analytical avenue pursued in this research: 

prevalent reconstructions of each city element. More broadly then, and consistent with 

Charmaz (2014, p. 554), successive drafts grew more theoretical and comprehensive. 

However, to further ensure rich rigor and credibility (see Table 4.2), the researcher 

engaged one further participant, Joy, while drafting research findings to more formally 

assess ‘theoretical saturation’.  

4.8.4.4 Assessing theoretical saturation  

The term theoretical saturation refers to the comprehensiveness of theoretical 

categories in terms of representing and understanding the research phenomena 

(Charmaz, 2014). In practice, assessing theoretical saturation involves examining the 

extent to which new properties of a theoretical category emerge through further data 

analysis, or not (Charmaz, 2006). An absence of new properties is generally thought to 

indicate that a particular theoretical category represents a component or dimension of 

the research phenomena ‘well’ and the category can thus be considered ‘saturated’ 

(Charmaz, 2006, p. 113; Glaser, 1965; Kvale & Brinkmann, 2009). As such, saturated 

categories provide a basis for researchers to cease further data co-creation and 

analysis (Charmaz, 2006).  

 

To facilitate more direct assessment of theoretical saturation, the researcher engaged 

one further interview participant, Joy. As the researcher met with Joy a few days after 

she returned ‘home’ to Queensland (Australia) from a business trip to Melbourne, 

interview data co-created with this participant provided yet another varied perspective 

and, thus, an ideal basis for further scrutinising the extent to which core categories 

represent dimensions of the research phenomena. The researcher also integrated the 

more formal member reflection exercise (outlined above) towards the end of this final 

interview conversation.  

 

While analysing transcribed interview conversation with Joy, the researcher focused 

initially on assessing and challenging action-oriented categories (e.g. ‘drawing 

comparisons’, ‘anchoring in time’). More specifically, the researcher examined the 

transcript for indications of the actions and broader processes through which Joy 

interacted with and reconstructed various city elements. Rather than simply assigning 

conversational exchanges to relevant codes (i.e. nodes in NVivo), the researcher also 
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examined the manner in which Joy engaged these actions and processes against the 

properties, features and so on of each action-oriented category (e.g. variations in 

explicitness, notions of ‘time’ employed). In turn, the researcher identified that this 

particular transcript did not indicate further insights or properties regarding the ten 

meaning-making processes discerned through earlier data co-creation and analysis. 

The researcher then shifted to focus on indications of the broad assumptions 

underpinning how Joy interacted with and reconstructed various elements. For 

instance, the researcher continually reflected on: what ‘else’ does everyday urban life 

revolve around (i.e. other than ‘consumption’ and ‘work’) and what ‘else’ elevates 

everyday urban life (i.e. other than intangible outcomes of certain ‘experiences’) within 

this transcript? As these processes did not indicate further properties of the three 

assumptions (i.e. consumption, work and ‘experience’), or other major ideas about 

urban life that fall outside of or contradict these assumptions, the researcher 

considered these categories also saturated for the purposes of this research. As such, 

attention could now turn to integrating categories within an overarching theoretical 

framework: the fifth and final analytic process identified in Figure 4.4.  

4.8.4.5 Integrating categories within a theoretical framework  

Developing an integrative framework that synthesises and visually epitomises all 

inductively constructed categories and surrounding theoretical assertions became the 

final part of Round 4. As with all aspects of the research process, the epistemological 

foundations of the thesis underpin the researcher’s conception of theory and 

knowledge advancement and, thus, positioning of the integrative framework advanced 

in this thesis. To reiterate, social constructionist researchers view knowledge 

advancement as the development of increasingly abstract and comprehensive 

understandings of how people construct meanings, experiences, actions and broader 

social realities (Charmaz, 2008, 2014, p. 447). Hence, the integrative framework 

advanced in this thesis offers more abstract and comprehensive understandings of 

how people interact with and reconstruct socially constructed city elements. More 

specifically, the two main components of the framework clearly correspond to the two 

main assertions that, in turn, represent different but interrelated layers of the research 

phenomena. Together, the two main theoretical assertions and the integrative 

framework advance knowledge by bringing forth a progressive viewpoint with which to 

better understand the focal phenomena, rather than a set of generalised statements 

about universal social mechanisms. The term ‘theoretical framework’ (rather than 

‘theory’) is preferred throughout the thesis to reinforce this constructionist conception of 

knowledge advancement.  
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4.9  CONCLUSION 

A social constructionist understanding of knowledge brings a variety of distinctive 

sensibilities to research design and indeed the entire empirical research process (Koro-

Ljungberg, 2008, p. 429). As both Part A and Part B of this chapter attest, the 

researcher engaged with this understanding of knowledge and ensuing research 

sensibilities throughout the empirical stages of this thesis. In particular, after outlining 

key epistemological and theoretical foundations of the thesis, Part A of the chapter 

outlines the research methodology, quality markers, qualitative inquiry approach and 

primary research method most appropriate to addressing the research question within 

a social constructionist frame. Part B of the chapter provides detailed explanation and 

justification of more particular analytic processes informed by Charmaz’s (2014) 

constructionist approach to grounded theory methods. These processes shape four 

main rounds of data co-creation and analysis (see Figure 4.4 and 4.5 for overviews). 

The following chapter presents the integrative theoretical framework and informing 

empirical research findings. Crucially, these findings advance knowledge of how 

people interact with and reconstruct city elements, and city brand meaning-making 

processes more broadly.   
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CHAPTER FIVE: 

INTEGRATIVE FRAMEWORK OF EVERYDAY 
INTERACTIONS WITH CITY ELEMENTS (Part A) 

5.0 INTRODUCTION TO PART A 

This chapter responds to the empirical research question: how do people interact with 

(and reconstruct) socially constructed city elements? Specifically, integration of 

conceptual categories constructed through the empirical stages of the thesis informs 

articulation of two main theoretical assertions that contribute towards more 

comprehensive and abstract understandings of the focal research phenomena:  
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 

The two main theoretical assertions correspond to the two major components of the 

integrative theoretical framework presented in Figure 5.1 (see black and red framework 

components respectively).  
 
 
 
 
 
 
 

Main theoretical assertion one: People ‘interact’ 

with and simultaneously reconstruct socially 

constructed city elements (first-hand, via memory, 

media, imagination etc.) through ten meaning-

making processes. 

 

Main theoretical assertion two: Three dominant 

assumptions about urban life frame how people 

interact with and reconstruct the city’s fundamental 

elements: (1) consumption, (2) work and (3) 

‘experience’.    
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Figure 5.1 Theoretical Framework: Everyday Interactions With City Elements 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
The former assertion pertains to a constellation of implicit actions, whereas the latter 

pertains to a constellation of tacit meanings. More broadly, both main assertions, and 

the integrative theoretical framework, embrace a social constructionist view of 

knowledge and knowledge advancement. That is, the first main assertion advances 

knowledge by contending that the fundamental elements of the city (i.e. meanings that 

form part of social reality) continuously come into being, emerge, take shape, become 

understandable, acquire meaningful boundaries and take on constraining and/or 

facilitating characteristics through ten meaning-making processes. From a social 

constructionist perspective, these meaning-making processes constitute the essence 

of how people interact with and reconstruct city elements. However, the second main 

theoretical assertion represents different yet interrelated layers of the research 

phenomena. Specifically, the second assertion contends that dominant assumptions 

about the role of consumption, work and ‘experience’ in contemporary urban life frame 

everyday interactions with city elements. Together, the two main theoretical assertions 

and integrative framework respond to the research question driving the empirical 

stages of this thesis. Additionally, the empirical findings of this chapter build on 

conceptual and theoretical development in Chapter Three by further enabling a more 
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holistic understanding of city brand meaning-making processes more attune to the 

complexities of urban life.  

 

In terms of structure, this chapter consists of two main parts. Figure 5.2 provides a 

visual roadmap of this two-part structure, highlighting major sections and sub-sections 

that progressively flesh out the two theoretical assertions within the integrative 

theoretical framework (i.e. Figure 5.1). Firstly, Part A of this chapter presents the first 

main assertion by defining the ten meaning-making processes through which people 

‘interact’ with and simultaneously reconstruct what the city is thought to consist of and 

what is thought to take place in the city (i.e. urban reminders, the arts and residential 

behaviour). Secondly, Part B of the chapter presents the second main assertion by 

distinguishing three dominant assumptions about urban life that frame everyday 

interactions with socially constructed city elements. Part B concludes with a further 

illustration reinforcing how the two main theoretical assertions represent interrelated 

layers of the research phenomena.    

 
Figure 5.2 Road Map of Chapter Five 
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5.1 ASSERTION ONE: TEN MEANING-MAKING PROCESSES 

 
 
 
 
 
 

Figure 5.3 illuminates the framework component that corresponds with the first main 

theoretical assertion. Although pivoting on distinct meaning-making actions (see Table 

5.1 overview), these ten processes, together, constitute the essence of research 

phenomena. That is, through these processes, urban reminders, the arts and 

residential behaviours continuously emerge, come into being, take shape, become 

understandable, acquire meaningful boundaries and take on facilitating and/or 

constraining characteristics. Thus, rather than regurgitating uniform, objective or 

concrete understandings, people simultaneously reconstruct the very nature of the 

city’s fundamental elements in active and creative ways while interacting with those 

elements. Hence, the first main theoretical assertion emphasises the verb ‘interact’ (i.e. 

“to act in such a way as to have an effect on each other”, see “Interact” in Oxford 

Dictionary of English, 2010). 
 

 

Figure 5.3 Ten Meaning-Making Processes  
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Table 5.1 Meaning-Making Actions Distinguishing Each Process   

 
# 

Meaning-
Making 

Process (MMP) 
Label 

 
Distinguishing Meaning-Making Actions 

 

 
Exemplar Statements 

 
1 

 
Acknowledging 
‘normality’ for 

the city 
 

 
Emphasising the regularity and/or typicality of 
particular phenomena (e.g. behaviour, object, 
event) for the city 

 
“I didn’t realise it would be so 
cold yeah.” (Pat) 

2 Offering (more 
explicit) insight 

 

Articulating clearer discernment and/or 
appreciation of particular phenomena 

“So, the city around then 
probably wasn’t all that different 
– it was just how they lived in it I 
guess.” (Macey) 

3 Employing 
malleable 
adjectives 

 

Making use of flexible, adaptable, pliable and 
accommodating adjectives (e.g. lovely, nice, 
beautiful) to give vague or loose shape to 
particular phenomena 
 

“And there were the funky little 
niche shops.” (Macey) 

4 Invoking (and 
transforming) 

types 
 

Implying or specifying the extent to which 
phenomena embody characteristic(s) of a 
socially constructed type of place, people, food 
and so on. 
 

“I think it’s the second most 
expensive city in Australia.” 
(Brad) 

5 Drawing 
comparisons 

 

Identifying similarities and/or differences between 
phenomena 
 

“Melbourne fashion is a little bit 
different.” (Debbie) 

6 Plotting 
 

Devising a sequence or chain of events (i.e. plot) 
that connects two or more phenomena 
 

“– then there is sort of these 
intruders coming in trying to, ‘be’ 
like the authentic ones.” (Macey) 

7 Glocalising 
 

Relating particular ‘local’ phenomena to particular 
‘global’ phenomena 
 

“It’s more of a… it’s a world-wide 
culture that is growing I think.” 
(Pat) 

8 ‘Branding’ city 
elements 

 

Discerning the ‘branding’ efforts (and/or ensuing 
‘brands’) involved in particular phenomena 
 

“Um, I think of the H&M store.” 
(Annie) 

9 Anchoring in 
time 

 

Situating phenomena in a point, period or flow of 
time 
 

“– like the building used to look 
like a luxury building but a long 
time ago.” (Amanda) 
 

10 Contextualising 
 

Situating phenomena in personal and/or 
universal settings 
 

“I wasn’t like ‘in the city’. Now I’m 
‘in the city’.” (Annie) 

 

Interview participants interact with and reconstruct city elements through the ten 

meaning-making processes specified in Table 5.1, irrespective of varying relationships 

to the city. For instance, Sophie, a participant in her 20s who has never visited 

Melbourne, and David, a participant who has lived in Melbourne for over 70 years, both 

employed combinations of these processes. Further, participants engaged the same 

ten processes when interacting with city elements via visual media during the photo 

elicitation exercise. Moreover, participants who completed paper interviews also 

engaged in the same ten meaning-making processes. As such, distinguishing these 

meaning-making processes helps to understand how people interact with fundamental 

city elements as social constructs, irrespective of interaction ‘modes’ (e.g. first-hand, 

imagination) and physical location.  
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The particular nature of the city elements that research participants interact with and 

reconstruct becomes increasingly apparent while defining each meaning-making 

process throughout the chapter. However, to address the empirical research question, 

the following sections focus on the meaning-making actions that distinguish each 

process, rather than the peculiarities and practical workings of what ‘Melbourne’ is 

thought to consist of and what is thought to take place in ‘Melbourne’. Therefore, to 

help prevent these more content-oriented insights from distracting clear 

conceptualisation of each meaning-making process, Figure 5.4 identifies prevalent 

forms of each city element that participants interact with and reconstruct. Table 5.2 

then highlights the particular nature of each prevalent form through short yet indicative 

utterances and comments.  

 
Figure 5.4 Visualising Prevalent City Element Forms 
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Table 5.2 Prevalent City Element Forms 

City Element Prevalent forms reconstructed during interview encounters 
(Relevant utterances, comments etc.)  

   
  U

R
B

A
N

 R
EM

IN
D

ER
S 

 
 
 
 
Tangible Urban 
Reminders  

 
‘Natural’ land formations - You’ve got the gardens just for exercise (Emily) 
Constellations of people types - hotspots […] where you see […] academics (Brad) 
Spatial formations - like sort of like Carlton area, like inner Melbourne (Adam) 
Consumption venues - Maybe this is a shopping centre (Amanda) 
Locations of work - And sit in an office all day (Macey) 
Sport venues - as I said before things like the MCG (David) 
Particular people - not really, because my children are here (Kerry) 
Particular buildings - So here, um, I call our house, where we live here […] (Emily) 
Transport-related phenomena – I think of the trams historically (Macey) 
 

 
 
 
Intangible 
Urban 
Reminders 

Busy-ness - I imagine it would be busy and lots of cars everywhere […] (Sophie) 
Safety - I think it is just a shame because […] very you know safe place I think (Susie)  
Various organised events constantly take place - with all our festivals […] (Emily) 
Job opportunity - we were recommended to go there because of the jobs (Stevie) 
Lifestyle - more like kind of the lifestyle of Newtown (Sophie) 
Cost of living - Very expensive, but my favourite (Lilly) 
Pervading tone or mood - and it probably has the same vibe as Melbourne (Adam) 
Scene (social clusters/environment) - the Melbourne, um, underworld (Kerry) 
Specific organised events - lets go to the Melbourne Cup (Sophie) 
Sport - I guess its like the sporting capital so we have […] (Brad) 
Unpredictable weather/Cold weather - Four seasons in a day (Brad) 
How contemporary Melbourne is changing - the growing population […] (Lilly) 
 

   

   
   

   
 T

H
E 

A
R

TS
 

Explicit artistic 
representation 
of place 

Historical literature - I read a book about the rag trade […] in these laneways (Rose) 

 
Artistic output 
embodying a 
sense of place 
 

Coffee - and good for food and good coffee (Sam) 
Music - Live music. Cafes. Food – its like very important here […] (Ruby) 
Clothing/Fashion - Boots…. she’s got Melbourne style (Macey) 
Visual art - their thing is their art is their graffiti and things like that (Debbie) 
Food - Their food is delicious and it certain lives up to it’s reputation of being… (Rose) 
 

   

R
ES

ID
EN

TI
A

L 
B

EH
A

VI
O

U
R

 

Emblematic 
residential 
behaviours 

Consumption behaviours - the guy with the man bag […] typical Melbourne (Ruby) 
Work behaviours - Generally Melbournians are career minded I believe (Henry) 
Explicit resident types - The taxi drivers are not so helpful (Stevie) 
 

Residents’ 
explicit 
representation 
of place 

 
Competitive comparisons - Proud of their city and how it compares […] (Kane) 
‘What it’s like to live here’ - they were saying this is how we have to dress (Lilly)  
Recommendations - Have you had the dumplings here? […] In Chinatown (Annie)  
 

 

Returning to the three semiotic principles (see Barthes, 1967; Bignell, 2002; Mick, 

1986) that inform conceptualisation of how socially constructed city elements emit 

symbolic messages about the city in Chapter Three of this thesis, the multifarious and 

interweaving signifiers at play within these prevalent city element forms include:  

(1) Aspects of the city’s physical environment and spatial environment (e.g. 

consumption venues and transport-related phenomena such as trams);  

(2) Behaviours (e.g. work and consumption behaviours),  

(3) Images (e.g. graffiti, photographs within in historical literature)  

(4) Everyday objects (e.g. coffee, breakfast food items and fashion items such 

as shoes) 
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(5) Words (e.g. stories told about unpredictable weather and the cost of living); 

and  

(6) Sounds (e.g. live music and the rattling of trams).  

Moreover, interview conversations between the researcher and participants also 

illustrate how ongoing social construction of what constitutes Melbourne and what 

takes place in Melbourne enables such signifiers to emit (i.e. express, discharge, send 

forth) various symbolic messages about the city such as ‘vibrant’, ‘beautiful’, 

‘cosmopolitan’, ‘cultured’, ‘hipster’, ‘authentic’, ‘fast-paced’ and ‘diverse’. To express 

this another way, social conversations, surrounding cultures and society more 

generally, connect the various signifiers listed above (see also Figure 5.4 and Table 

5.2) with ‘other’ concepts. Particularly crucial in terms of symbolic communication about 

the city, and city brand meaning-making process more broadly, these connections 

reshape what such signifiers to ‘say’ about the city. 

 

Complementing Table 5.2, Figure 5.4 and further consideration of prevalent city 

element forms in relation to semiotic principles above, Table 5.3 below articulates 

broader empirical insights into the practical workings of each city element gained 

through the analysis of co-created interview data according to the research question. 

For instance, although focused on the actions and processes through which people 

interact with and reconstruct city elements, analysis of interview data indicated that 

participants interact with and reconstruct urban reminders to the more recent past (i.e. 

within the last year or less) than urban reminders to the more distant past (i.e. more 

than one year ago). Having identified these insights and more prevalent element forms, 

the focus now shifts to empirical findings informing the first main theoretical assertion.  
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Table 5.3 Key Empirical Insights Into The Practical Workings of Reconstructed City Elements 

 
CITY 

ELEMENT  
 

 
KEY INSIGHTS ENSUING EMPIRICAL STAGES OF THE THESIS 

 

 
URBAN 

REMINDERS 

 
§ Tangible urban reminders and intangible urban reminders equally prevalent  
§ Urban reminders to recent past (i.e. one year or less) more prevalent than urban 

reminders to distant past (i.e. more than one year) 
 
 

 
 
 

THE ARTS 

§ Artistic output thought to embody a sense of place more prevalent than explicit 
artistic representations of place 

§ Most artistic output thought to embody a sense of place align with conceptions of 
‘popular culture’ (e.g. DiMaggio, 1982, p. 33) including for instance commercial 
‘fast fashion’, gym attire, coffee, cafe food, takeaway-only food, food served in 
highly informal eateries, ‘pub music’, ‘indie music’, graffiti  

§ Most artistic output thought to embody a sense of place distinguished by 
consumption venues and behaviours (i.e. rather than production venues and 
behaviours) 

 
 

RESIDENTIAL 
BEHAVIOUR 

§ Emblematic residential behaviours more prevalent than residents’ explicit 
representations of place  

§ Interactions with and reconstruction of emblematic residential behaviours often 
involved explicit discernment of resident ‘types’ distinguished by ‘sets’ of 
behaviours (i.e. rather than suggesting one ‘type’ of ‘resident’ lives and belongs in 
the city) 
 

  

Emphasis on the actions that distinguish each meaning-making process (see Table 5.1 

for overview) throughout the remainder of the chapter ensures conceptual clarity. 

However, these distinctions do not preclude or deny potential relations and overlaps 

between processes. On the contrary, data analysis indicates that people shift fluidly 

between different meaning-making processes. Visualisation of the first main theoretical 

assertion in the framework (see black component of Figure 5.1 and Figure 5.3) through 

an enclosed ten-sided shape visually reinforces the tendency for participants to shift 

between processes, rather than engaging a single process in isolation. However, full 

delineation of each process is necessary to then discern fluid movement between 

various processes, as well as key interrelations between particular meaning-making 

actions. Delineating each process in the first main section of Chapter Five Part A also 

provides a basis from which to examine how participants reshape what particular 

elements ‘say’ about the city in the final section of Part A.   

 

Before commencing presentation of the empirical findings, it is important to highlight 

one further note regarding the inclusion of relevant extended conversational exchanges 

as a means to help preserve the conversational context or ‘home’ of the data. 

Evidencing the findings in this way is fundamental to pursuing rigorous and credible 

(see Table 4.2; Tracy, 2010) qualitative research. Moreover, the researcher’s social 

constructionist stance directs reflexive engagement with each interview conversation 
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as a social meaning-making act in which participants and the researcher dynamically 

negotiate and co-create knowledge (Holstein & Gubrium, 2003, p. 3; Koro-Ljungberg, 

2008, p. 442-443). As such, presenting conversational exchanges between each 

participant and the researcher (rather than isolated comments and utterances from 

participants only) to evidence the empirical findings also ensures meaningful 

coherence between the epistemological foundations of the research and empirical 

findings (see Tracy, 2010, p. 848). However, to also ensure clarity and precision 

regarding informing data, bold text highlights components of each exchange that are 

particularly pertinent to evidencing the categories and empirical insights presented. 

Additionally, shorthand acronyms (see overview Table 5.4 below) clearly identify 

various interview approaches and settings leading to the co-creation of specific data 

throughout the chapter. Having justified the presentation approach, attention now turns 

to explicating the first meaning-making processes through which participants interact 

with and simultaneously reconstruct various city elements. 

 
Table 5.4 Acronyms Distinguishing Diverse Co-Created Data Within Interview Transcripts  

 
TRANSCRIPT 
SHORTHAND 

 
ASSOCIATED DATA CO-CREATION 

APPROACH 
  

MDE- 
 

Map-drawing exercise 
 

PEE# Photo elicitation exercise  
(# Indicates particular image number, refer 
Appendix B for copy of each image)  
 

PRE- Pre-interview conversation 
 

POST- Post-interview conversation 
 

EMAIL- Email correspondence 
 

W&T- Walking-and-talking conversations  
 

D&T Various driving-and-talking conversations  
(i.e. car, Uber, Taxi, tram) 
 

SNAP- Snapshot conversations  
 

PAPER- Paper interview conversations 
 

MRE- Member reflection exercise  
 

 

5.1.1 Acknowledging ‘Normality’ For The City   

Emphasis on the regularity and/or typicality of particular phenomena  (i.e. events, 

objects, people) for the city distinguishes the first meaning-making process. 

Participants locate particular city elements within a broader, apparently ordered and 

predicable reality through this process. While the unusual, rare and occasional tend to 

fade as the regular and typical takes precedence, emphasising regularity and typicality 
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does not appear to necessarily yield mundaneness or an absence of meaning. For 

instance, Annie gives shape to artistic outputs embodying a sense of place by 

emphasising the regularity and typicality of “witnessing” art and ‘seeing’ graffiti in 

Melbourne:  

 
As this exchange illustrates, participants often acknowledge the normality of 

phenomena for the city without explicit reference to terms such as ‘typical’ or ‘normal’. 

More particularly, through this process, participants continually interact with and 

reconstruct two prevalent intangible urban reminders: (1) Melbourne’s legendary 

weather and (2) constant organised events that are thought to take place in the city.   

5.1.1.1 Prevalent intangible urban reminder: Melbourne’s ‘legendary’ 
weather  

Repeated focus on weather events that regularly, typically or normally take place in 

Melbourne gives shape to a prevalent, apparently shared yet malleable intangible 

urban reminder. For instance, Brad acknowledges the ‘normality’ of unpredictable 

weather events for Melbourne after the researcher asks him to describe a normal day 

in this place:  

 
As well as acknowledging predicably unpredictable weather events, Rose emphasises 

the regularity and typicality of rain and cold temperatures more specifically:  

 

Stevie also acknowledges normality for the city while interacting with this intangible 

urban reminder. However, Stevie’s reconstruction of Melbourne’s legendary weather 

foregrounds regular and typical rain and cold temperatures, with less emphasis on the 

unpredictability:  

RESEARCHER: So like - you going to watch art, or, more you…  
ANNIE: More just like witnessing it everyday, yeah.  
RESEARCHER: OK. Ah, and the graffiti…  
ANNIE: Just like cause like you see it. 
 

BRAD: A normal day like in Melbourne? 
RESEARCHER: Yeah. 
BRAD: Four seasons in a day. So [few seconds pause] prepare 
for anything. Um, dress for the unexpected. 
 

RESEARCHER: So could you see yourself living there? 
ROSE: Definitely. If I had the house that was warm enough. Obviously 
you would have the house that was geared for that weather so you 
would need central heating and obviously you would buy appropriate 
clothes. You would have coats and scarves. You would either need to 
live in the city or be able to drive to work or you could use the tram so 
either public transport that is close, have a car that you could drive to 
work so you are not cold or getting wet all the time cos that’s the 
thing, it can rain out of the blue. You need to be prepared for that 
all the time, even on a sunny day it can end up being rainy.  So 
yeah I could see myself living there, if I had a nice warm house. 
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Even after Stevie briefly acknowledges an occasional “good [weather] day”, she 

contours an interrelated normal (and emblematic) residential behaviour (i.e. “everyone 

decided to go out”). Thus, more broadly, Stevie’s emphasis on the regularity and 

typicality of certain events and behaviours for the city locates her version of 

Melbourne’s legendary weather and interrelated emblematic residential behaviours 

within an ordered and predictable reality.  

5.1.1.2 Prevalent intangible urban reminder: Constant organised events   

Many participants interact with and reconstruct another prevalent intangible urban 

reminder through the first meaning-making process of acknowledging normality for the 

city. This intangible urban reminder revolves around the various organised events that 

are thought to constantly take place in Melbourne. For example, Emily emphasises the 

regularity and typicality of this phenomena (i.e. various organised events constantly 

taking place) at two separate points within the interview encounter:  

 

RESEARCHER: […] what would you say it was like living in Melbourne 
in a general sense?  
STEVIE: Well we were always very excited to be there and we were 
very lucky to be there and so we had a good time. We did have a good 
time [emphasising did].  
RESEARCHER: Mmm.  
STEVIE: It was um, lots to do [emphasising do]. You know, we had 
two children there. And they were well taken care of. And 
kindergartens and schools and lots for them to do. The weather got in 
the way. Definitely [emphasising definitely]. I found that.  
RESEARCHER: So how, how did it?  
STEVIE: Well…it always seemed to be raining. And so, we found 
that... when there was a good day – everyone decided to go out 
and do –  
RESEARCHER: OK.  
STEVIE: Go to the beach or go to Mornington or whatever and 
that made it very busy [emphasising very].  
RESEARCHER: OK.  
STEVIE: You know – a place like the [another Australian city] where 
the weather is always nice so you don’t have to worry 
[emphasising worry]. You can go anytime [laughing]. Yeah I spose 
that made it busy because the weather.  
RESEARCHER: Mmm. 
STEVIE: And in some ways it was another reason why we left – it was 
very – got to – you know it was always – going to work in the dark and 
coming home in the dark and its raining and cold and [giggling 
slightly and emphasising dark and cold].  
RESEARCHER: OK.  
STEVIE: Oh you know lots of cities are like that – so I shouldn’t really. 
 

EMILY: So, you know, yeah. Ah, it’s always vibrant. Because there is 
always something happening, In the hotel, you come down stairs 
and you can always tell if there’s a major event, like a ball… Or, 
soccer, or ummm [few seconds silence], a racing carnival. So you 
are amongst a buzz all the time. 
[…] 
EMILY: […] – but, I think you know initially- with all our festivals, 
um the comedy festival, the international festival which is on 
now- it’s a great interaction and if we’ve got a theatre free, well they 
will work together to put one of the festival events in one of our 
venues. 
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These exchanges also illustrate how participants tend to articulate enough detail about 

particular events (e.g. the “comedy festival”) to highlight that a variety of organised 

events constantly take place in Melbourne. Ultimately though, unusual, rare and 

occasional phenomena (e.g. the unique aspects of particular events) fade as 

participants give precedence to regular and typical phenomena.  

5.1.1.3 Normal for all cities - or just one? 

While reconstructing Melbourne’s legendary weather (see above), Stevie’s comment 

“lots of cities are like that” acknowledges the normality of certain weather-based events 

(i.e. rain and cold) for cities as a general place type. However, acknowledging the 

normality of certain phenomena for one city in particular gives shape to more obviously 

distinct city elements. Consider for instance how Pat interacts with several distinct 

elements of Madrid (e.g. tangible urban reminders, emblematic residential behaviours) 

by acknowledging the normality of phenomena (e.g. beautiful buildings, churches, 

working patterns) for this city: 

 
Apparent distinctiveness aside, Pat’s emphasis on the regularity and typicality of these 

phenomena for Madrid specifically locates emergent city elements within the 

apparently ordered and predicable reality of this place.   

5.1.1.4 Acknowledging an abnormality within what is ‘normal’ for the city  

Participants occasionally emphasise ‘abnormalities’ (e.g. strangeness, quirkiness, 

irregularities) within what is regular and typical for the city. To illustrate, consider how 

Annie and the researcher share their experiences ordering coffee while visiting Paris:  

RESEARCHER: Um, so, If you could live anywhere in the world, 
where would you live?  
PAT: Anywhere in the world? My favourite place in the world to live 
would be Madrid [picking up tone - seems more interested talking 
about Madrid].  
RESEARCHER: Why Madrid?  
PAT: I was there years ago and it’s just [few seconds pause]… It’s got 
everything [more dreamy tone]. 
RESEARCHER: Really?  
PAT: Its, beautiful. It’s got beautiful buildings…it’s got history, um 
[few seconds silence], I’m, I’m a devout Catholic, they’ve got beautiful 
churches.  
RESEARCHER: Mmhmm.  
PAT: Architecture. Ah… way of life.  
RESEARCHER: As in…  
PAT: During the day – the main, most important meal of the day 
Spain and Italy is, is, is, lunch. Um, people take two –to – 
probably two hours for lunch [few seconds pause] and they work 
later a night to cover up that. A lot of shops close. It’s the hottest 
part of the day…  
RESEARCHER: Mmhmm…  
PAT: They close and people relax in siesta. And the shops are 
open a lot longer.  
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Emphasising coffee beverages served from an automatic machine in a plastic cup as a 

regular and typical event in Paris, Annie and the researcher co-construct a 

consumption behaviour that is emblematic (i.e. characteristic, typical) for this city, yet 

abnormal by global coffee standards. This conversational exchange also gives shape 

to an artistic output embodying a sense of place (i.e. ‘Paris coffee’). Hence, 

acknowledging an abnormality within what is normal for the city can also give shape to 

more distinct city elements.  

 

5.1.2 Offering (More Explicit) Insight  

Participants often render fundamental elements of the city more understandable by 

offering more explicit insight. Articulation of clearer discernment and/or appreciation of 

particular phenomena distinguishes this second meaning-making process. For 

instance, Ruby offers more explicit insight by discerning a possible connection between 

several phenomena (i.e. busy-ness, traffic, students and student accommodation):  

 
Ruby’s utterance “I think that’s to do with that” in particular articulates clearer 

discernment, over and above identification of these phenomena as factors pertaining to 

how Melbourne has changed. This illustration also highlights that, whether framed as 

W&T-ANNIE: Its, yeah its funny, because you just kind of get as good 
coffee anywhere else. Like, and you get like, even going to like 
Sydney its like “ohhh…” Sydney coffee its like, its gross! Paris is like a 
nightmare!  
W&T-RESEARCHER: Ohh… Its terrible! When I first went I expected it 
to be sooo good.  
W&T-ANNIE: How bad is it!? We got a takeway once and they gave 
it to us in a plastic cup and we were like…ah…like out of like a 
machine. They give them out of a machine. Crazy.  
W&T-RESEARCHER: Oh, like a, like press the button…  
W&T-ANNIE: [nodding]  
W&T-RESEARCHER: Shocking!  
W&T-ANNIE: Yes! It’s a funny culture – coffee culture. But then, 
they are so wanky some of them, but yeah.  
W&T-RESEARCHER: And expensive and yeah. When I went there 
I tried to order a mocha – like you know with chocolate…  
W&T-ANNIE: Oh yeah, yeah, yeah.  
W&T-RESEARCHER: They did not like, understand the concept.  
W&T-ANNIE: No. No.  
W&T-RESEARCHER: You either get like a flat white, or just like a 
latte type thing, or a hot chocolate.  
W&T-ANNIE: That’s it, it’s like milk and chocolate, milk and 
coffee…  
 

RESEARCHER: OK. Do you think, over your life time, Melbourne has 
changed?  
RUBY: Yeah, I think so [more unconfident or unsure tone]. Yeah, it’s 
busier.  
RESEARCHER: OK.  
RUBY: A lot more traffic. A lot more [few seconds silence], I would say 
students [more dismissive tone].  
RESEARCHER: OK.  
RUBY: Um…Yeah. And I noticed that because I lived- I just moved 
back here. I was living in South Yarra and there, there is a lot of 
student accommodation and buildings and high rises, and I think 
that’s to do with that. So yeah. 
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an opinion, possible explanation, or fact, offering more explicit insight ‘enlightens’ a 

conversational partner about some element of the city. 

5.1.2.1 Redressing apparent disparities in knowledge  

Data analysis indicates that participants often engage with this second meaning-

making process on the basis that a conversation partner does not share the knowledge 

or understanding required to clearly discern and/or appreciate some phenomena. To 

provide a more explicit illustration of this insight, Ruby gives shape to live music, food 

and “art and stuff like that” as artistic outputs embodying a sense of place (and cafes 

as an interrelated tangible urban reminder) by offering more explicit insight. Ruby’s 

comment “I don’t know if you know that” indicates an apparent disparity in knowledge 

regarding the ‘importance’ of these phenomena in Melbourne: 

 
Of course, the researcher’s attempt to avoid presenting as an expert about Melbourne 

or someone with extensive experience in the city contextualises such apparent 

knowledge disparities. However, the following exchange with Sam illustrates that such 

disparities may also stem from other fields of experience and knowing: 

 
In this particular instance, Sam articulates clearer discernment of particular social and 

behavioural phenomena on the basis of his experiential knowledge as an “immigrant”. 

As such, Sam activates a particular relational self while offering more explicit insight 

into these phenomena. More broadly, through this meaning-making process, Sam 

interacts with and reconstructs a prevalent intangible urban reminder around how 

RESEARCHER: Oh OK. Um… How would you describe Melbourne’s 
culture?  
RUBY: Awesome.  
RESEARCHER: Awesome?  
RUBY: Yeah. Live music. Cafes. Food – its like very important here, I 
don’t know if you know that, yeah. I would say that it’s really good. 
Like a lot of art and stuff like that. Yeah. 
 

SAM: So I think the culture has changed a little bit, I’m not sure what 
the reason is. May be because of immigration?  
RESEARCHER: OK. 
SAM: Some people tell me the different backgrounds and they don’t 
care. Could be a lot of social issues.  
RESEARCHER: So you think there is more immigration now?  
SAM: Of course. It has changed. I can see changes in the… I am 
also an immigrant but I can see changes in the demographic and 
how people behave, I can feel it.  
RESEARCHER: OK.  
SAM: I am very observant of these things because I am an 
immigrant so. To some extent I am observant.  
RESEARCHER: So, if someone is – like how could you tell that they 
were an immigrant, like?  
SAM: From their look, like I am wrong sometimes, but the way 
they speak, usually they have accents like me. Yeah. If I or if there 
was an immigrant who has grown up here, his or her culture 
would be much different to someone who has immigrated …. like 
me. 
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contemporary Melbourne is changing (see Table 5.2). Again, the researcher’s follow-up 

questions stimulate and contextualise the more explicit insight that Sam offers. 

5.1.2.2 Rendering city elements increasingly clear through conversation  

Participants offer varying degrees of insight throughout each conversation in line with 

the communicated purpose of the interviews (i.e. to discuss the participant’s 

perceptions of the city), and the researcher’s efforts to avoid presenting as an expert 

about Melbourne. Further, particular questions such as “What is a normal day like in 

Melbourne?” or “How has Melbourne changed over your lifetime?”, and various probes 

such as “What makes you say that?” or “How do you know that?”, stimulate and 

contextualise clearer discernment and/or appreciation of some phenomena. To 

illustrate, probes during the photo elicitation exercise appear to stimulate and 

contextualise Brad’s more explicit insight towards the end of this exchange: 

 
Brad’s latter comments render the “sort of area” depicted in PEE1 (see Appendix B) 

clearer and more understandable as part of what Melbourne consists of and what takes 

place in Melbourne (i.e. as a tangible urban reminder). Had the researcher not probed 

in this way, or at all, Brad may not have contoured this city element in such detail.  

 

Specific researcher action aside, however, the following exchange with Stevie 

illustrates how the more general process of talking about the city (i.e. social 

conversation more broadly) can stimulate and contextualise articulation of clearer 

discernment and/or appreciation of particular phenomena:  

 

PEE1-BRAD: Um, [few seconds pause], that is a very typical 
Melbourne shot of um, for me, an inner city, like a, North Melbourne, 
Brunswick, Fitzroy, um, Balaclava, St Kilda sort of area.  
PEE1-RESEARCHER: OK. So how do you know that, like how can 
you sort, of…  
PEE1-BRAD: Um, the heritage of the building.  
PEE1-RESEARCHER: Yep.  
PEE1-BRAD: Um [few seconds pause], yeah, the trees, the autumn 
trees, that are in the corner, um, yeah so you can sort of tell that 
it’s in that built up area. There is a lot of concrete, um, but, I can 
tell there would be a park nearby. This place as well. There would 
be a park nearby. Without a doubt. Yeah.  
 

STEVIE: The Alfred Hospital – my children were born there.  
RESEARCHER: Yes.  
STEVIE: [Breathing in] So… Actually inner Melbourne is really 
lovely [emphasising inner and really]. The more I think about it. I 
haven’t spoken about it for a long time but it is [emphasising long 
and is]. And I think – if you – and in those days you didn’t have 
apartments or anything to live in as much as I think they do now.  
RESEARCHER: Ok.  
STEVIE: Its become – people live in the city more. They had those 
terrace houses, which I think they still do [emphasising still]. You know 
those sort of old Victorian whatever. But if you can live in the city – I 
think it…  
RESEARCHER: Mmmm  
STEVIE: I think…have your…live around the city – perfect. 
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Here, the more explicit insight that Stevie offers renders “inner Melbourne” clearer and 

thus more understandable as a particular location within the city. As Stevie’s comment 

“the more I think about it. I haven’t spoken about it for a long time but it is” suggests 

that the process of the interview conversation stimulates and contextualises the insight 

she offers and, thus, the precise nature of ensuing city elements.  

 

Although the process of talking about the city appears to stimulate and contextualise 

more explicit insight in various conversational exchanges, paper interview data 

indicates that people may also offer more explicit insight, without a direct 

conversational request or a readily apparent knowledge disparity. For instance, 

consider Esmae’s response to the question “How would you describe the people in 

Melbourne?”: 

 
Esmae’s response first gives general and vague shape to several emblematic 

residential behaviours. However, Esmae offers more precise discernment of the 

adjective “practical”, thus rendering this behaviour clearer (e.g. “practical prams for 

tram travel”). Esmae’s final comment “Open to meeting new people” also appears to 

offer more explicit insight into the adjective that starts her response (i.e. “Open”). 

 

Various empirical instances of the second meaning-making process illustrate how 

offering (more explicit) insight renders elements of the city increasingly clearer and 

thus more understandable. In contrast, the third meaning-making process tends to blur 

the boundaries of particular city elements.   

 
5.1.3 Employing Malleable Adjectives  

Participants employ malleable adjectives to give vague and loose shape to a range of 

city elements throughout each interview conversation. This third meaning-making 

process hinges on the use of flexible, adaptable, pliable and accommodating adjectives 

such as ‘lovely’, ‘nice’ and ‘beautiful’ to describe various phenomena. To provide an 

initial illustration, Henry (a participant who completed a paper interview), employs 

malleable adjectives to help describe two particular phenomena depicted in his map 

(see Figure 5.5 below): (1) the “exciting” food consumption venue options that mark a 

certain location Melbourne and (2) the “cute, loveable” penguins that distinguish 

another location. While Henry drew obvious representations of both phenomena (i.e. 

plate and knife and fork, penguins), the adjectives render these two locations (i.e. 

tangible urban reminders) within Melbourne clearer and thus more understandable. 

PAPER-ESMAE: Open, friendly yet very chic and stylish. Savvy, well 
informed consumers. Practical eg:- practical prams for tram travel. 
Open to meeting new people. 
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Figure 5.5 Henry’s Map   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

5.1.3.1 Employing multiple adjectives in ‘quick-fire’ 

Data analysis indicates that people tend to employ multiple adjectives in quick 

succession, thus further blurring the phenomena (i.e. potential city element) described. 

Nonetheless, interaction with and reconstruction of city elements through this process 

continues to inscribe personalised meaning. On this basis, malleable adjectives 

constitute valuable socio-cultural resources in terms of city brand meaning-making. To 

illustrate, Macey gives vague and loose shape to several city elements by employing 

multiple adjectives in ‘quick-fire’ mode:   

 
The rapid manner in which Macey employs several adjectives blurs both:  

RESEARCHER: OK awesome… So when I say Melbourne… What 
first comes to mind?  
MACEY: Deciduous trees [chuckling and raising eyebrows as if 
expected researcher to find this a funny or unexpected response?]  
RESEARCHER: OK.  
[Both laughing]  
RESEARCHER: Anything else…  
MACEY: Umm… Clean. Umm…I dunno…nice...it was just a lovely. 
Just a beautiful city… It just felt nice… It felt cultured somehow.  
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a) The intended meaning of each adjective (e.g. does “nice” refer to aesthetics 

given earlier reference to “clean” and subsequent reference to “beautiful”, or 

not necessarily?); and  

b) The nature of the phenomena described (e.g. is Macey referring to the 

deciduous trees or some other city element/s when she uses the term “nice”?).  

The researcher probes for clarification regarding the adjective “cultured” and Macey 

responds by employing malleable adjectives again:  

 
Here, Macey employs “beautiful” and “nice” again, this time in quick succession with a 

mix of other adjectives. Hence, Macey’s clarification further blurs both the intended 

meaning of each adjective, and the nature of the phenomena described. Fuzzy 

boundaries aside, Macey articulates a personal (yet vague and loose) reconstruction of 

several phenomena (e.g. trees, retail stores) as elements of what Melbourne consists 

of through these two conversational exchanges. 

5.1.3.2 Maximising malleability   

Instances in which participants continually employ the same adjective to help make 

sense of diverse city elements exemplifies the malleability of some adjectives in an 

urban sense-making context and the tendency for this meaning-making process to blur 

the boundaries of particular elements. For instance, David, employs the adjective 

‘magnificent’ while interacting with and reconstructing a range of tangible urban 

reminders (e.g. steam train, sporting venues, Chinese restaurants) and intangible 

urban reminders around particular events (e.g. classic car exhibition, an annual Garden 

Show). Further, David repeatedly employed this same adjective while showing the 

researcher around a multi-level social club that he frequents after the interview 

conversation (a sort of ‘cooks tour’ that lasted over 30 minutes due to the expanse of 

this venue).  

5.1.3.3 Negotiating the meaning of malleable adjectives  

Most participants clarify what they mean by particular adjectives to varying extents and 

in different yet understandable ways, especially when prompted by the researcher. 

However, some participants grapple with what they mean by certain adjectives. To 

illustrate, Sophie, a participant who has not visited Melbourne first-hand, grapples with 

what she means by ‘artsy’ throughout the interview conversation. However, as the 

RESEARCHER: OK. So what do you mean by cultured…  
MACEY: Um, perhaps it was what we did while we were there or it 
was the city itself but there was beautiful little shops. Not big 
branded yucky stuff but nice little niche sort of boutiquey things. 
The art gallery and stuff are gorgeous… The city itself is just a lovely 
city and its got a nice mix of old and new I think. 
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conversation proceeds, Sophie and the researcher appear to negotiate some shared 

understanding of this adjective, giving clearer shape to several elements of Melbourne 

(e.g. lifestyle, vibe) in the process.  

 

Sophie first employs artsy to help describe an average street in Melbourne:  

 
Here, Sophie also makes use of artsy to describe another phenomenon (i.e. “vibe”) in 

the comment “[…] but it’s like that kind of artsy, different hippy kind of vibe almost” (see 

bold above). Sophie also employs other malleable adjectives (“hippy” and “laid back”) 

in quick succession yet the intended meaning of these adjectives and potential 

relations to artsy remain unclear. The researcher attempts to check her interpretation of 

Sophie’s second reference to artsy (i.e. “So ok. Um the artsy thing is more like their 

lifestyle?”). Sophie vaguely agrees with this interpretation (i.e. “Yeah, I guess so”) 

before shifting the focus away from this term to draw further comparisons to Sydney. 

 

Sophie employs artsy again to help describe Melbourne’s culture in a second exchange 

some moments later:  

SOPHIE: Kind of artsy and a bit more laid back than what Sydney 
is. You know it’s like a city.  
RESEARCHER: Yeah.  
SOPHIE: But I don’t really picture it like Sydney. All business-like and I 
kind of imagine it to be more laid back and artsy kind of. I don’t 
really know where I got that from but.  
RESEARCHER: Um so Newtown is in Sydney? Just checking cos I 
don’t know...  
SOPHIE: Mmmhmm [laughing]. Yep. Newtown is in Sydney.  
RESEARCHER: So it is like Newtown but?  
SOPHIE: But I imagine it to be more like kind of the lifestyle of 
Newtown. Newtown I guess is like the Byron of Sydney. I guess not 
near a beach or anything but it’s like that kind of artsy, different 
hippy kind of vibe almost. They all live in tiny little townhouses 
that are like packed together like this.  
RESEARCHER: Yeah.  
SOPHIE: It’s almost all oneway streets you can barely fit two cars 
down.  
RESEARCHER: So there its kind of like dense there are lots of 
people?  
SOPHIE: Yeah like lots of people. Lots of people and everyone walks 
everywhere and rides their bikes.  
RESEARCHER: So OK. Um the artsy thing is more like their 
lifestyle?  
SOPHIE: Yeah, I guess so. I mean guess it’s probably like Sydney 
everywhere. All the little areas are all slightly different anyway, but I 
think I just imagine it not to be as big as Sydney.  
RESEARCHER: OK.  
SOPHIE: There is not the whole Harbour Bridge thing and Opera 
House and that going on. So I guess I just imagine yeah it’s a bit 
more… artsy is the only word I can think of.  
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Cognisant of ongoing uncertainty around artsy, the researcher probes once more, this 

time inquiring what makes Melbourne’s culture artsy. Sophie again grapples with this 

term in her subsequent response, emphasising insufficient knowledge rather than 

articulating further clarification per se. The researcher then offers another possible 

interpretation of artsy as a form of “vibe”, but Sophie’s does not appear to fully embrace 

this interpretation either (i.e. “Yeah, probably”). Much later in the interview, Sophie’s 

employs artsy to help describe the phenomena depicted in PEE6:  

 
In this third exchange, Sophie clarifies artsy as a “style” or “look” of urban environment 

featuring different coffee shops and cafes that are a “bit like old kinda style” or at least 

not “brand spanking new”. Although more specific, this clarification does not clearly 

help to make further sense of the phenomena described as artsy in the first two 

conversational exchanges above (e.g. Melbourne’s ‘artsy’ culture and ‘hippy vibe’).  
 

Sophie employs artsy once more in the final moments of the interview conversation:  

 

RESEARCHER: Um and how would you describe Melbourne’s 
culture?  
SOPHIE: [laughing] Artsy. I guess its laid…It’s probably not 
exactly laid back but it’s probably more so than other major 
cities, if that makes sense.  
RESEARCHER: Hmmhm…like relative to other big cities?  
SOPHIE: Yeah. Like I guess the Gold Coast is you know laid back 
compared to what Sydney or Brisbane probably is.  
RESEARCHER: Mmm.  
SOPHIE: I’m pretty sure that Melbourne is probably bigger than the 
Gold Coast but I imagine it to be a bit more sort of laid back.  
RESEARCHER: Can you describe what makes it artsy?  
SOPHIE: I don’t know, I don’t know where I got this from? I just 
imagine it to be a bit more that kind of way.  
RESEARCHER: Yep, yeah.  
SOPHIE: Yeah, I honestly don’t know where I got that from.  
RESEARCHER: Yep. Yep. Would you say it’s like a vibe kind of thing?  
SOPHIE: Yeah, probably.  
RESEARCHER: I know what you mean.  
SOPHIE: Yeah. Cos I couldn’t even tell you like if art is a big thing 
down there. If it is, I really couldn’t tell you but I guess it’s just the 
kind of a vibe that I get from the place. I barely know anyone that’s 
even been to Melbourne. So [chuckling], I really don’t know. I hear it’s 
good shopping. 
 

PEE6-RESEARCHER: Mmmhmm. This is the next one.  
PEE6-SOPHIE: Yeah that’s what I mean by that artsy [chuckles]. 
PEE6-RESEARCHER: Yeah.  
PEE6-SOPHIE: That’s Newtown. That’s just what that looks like. 
Different - coffee shops, cafes, that kind of thing. Where it’s still a 
bit like old kinda style, not like brand spanking new.  
PEE6-RESEARCHER: Mmmhmm.  
PEE6-SOPHIE: Yeah. 
 

RESEARCHER: OK. OK. We’ve talked about lots of different things, 
what do you think um… How would you summarise your perception of 
Melbourne? If you had to say it in a few words.  
SOPHIE: Um… I would say that Melbourne is an artsy kind of 
city… um… anymore? 
RESEARCHER: No that’s good. 
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In this instance, Sophie stretches the artsy vibe further to describe Melbourne as a 

“kind of city”. Of course, the researcher’s request for a summary of Melbourne 

stimulates and contextualises how Sophie employs the malleable adjective of artsy in 

this fourth exchange. Still, these conversational exchanges illustrate the potential for 

people to employ malleable adjectives to help make some sense of various 

phenomena in different conversational exchanges, without a definite or stable 

interpretation of that adjective in mind. Furthermore, through the exchange of words 

and other utterances (e.g. “Mmm”), Sophie and the researcher negotiate some shared 

understanding of artsy. As highlighted above, the researcher contributes to this 

process most obviously by attempting to ‘send back’ an interpretation of what Sophie 

means at several points throughout the above conversational exchanges (e.g. “Would 

you say its like a vibe kind of thing?”). However, points at which the researcher does 

not probe for further clarification also contribute to this negotiation process, by 

appearing to signal some implicit understanding or agreement around what the term 

means, however vague or general. Further, to foster some sense of common 

understanding and preserve the participant’s comfort (irrespective of ongoing 

uncertainty), the researcher responds “I know what you mean” at one point. Therefore, 

more broadly, although Sophie and the researcher do not arrive at a specific or 

concrete definition, the process of negotiating what artsy may mean renders several 

elements of Melbourne (e.g. average street, vibe, lifestyle) somewhat clearer and more 

understandable.  

Calling malleable adjectives into question  

Given the extent to which participants continually engage in the third meaning-making 

process, and the tendency of participants to employ multiple adjectives in quick-fire, 

the researcher does not probe into the intended meaning of all apparently malleable 

adjectives. Similarly, people may not routinely inquire about the meaning of adjectives 

in the course of everyday talk, irrespective of uncertainty regarding intended 

meaning(s). However, the following exchange with Debbie indicates that everyday 

urban sense-making may, occasionally, question the meaning of malleable adjectives 

such as “liveable”:  
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Further, participants occasionally expanded on and clarified what they mean with 

certain adjectives, without the researcher probing for more details per se. For instance, 

Annie employs the adjective “friendly” to describe the people in Melbourne before 

expanding on what she means with this term:  

 
Overall however, participants tend to employ malleable adjectives in quick-fire, without 

clarifying or questioning the intended meaning of each adjective. The manner in which 

many participants employ place names further epitomises this finding.   

5.1.3.4 Place names as useful malleable adjectives  

Some participants interact with and reconstruct city elements by employing place 

names as malleable adjectives. More specifically, in these instances, participants 

employ place names as adjectives to emphasise that certain phenomena embody the 

characteristics of a particular ‘place’. For instance, several participants employ the 

names of other places as adjectives (e.g. “very British”, “Parisian”, “so LA”) to help 

describe what constitutes Melbourne and what takes place in Melbourne. To illustrate 

Amanda employs a place name (British) to describe the style of architecture depicted 

in PEE3 (refer Appendix B for specific images):  

 

RESEARCHER: Yep. [Pause] So, how do you think your perceptions 
of Melbourne have changed since you moved here?  
DEBBIE: I think I’ve grown to love it more.  
RESEARCHER: OK.  
DEBBIE: [Few seconds pause] Um, its, it is a big city um, but in 
fairness there is lots to and just when you explore it a little bit more as 
I said before there is all these different pockets and um. I used to be 
quite cynical about Melbourne because I come from Brisbane and 
when they say like you know… you know the world’s ‘liveable 
city’ I’m like you know ‘whatever’ - 'what does that mean'? But the 
truth is there is quite a lot of diversity in Melbourne and when you do 
explore it there is just a range of things.  
 

RESEARCHER: Alright. So, um, so what are the people like in 
Melbourne?  
ANNIE: I think they are pretty friendly…I’ve – like I think they are all 
willing to help. But they get very like short, and annoyed, with public 
transport stuff.  
RESEARCHER: OK.  
ANNIE: So I think like, if you are on the street. I have experienced 
that everyone is willing to help you with directions. But, if there is 
people doing – like not standing up for people on the tram, or like stuff 
like that, that’s when people get really angry.  
RESEARCHER: Oh OK. 
 

PEE3-RESEARCHER: OK. This one. 
PEE3-AMANDA: Um. This is what I was expecting to see in 
Melbourne. This type of buildings [volume picks up here considerable] 
you know the architecture. Like the old British architecture 
[emphasising ‘old’ and ‘British’] [few seconds silence].  
PEE3-RESEARCHER: So what makes you say old British?  
PEE3-AMANDA: The architecture style…  
 



 160 

Some participants also employed the place name ‘Melbourne’ as an adjective to help 

describe phenomena. For instance, Mitch comments “It looks like a trendy Melbourne 

young lady” when the researcher asks him to describe PEE5. Such instances indicate 

that people also take up and use the words and terms used to refer to socially 

constructed ‘places’ (e.g. ‘British’) as malleable and valuable meaning-making 

resources in the course of everyday urban sense making. Additionally, however, 

interacting with and reconstructing city elements by employing place-based adjectives 

intertwines with the fourth meaning-making process. 
 

5.1.4 Invoking (and Transforming) Types  

Participants interact with and reconstruct a range of city elements by invoking socially 

constructed types of place, people, clothing, food and so on. Participants invoke 

socially constructed types by implying or specifying the extent to which phenomena 

embody the characteristic/s of a particular type. For instance, Stevie interacts with and 

reconstructs several elements of Melbourne by invoking the “big city” place type: 

 
Stevie’s first comment implies that elements of Melbourne embody taken-for-granted 

characteristics of the ‘big city’ type through her comment “obviously it’s a big city”. As 

the researcher probes, Stevie specifies the extent to which certain phenomena (e.g. 

roads, behaviours) embody a particular characteristic of the big city type: busy-ness. 

Specifically, Stevie’s comment “the roads are always busy” gives shape to busy roads 

as a tangible urban reminder to what takes place in Melbourne. Further, Stevie’s 

comment “weekends people are always out and about” gives shape to a behaviour that 

RESEARCHER: So, what first comes to mind when I say Melbourne?  
STEVIE: […] um it- it is very cosmopolitan [emphasising and drawing 
out cosmopolitan– as if not sure about using word?]. Do I have to say 
more things?  
RESEARCHER: No, if there is just one that’s fine.  
STEVIE: No, no I think that’s – that’s – obviously it’s a big city 
[quieter]… It’s a lovely city [emphasising city].  
RESEARCHER: Lovely?  
STEVIE: [5 sec pause] That’s about it I think.  
RESEARCHER: So, when you say cosmopolitan – is that… 
STEVIE: Um, I don’t think. I think there is so many different 
nationalities there, and they cater to, cater for [emphasising cater for], 
um, just about every nationality as far as restaurants, food, shopping, 
markets [faster pace]. And everyone seems to blend really well.  
RESEARCHER: Um, so… and then – the big city – is that like…  
STEVIE: Well – having not lived there for a while, but [extending 
but], when we were there it seemed to get really busy 
[emphasising really] – you know the roads are always busy, 
weekends people are always out and about going somewhere 
because the weather was good or, for whatever reason, so just 
seemed a really busy city. But you know, it wasn’t unbearable or 
anything [small cough to clear throat]. Having said that – its 
probably one of the reasons we left, it just got very…busy and 
very big [slight distaste in tone of ‘big’]…for us and the family 
[small cough to clear throat]. It’s a lovely city to visit [emphasising 
visit]. Obviously. But yeah it’s a [quieter- almost whispering] – it – 
you know – its different from living in a smaller place.  
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is emblematic or characteristic of the people who live and belong in Melbourne (and 

perhaps other ‘big cities’).  

5.1.4.1 Contouring more distinct city elements by identifying misalignment 

Participants sometimes imply or specify the extent to which phenomena do not embody 

the characteristics of a particular type. Consider how Debbie identifies Melbourne as “a 

big city”, before proceeding to contour elements of Melbourne that do not align with this 

type (i.e. “diversity”, ‘things to do’ and “pockets” to “explore”): 

 
In contrast to the exchange with Stevie above, Debbie’s focus on misalignment with the 

big city type gives shape to more distinct city elements. For instance, Debbie’s 

comment “there is all these different pockets” gives shape to a more distinct tangible 

urban reminder to what takes place in Melbourne, but not necessarily every big city.  

5.1.4.2 Invoking overlapping types 

The above exchanges with Stevie and Debbie also illustrate that participants often 

invoke multiple city types (e.g. ‘lovely city’, ‘lovely place to visit’, ‘smaller place’, 

‘liveable city’), without specifying the extent to which particular phenomena embody 

characteristics of various types, or the nature of any relations between invoked types. 

To illustrate this insight more specifically, consider how Susie invokes multiple place 

types (e.g. “safe place”, “most liveable city”, “the West”, “the East”) and people types 

(e.g. “crazy”, “criminals”), with varying specifications of the extent to which certain 

phenomena embody the characteristics of a particular type or type-level relations:  

DEBBIE: [Few seconds pause]. Um, it’s, it is a big city um, but in 
fairness there is lots to and just when you explore it a little bit 
more as I said before there is all these different pockets and um. I 
used to be quite cynical about Melbourne because I come from 
Brisbane and when they say like you know… you know the world’s 
‘liveable city’ I’m like you know ‘whatever’ - 'what does that mean'? 
But the truth is there is quite a lot of diversity in Melbourne and 
when you do explore it there is just a range of things. 
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Susie’s comment “because I stay [live] in the West and I have stayed [lived] in the East 

before, and if I was just like you know like they really the same” indicates the taken-for-

granted characteristics of these two types of place may be inaccurate and thus in need 

of adjustment. While Susie does not go into further detail here regarding the ‘true’ 

nature of “the West” and “the East”, participants transform type characteristics and 

boundaries more clearly in other exchanges.   

5.1.4.3 Transforming types  

Participants refine, adjust and, thus, ultimately transform socially constructed and 

largely taken-for-granted types by emphasising particular characteristics in different 

conversational exchanges. For example, Stevie continually transforms the boundaries 

of the ‘big city’ place type throughout the interview conversation by emphasising 

different characteristics in different conversational exchanges. To illustrate, in the first 

SUSIE: […] because that’s what some of my friends like told me, um, 
nowadays when um, because I’m not staying in Melbourne for like 
longer than three years so they have seen lots of changes in 
Melbourne but some of them not very happy with the changes [quiet 
chuckle]. So, part of the problem is also because of the population 
could change demographically, and I think if you have listened to the 
news say like every week like there is a thousand people move from 
Sydney to Melbourne. So it is a very large number and um, I mean it 
would be um, it is not a problem but then it could be a problem if there 
are too many people and people have to compete for a job and there 
would be like you know some other issue as well like um, social issues 
and some people feel less secure in Melbourne because of ah, there 
are too many people and um, I think it is just a shame because 
Melbourne is a very, very you know safe place I think. It’s been 
very safe in Melbourne and actually I hope it to be the same, the 
most liveable city.  
RESEARCHER: So, what do you think makes it safe?  
SUSIE: Um, I think, ah it just ah, the culture. Ah, I feel like when 
people come to Melbourne, because of the culture influences them so 
they might be like you know they might be crazy, you know like 
different personal ideas but they come here and just calm them down. 
I just feel like they live more for people to just get along with people. 
Um, but I think in Melbourne, I think they are two perceptions as well. 
People have the perception that in the West it is just more 
complicated than in the East.  
RESEARCHER: Ok.  
SUSIE: Because, um in the West um, there is more criminals or 
something like.  
RESEARCHER: Ok.  
SUSIE: And like more of the crimes, um taking place and there is 
less in the East, so people seem to prefer to live in the East 
because it is safer for them and they have the perception that it is 
more dangerous in the West.  
RESEARCHER: Ah, ok, but maybe not accurate?  
SUSIE: Yeah, it could be, it could be you know just the bias, um, 
because I stay [live] in the West and I have stayed [lived] in the 
East before, and if I was just like you know like they really the 
same.  
RESEARCHER: Ok. 
SUSIE: Yeah, and so, um, it depends on, and I don’t know if it has 
happened, but I think it depends on the neighbourhood as well, and 
we can’t say anything for sure.  
RESEARCHER: Yeah.  
SUSIE: But overall, I think it is a very safe place. 
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exchange that illustrates this meaning-making process, Stevie emphasises several 

characteristics, most obviously a degree of busy-ness that is potentially unsuitable for 

families. Invoking the same big city type once again much later in the interview, Stevie 

emphasises alignment with two other characteristics: (1) built to look after most 

cultures (and tourists) and (2) lots of theatres: 

 
Although brief, Stevie’s reference to “a tourist” invokes a type that belongs to another 

potentially interrelated typificatory scheme (i.e. people).  

5.1.4.4 Overarching and interrelated typificatory schemes  

Illustrations of the fourth meaning-making process presented thus far pertain mostly to 

socially constructed types of place. However, it is important to reinforce that 

participants invoked a wide range of types spanning many overarching and interrelated 

typificatory schemes including types of people, food, music, clothing, art and trains. 

The section of Henry’s map (see Figure 5.5) that he labels “coffee capital of the world” 

exemplifies the interrelated nature of these typificatory schemes (place and food in this 

particular example). Consider also how Susie invokes multiple types (e.g. streets, 

people, restaurants) spanning interrelated schemes to render the street depicted in 

PEE6 (i.e. tangible urban reminder) clearer and more understandable:  

 
While the particular types invoked, characteristics emphasised and phenomena 

described differ widely, often giving nuanced shape to intricate city elements, 

RESEARCHER: Um, so how – oh well you did sort of do this before – 
but how would you describe Melbourne’s culture?  
STEVIE: I think it has something for everyone and it probably 
[emphasising has]… compares with any big city. I don’t know 
about New York – they’ve got more theatres or whatever but 
yeah…I think…it’s been built look after most cultures I guess too 
but you know – its – I think its up there with any city in the world 
as far as offering that – anything that you might be interested in. 
You know, theatres…you know – little theatre even [emphasising 
even]. Yeah I think so. I think- you could find whatever you wanted, I 
think there as a tourist or if you went there or you were living there. 
 

PEE6-SUSIE: Ah this one um, remind me of small, very small, small 
street um near the shopping centre and train station. It’s kind of very 
cool I think cos um, like they have a very big street and they have 
very small street and in the small street they have so many 
restaurants and cafes and people just sit along the street chatting, 
having a drink so they create a very nice atmosphere and especially 
like on Friday night or Thursday night there is like many peoples and it 
is a fun and vibrant and you can see the full energies around the area 
as well. Ah, I don’t see it here, I don’t see that in Sydney, so I think 
that is very unique about Melbourne because like for example like they 
have Collins Street and they have added a street next to it called Little 
Collins [chuckling quietly].  
PEE6-RESEARCHER: Oh, ok. 
PEE6-SUSIE: So, they have Lonsdale and Little Lonsdale, 
[chuckling] so like, like mother and like a kid [laughing], then they 
also have like um, Flinders Lane which is very popular street for you 
know for restaurants and cafes. They only have small restaurants 
and small cafes in this small street as well. 
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participants continually imply or specify the extent to which phenomena (i.e. potential 

city elements) embody typical characteristics while engaging the fourth meaning-

making process. Adding further to the potential for this process to contour nuanced city 

elements, participants crafted more explicitly idiosyncratic types in some exchanges.    

5.1.4.5 Crafting less ‘known’ types  

Instances in which participants formulate and invoke less well-known types underscore 

the potential for this meaning-making process to flavour more personalised city 

elements. For instance, Lilly formulates ‘Singapore’ as a place type to help make sense 

of Melbourne in multiple exchanges over the course of two interview conversations. To 

illustrate, the following forms part of an initial conversation a few days prior to Lilly’s 

first visit to Melbourne: 

 
Here, Lilly interacts with and reconstructs various elements of Melbourne apartments 

as a form of tangible urban reminder, an intangible urban reminder around certain 

lifestyles and associated emblematic residential behaviours. Her comment, “we don’t 

want to live in another Singapore” refers directly to Singapore as a ‘type of place’. More 

specifically however, Lilly specifies the extent to which various phenomena (e.g. 

housing styles, behaviours, daily routines) embody the characteristics of Singapore as 

a type of place. These phenomena could also be considered characteristics of ‘cities’ 

more general.  

5.1.4.6 ‘The city’ as a type of place 

Participants (and the researcher) invoke a broader type of place throughout each 

interview encounter: ‘the city’. As a socially constructed, and thus largely taken-for-

granted type of place, neither the researcher nor participants routinely expand on what 

is meant by a “city”. Hence, the extent to which “the city” means (i) the ‘inner city’ or 

CBD, (ii) the inner city and surrounding suburbs of Melbourne or (iii) the far more 

expansive area that socio-cultural institutions such as the government distinguish as 

‘greater Melbourne’ in particular conversational exchanges remains unclear. For 

LILLY: […] It just reminds me of Singapore, high rise flats, 
apartments, very few houses and people just don’t have time for 
anything you know. Yeah fast-paced lifestyle, yeah.  
RESEARCHER: Yeah, so Singapore is like that?  
LILLY: Singapore is like that. So, I think of Melbourne and that’s 
the reason why we don’t want to move to Melbourne because we 
don’t want to live in another Singapore. You know, Singapore is 
fast-paced and I think like Melbourne. Um, although I haven’t been 
there that’s my assumption. Hearing from friends who live there, yeah.  
RESEARCHER: Yeah, so you have friends that live in Melbourne?  
LILLY: Yeah, and they just work late hours, just like Singaporeans. 
Um, they live in apartments. I don’t know anyone who lives in 
houses and then the cafe culture is very similar to Singapore as 
well. Um. 
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instance, Sophie implies high levels of alignment with characteristics of this more 

general type through her comment “You know it’s like a city”, to help describe an 

average street in Melbourne:  

 
Other references to the city invoke a more particular interpretation of the city as the 

inner city or CBD. Of particular note here, consider how Annie invokes the inner city 

type, via the expression “in the city”, to help describe the area of Melbourne in which 

she currently lives: 

 
In this statement, Annie also draws implicit comparisons between “the suburbs” and 

the inner city, thus indicating simultaneous engagement in the fifth meaning-making 

process.  

 

5.1.5 Drawing Comparisons  

Participants continually identify similarities and/or differences between phenomena 

throughout the interview conversation. This activity distinguishes the fifth meaning-

making process through which people interact with and reconstruct the city’s 

fundamental elements. However, comparisons drawn vary widely on a continuum from 

more explicit comparisons that emphasise key similarities and/or differences between 

particular phenomena, to more implicit comparisons that imply similarities and/or 

differences, often without specifying associated places.    

 

Exemplifying more explicit comparisons, Emily clearly articulates key similarities and 

differences between the ‘alleyway’ depicted in PEE6 and “alleyways” in Barcelona:    

 

SOPHIE: I kind of imagine it to be almost a bit like Newtown.  
RESEARCHER: Mhmh.  
SOPHIE: Kind of artsy and a bit more laid back than what Sydney is. 
You know it’s like a city.  
RESEARCHER: Yeah.  
SOPHIE: But I don’t really picture it like Sydney. All business-like and I 
kind of imagine it to be more laid back and artsy kind of. I don’t really 
know where I got that from but. 
 

RESEARCHER: Do you remember anything about Melbourne from 
when you were younger??  
ANNIE: I was mainly in like the suburbs, like Camberwell, so I wasn’t 
like ‘in the city’. Now I’m ‘in the city’. 
 

PEE6-EMILY: Um…I love looking up with the ah, the different 
…[running pen over signs hanging in front of shops etc.]. Although 
when you go to Barcelona and we just came back from Seville 
and Barcelona – its got these sort of little alleyways like this 
which is terrific – but there is no sign posts.  
PEE6-RESEARCHER: Oh OK.  
PEE6-EMILY: They just had these beauuutiful [emphasising 
beautiful, dragging word out] – absolutely beautiful light fittings 
hanging down. So, you’ve got to actually walk past to see 
[tapping image] if you are looking for a little cafe or whatever – 
you’ve got to walk past – “oh, there it is” because there is none – 
of these horrible signs – its just beautiful um, design, and the light… 
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Specifically, Emily points out a key similarity in that both the location depicted in PEE6 

and Barcelona have “these sort of little alleyways like this which is terrific”, before 

shifting to emphasise key differences (i.e. the absence of sign posts in Barcelona’s 

alleyways). Through these more explicit comparisons, Emily renders tangible urban 

reminders to both cities more understandable. Even when participants emphasise 

comparisons though, the extent to which key phenomena indeed differ or align is not 

always clear. To illustrate, Debbie refers to little and big differences in the same 

exchange: 

 
Ultimate clarity regarding specific differences and similarities aside however, by 

drawing more explicit comparisons, Debbie gives further shape to the way people from 

Melbourne dress as an emblematic behaviour of people (i.e. residents) who live and 

belong in this place. “Melbourne fashion” also emerges as a more nuanced artistic 

output embodying a sense of place through this comparison.   

 

More implicit comparisons that imply (rather than emphasise) similarities and 

differences, generally do not specify the places involved, utilising expressions such as 

“very diverse” and “a lot wider” instead. For instance, Debbie gives shape to the “wider” 

roads in Melbourne as a tangible urban reminder by drawing implicit comparisons to 

the roads in other places: 

 
Debbie does not expand on the nature or location of the ‘narrower’ roads that provide a 

latent basis for distinguishing the roads depicted in PEE3 as (comparatively) “a lot 

wider”. 

RESEARCHER: OK so if you were so in Brisbane and you saw a 
person and like they were from Melbourne – would you be able tell do 
you think?  
DEBBIE: Maybe a little bit by the way they dress.  
RESEARCHER: Ok something like that?  
DEBBIE: Melbourne fashion is a little bit different. Like my fashion 
has changed here.  
RESEARCHER: OK.  
DEBBIE: Since I’ve moved here. I would say that that is part of how 
Melbourne has changed me.  
RESEARCHER: Yeah.- so how…? Like different…  
DEBBIE: Just minimalist. They are very good at minimalist looks. I 
think that they really like to invest in their good pieces. Like god, when 
you are here for winter… watch out for the coats and the boots and 
things like that. It is amazing, um – and you know the style is very 
different. I think in Queensland you know because the sun is out they 
– they tend to dress a little bit more casually - there is a lot more 
colour involved –um – but here you know I think its almost very 
classic in terms of very European in how they present themselves and 
even if you look or walk along the high street in like you know um 
Prahran and all of them kind of stuff you can really – Chapel Street – 
you can feel their fashion and stuff like that. 
 

PEE3-DEBBIE: But it looks like a tram you know with carts and things 
like that and the wide roads that’s the other thing that defines a little bit 
of Melbourne, the roads seem a lot wider. The CBD. Mmmm.  
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5.1.5.1 Comparing phenomena within the city  

The exemplars presented thus far draw comparisons across cities and other places. 

However, participants also interact with and reconstruct elements of Melbourne by 

drawing comparisons between phenomena within the city. For example, the researcher 

asks Esmae if she can imagine living in Melbourne via the paper interview:  

 
Although brief and vague, Esmae gives shape to two intangible urban reminders (i.e. 

“the many things to do” and Melbourne’s legendary weather) by comparing phenomena 

within the city.   

5.1.5.2 More explicitly insightful comparisons  

Indicating interrelations with other meaning-making processes, offering (more explicit) 

insight (MMP #2) in particular, Kerry draws a more explicitly insightful comparison 

between phenomena within the city:  

 
Specifically, Kerry’s comments “I think you can have anything” and “So you’ve got 

every spectrum” articulate clearer discernment and appreciation of contrasting 

phenomena (i.e. the “seedy” “pub band in Brunswick” and “fine dining” in a “five-star 

hotel”). Reading these comments within the above exchange together then, Kerry 

interacts with and reconstructs a prevalent intangible urban reminder around the 

various organised events that are thought to constantly take place in Melbourne (see 

Table 5.2) by engaging both MMP #2 and MMP #5. 

 

Instances in which participants compare what constitutes the city and what takes place 

in the city at different points in time often further contours fundamental elements of the 

city in more explicitly insightful ways. For example, several tangible urban reminders 

(e.g. apartments, terrace houses) take shape as Stevie draws comparisons between 

housing styles “in those days” (i.e. when Stevie lived in Melbourne) and “now”:  

 

 

 

PAPER QUESTION 11 - Can you imagine yourself living in 
Melbourne?  
PAPER-ESMAE: Yes. 
 
PAPER QUESTION 12 - What makes you say yes/no to this question?  
PAPER-ESMAE: Love the culture, shopping, so many things to do – 
such a shame it’s so cold. 

KERRY: Um, I think you can have anything. You can have, um, a 
pub band in Brunswick, and its quite seedy, and so forth. And 
then you can go to a five-star hotel and have fine dining.  
RESEARCHER: OK.  
KERRY: So you’ve got every spectrum. 
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While most comparisons between ‘now’ and ‘then’, such as that above, emphasise 

difference, many other comparisons emphasise similarities.  

5.1.5.3 Interacting with and reconstructing the ‘similar’ 

Illuminating similarities between phenomena also renders elements of the city more 

understandable. For instance, after invoking the ‘big city’ place type (MMP #4), Pat 

emphasises similarities between how people in Melbourne and London behave to 

render an emergent emblematic residential behaviour (i.e. “less friendly”) more 

understandable:  

 
Further, identifying more localised similarities within Melbourne, Kerry gives clearer 

shape to both (1) an average Melbourne ‘city’ street and (2) an average ‘suburban’ 

Melbourne street, in response to a more direct question from the researcher:  

 
Here, Kerry emphasises a similarity in a particular phenomenon (i.e. people and coffee 

shops) found in both of these streets and, indeed, “everywhere” in Melbourne. 

RESEARCHER: Yes.  
STEVIE: [Breathing in] So… Actually inner Melbourne is really lovely 
[emphasising inner and really]. The more I think about it. I haven’t 
spoken about it for a long time but it is [emphasising long and is]. And I 
think – if you – and in those days you didn’t have apartments or 
anything to live in as much as I think they do now.  
RESEARCHER: OK.  
STEVIE: Its become – people live in the city more. They had those 
terrace houses, which I think they still do [emphasising still]. You 
know those sort of old Victorian whatever. But if you can live in 
the city – I think it…   
RESEARCHER: Mmmm.  
STEVIE: I think have your live around the city. Perfect. 
 

RESEARCHER: OK. So, so the next question – what are the people 
like in Melbourne?  
PAT: Um...[few seconds silence] they are like every big city I think. 
Um, less friendly than smaller cities.  
RESEARCHER: OK.  
PAT: Everything is… For people to be friendly – it’s too fast-paced.  
RESEARCHER: OK.  
PAT: I lived in London - it’s the same.  

RESEARCHER: What would you sort of see if you were walking down 
that street? 
KERRY: An average Melbourne street?  
RESEARCHER: Yeah.  
KERRY: In the city or the suburbs?  
RESEARCHER: Um – whatever you...  
KERRY: In the city you would see trams, and people.  
RESEARCHER: MMMmm…  
KERRY: And coffee shops.  
RESEARCHER: And then…in the suburbs… 
KERRY: In the suburbs you see people and coffee shops 
[laughing].  
RESEARCHER: [Laughing]  
KERRY: Everywhere!  
RESEARCHER: OK.  
KERRY: We have good coffee. 
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Emphasising these similarities also contextualises Kerry’s reconstruction of “good 

coffee” as an artistic output embodying a sense of Melbourne.  

 

5.1.6 Plotting   

Some participants interact with and reconstruct city elements by devising a sequence 

or chain of events (i.e. plot) that connects two or more phenomena. To illustrate, 

Macey devises an elaborate sequence or chain of events connecting several 

phenomena to expand on her initial description of the culture in Melbourne. Based, 

essentially, on people moving to Melbourne to advance personal identity projects, the 

ensuing plot (see bolded comments particularly) contours behaviours emblematic of 

particular resident groups (i.e. “the intruders” and “the authentic ones”). In turn, 

Macey’s plot also gives shape to a broader intangible urban reminder around what 

takes place in the city (i.e. infiltration of people motivated by personal branding): 

 

RESEARCHER: So you did sort of touch on this before, but, how 
would you sort of describe the culture in Melbourne?  
MACEY: Um, [a few seconds silence]. I don’t know. 
Ummmmmmm…[few seconds silence]. More…[few seconds silence]. I 
don’t know what the word is – they’re… [few seconds silence]. In one 
way, I guess [emphasising I guess, as if still not sure]… Like you’d say 
that its more individual, that they create their own culture – that they 
just pursue their interests, without having to be dictated 
to…[emphasising dictated].  
RESEARCHER: Mm.  
MACEY: […] what’s cool and what’s cultured. But, in saying that I 
know there is also you sort of get this perception that people are 
just there so that they seem like they are [few seconds silence], 
just there so that they can seem like they have that [seem 
emphasised].  
RESEARCHER: OK.  
MACEY: So, they are almost trying to align themselves with that. 
So, […] 
RESEARCHER: OK.  
MACEY: Sort of creating their own culture, even though they are 
using the city to create themselves. So, I would definitely say that it 
seems to have more culture. There is more awareness of [a few 
seconds silence] um, I would say arts, and I don’t- just um, experience 
I guess.  
RESEARCHER: Mmhm.  
MACEY: It seems to be there is more um, diversity in the people, like 
they appreciate different foods and things like that, whereas, you know 
– you don’t get the same mix of foods in other cities and things. 
[emphasising don’t and seems a bit more confident making these 
comments].  
RESEARCHER: OK.  
MACEY: It just seems to be - more diversity with everything.  
RESEARCHER: Mmm. But kind of two sub groups almost? The 
ones that are there…  
MACEY: The intruders. Yeah. Yeah. You see sort of. I sort of see 
the people who live there and have grown up with that sort of 
environment as having that…they’ve got, kind of the authentic 
ones – then there is sort of these intruders coming in trying to, 
‘be’ like the authentic ones. [Chuckling to self towards end here]. 
They wanna be, um, maybe they will learn to be, but yeah. 
[Adopting a somewhat mysterious tone here, almost like telling a 
story?]. Some yeah.  
RESEARCHER: Alright.  
MACEY: Try-hardy bit. But yeah. [spoken same time as ‘Alright’]. 
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Specifying a time-based connection between constituent phenomena, Macey’s 

comment “then there is sort of these intruders coming in trying to ‘be’ like the authentic 

ones” forges a more explicit plot. Macey’s latter comment, “they wanna be, um, maybe 

they will learn to be”, also implies a sequence of future events involving the same 

emblematic residential behaviours. Further, Macey contours these city elements in 

more detail as she develops the same plot over several conversational exchanges:  

 

 

 
During a subsequent interview conversation some weeks later, Macey devises a 

similar sequence or chain of events:  

 
Although set in a different time period, the ensuing plot is again based on people 

moving to Melbourne for personal branding reasons. Thus, this excerpt highlights that 

participants may utilise a certain chain of events to help make sense of various 

phenomena (and potential city elements) in different conversational exchanges. Of 

course, participants (Macey included) also devise comparatively brief and vague plots 

PEE5-MACEY: She is…ooo. She is…inauthentic [chuckling]. 
PEE5-RESEARCHER: [Laughing].  
PEE5-MACEY: She is having coffee and texting on Facebook with 
her style that she has adapted [chuckling].  
PEE5-RESEARCHER: OK [laughing].  
PEE5-MACEY: I have no idea [chuckling].  
PEE5-RESEARCHER: OK.  
PEE5-MACEY: She could be either in or out. The fact that she is 
on her phone makes me go, maybe she’s trying to [click sound] 
claim that’s she something that she’s not. But hey, she could just 
be checking her email.  
PEE5-RESEARCHER: OK.  
PEE5-MACEY: Um, I…either way – her st- I like her style. 
Boots…she’s got Melbourne style. She’s got the sharp bangs. Nice 
coffee. Bag. So she fits in. Whether or not she’s meant to be 
there…[chuckling towards end here].  
 
PEE6-MACEY: Look at the dude with his man bag as well. 
PEE6-RESEARCHER: Yeah… 
PEE6-MACEY: Only in Melbourne! Why not? In Melbourne you can 
get away [chuckling] with it. Um, I don’t think you’d try that on the 
coast [chuckling]. 
PEE6-RESEARCHER: Different… 
PEE6-MACEY: And that’s what I mean by the – yeah – he is happy 
to create his own culture and style. There is not a rule that you 
can or cannot have a bag. They get to do what they want. This 
dude has a bag too. So, yeah [chuckling]. 
 
RESEARCHER: Ok. So that’s it from me. Do you want to add 
anything? 
MACEY: No, I don’t think so. 
RESEARCHER: Do you have any questions for me? 
MACEY: Nope. Can you tell me if that chick’s authentic [pointing 
to PEE5 and chuckling]? 
RESEARCHER: I don’t actually know. She is – it is like a street blog. 
MACEY: She just looks too cool [chuckling]. 
 

MACEY: Um, kind of – it almost seemed Parisian if possible, in the 
20s [uttering Parisian in a higher tone]. Um, and I think they were quite 
aware of…like of the culture in other cities and they were trying to 
adapt it or, maybe they had come from those sort of places so 
they were trying to adopt it. 
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that may have no broader relevance beyond helping to make sense in a specific 

conversational exchange. For instance, Ruby devises a chain of events involving her 

own actions while responding to a direct question from the researcher (see also Figure 

5.6 below):  

 
In this exchange, multiple references to “And then” specify a more obvious time-based 

connection between Ruby’s actions in this area. This sequence of events may or may 

not reflect Ruby’s ‘actual’ behaviour. Nonetheless, several tangible urban reminders 

(e.g. “the garden” as a place where Ruby has picnics) come into being as Ruby 

devises this plot.  
Figure 5.6 Ruby’s Map 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

5.1.6.1 More explicit characterisation  

Some plots explicitly characterise associated behaviour-based phenomena. Such 

explicit characterisation assigns roles within a plot based on the distinctive behaviours. 

For instance, Macey explicitly characterises two main behaviour-based phenomena 

involved in her plot:  

1.  “The intruders” who are more “try-hardy” (i.e. “coming in trying to, ‘be’ like the 

authentic ones”); and  

MDE-RESEARCHER: So, what would you do around here?  
MDE-RUBY: I jog it.  
MDE-RESEARCHER: OK.  
MDE-RUBY: And then I have picnics in the garden.  
MDE-RESEARCHER: Oh nice.  
MDE-RUBY: Yeah. And then, The Shrine, I - like it’s got a really 
good museum underneath it. Which is really good. And then you’ve 
got like cafes here and it’s a really good area. 
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2. “The authentic ones” who “live there and have grown up with that”.   

Both these characterisations align with social construction of “residents” as people who 

are thought to both live and belong in a city. This characterisation enables Macey’s 

subsequent comments such as “She is…. inauthentic” during the photo elicitation 

exercise to make more sense to the researcher. In other words, more explicit 

characterisation enables people to carry on a plot in subsequent conversational 

exchanges without having to rehash associated event sequences.   
 

Participants often interact with and reconstruct intangible urban reminders by engaging 

in the sixth meaning-making process of plotting. Further, explicit characterisation often 

contours particular emblematic residential behaviours. However, reinforcing the 

interrelated nature of socially constructed city elements, characteristic and emblematic 

behaviours also contribute to the formulation of other city elements. For example, Kerry 

formulates an intangible urban reminder around Melbourne’s “underworld” featuring 

more explicit characters that give shape to emblematic residential behaviours:  

 
Additionally, a vague tangible urban reminder also takes shape as Kerry’s describes 

the setting in which the chain of events she devises took place (i.e. “the other side of 

town”). Hence, plots that explicitly characterise behaviour-based phenomena may also 

give shape to other interrelated city elements. The seventh meaning-making process 

also gives shape to a wide range of city elements.  

RESEARCHER: So what are the people like in Melbourne?  
KERRY: Wonderful.  
RESEARCHER: Wonderful?  
KERRY: Yep. There is always a bad few though. There is always a 
couple of bad ones. Yep.  
RESEARCHER: So, wonderful as in like…  
KERRY: Well I think friendly. And I think helpful and mostly just good 
people. Mostly. But there has been 10 shootings in the last weeks.  
RESEARCHER: Oh…  
KERRY: Because of the Melbourne, um, underworld.  
RESEARCHER: OK.  
KERRY: So yeah… there a bit bad…  
RESEARCHER: MMmm.  
KERRY: The other side of town, someone did a drive by yesterday, or 
the night before, with a high powered gun, so they drove past the 
house and shot the house and they actually hit the man inside and 
killed him. But he was not in the front room, in the second room back. 
So they didn’t know he was there – it was just a fluke. They got him. 
Yeah.  
RESEARCHER: I didn’t really even know…  
KERRY: Yeah, its been really violent. And that was related to another 
shooting that was last week in the same street. So it’s the underworld 
though. It’s the, um, it’s the bikie gangs and the um, that sort of 
thing so…  
RESEARCHER: Yeah…  
KERRY: Its not random people. It’s people that are doing naughty 
things. 
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5.1.7 Glocalising  

Participants occasionally relate particular ‘local’ phenomena to particular ‘global’ 

phenomena. This meaning-making activity distinguishes, glocalising, the seventh 

process through which people interact with and simultaneously reconstruct the socially 

constructed city elements. In the context of this process, ‘local’ phenomena comprise 

what a particular city is thought to consist of and/or events that are thought to take 

place in a particular city (i.e. potential city elements). On the other hand, ‘global’ 

phenomena comprise what many places are thought to consist of and/or events that 

are thought to play out in many places. Hence, participants contour city elements 

embodying a mixed sense of ‘local’ and ‘global’ place by ‘glocalising’.  It is important to 

be immediately clear that conceptualising glocalising as a meaning-making process 

through which people interact with and reconstruct city elements resonates with 

common definitions of ‘glocalisation’ as the “interpenetration of the global and the local, 

resulting in unique outcomes in different geographic areas” (Ritzer, 2003, p. 193). 

Distinctively however, ‘glocalisation’ here hinges on how fundamental elements of the 

city take shape and evolve as people relate particular local phenomena to particular 

global phenomena. To provide an initial illustration, consider how Pat gives shape to 

two main city elements in the following exchange: (1) lots of shopping as an 

emblematic residential behaviour and (2) coffee as an artistic output embodying place: 

 
Firstly, Pat’s comment “It’s not only Melbourne but it’s something that is very prevalent 

in Melbourne” relates local phenomena (i.e. “retail culture” and “lots of shopping”) to 

global phenomena, essentially advancing that many places consist of a retail culture 

and that lots of shopping occurs in many places. By glocalising in this way, Pat gives 

shape to ‘lots of shopping’ as typical behaviour in Melbourne but also many other 

places. Secondly, Pat’s comment “Um, with the coffee it’s the biggest growing market 

probably in the world – probably” relates a local phenomenon (i.e. “coffee culture”) to a 

global phenomenon (i.e. growth of global coffee market). The researcher’s subsequent 

RESEARCHER: OK. So - how would you describe the culture in 
Melbourne?  
PAT: [Few seconds silence]. Um, probably retail [emphasising 
retail].  
RESEARCHER: OK. As in…  
PAT: Lots of shopping.  
RESEARCHER: So, people go shopping all the time?  
PAT: Yes. It seems - I think it’s, it’s not only Melbourne but it’s 
something that is very prevalent in Melbourne [emphasising 
very].  
RESEARCHER: OK. Anything else?  
PAT: Umm [few seconds silence]. Probably – there is a coffee 
culture I think. Um, with the coffee it’s the biggest growing market 
probably in the world – probably. You know, different types of 
coffees  
RESEARCHER: Why do so many people in Melbourne drink coffee?  
PAT: Oh, I wouldn’t say so many people drink coffee. It’s more of 
a…it’s a world-wide culture that is growing I think. Different types 
of coffees. Different types of milks. 
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probe, “Why do so many people in Melbourne drink coffee”, focuses on what takes 

place in Melbourne (i.e. local phenomena). However, Pat again relates this local 

phenomenon to a global phenomenon: “Oh I wouldn’t say so many people drink coffee. 

Its more of a … it’s a world-wide culture that is growing I think. Different types of 

coffees. Different types of milks”. Thus, by engaging the seventh meaning-making 

process of glocalising, Pat gives shape to different types of coffees and milks as an 

artistic output that embodies a mixed sense of local place (i.e. Melbourne) and global 

place.  

 

While Pat relates consumption phenomena in the above exchange, participants 

activate and relate a wide range of local and global phenomena while glocalising city 

elements such as population growth (Sam, Susie) and immigration (David). For 

instance, Kane interacts with and reconstructs emblematic behaviours of the people 

who live and belong in northern European countries (e.g. Scandinavia, Holland or 

Sweden) while responding to related questions within the paper interview:  

 
Although vague, Kane’s comment “they seem to be screwing it up slightly slow than the 

rest of us” activates a global behaviour. Without probing for more details, this collective 

behaviour could be paraphrased as ‘illogical decisions’. Irrespective of what Kane 

intended the expression “screwing it up” to mean though, his latter response relates 

this global phenomenon to a local (i.e. European) behaviour (i.e. “they have always 

seemed to have a percentile or two more in the way of logic”).   

5.1.7.1 Subtly glocalising  

While participants such as Pat and Kane clearly engage in the seventh meaning-

making process in the exchanges above, participants also relate local phenomena to 

global phenomena in more subtle ways. For example, Adam gives shape to an 

intangible urban reminder around a local ‘scene’ (i.e. social cluster/environment) in 

Melbourne by relating Melbourne’s “music scene” to music produced and consumed in 

many places (e.g. “indie”, “alternative”, “hard core”). As such, Adam’s account of this 

scene comes to embody a mix of local place and global place:  

 

PAPER-QUESTION 7: Where would you live if you could live 
anywhere in the world?  
PAPER-KANE: Possibly Scandinavia, northern European country as 
they seem to be screwing it up slightly slower than the rest of us. 
Holland or Sweden.  
 
PAPER-QUESTION 8: What makes you want to live in the above 
place (i.e. your response to #7)?  
PAPER-KANE: Even though they have issues they have always 
seemed to me to have a percentile or two more in the way of logic 
which often shines through. 
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Of course, the extent to which a conversational partner (e.g. the researcher) makes 

sense of such subtle glocalisation depends on available background knowledge about 

the presence of global phenomena in many places. For instance, without knowledge of 

indie, alternative and hard-core music as types of music produced and consumed 

around the world, Adam’s comments give shape to a more explicitly local music scene. 

Of course, as the above conversational exchange with Adam also illustrates, subtle 

glocalisation may simultaneously invoke global types of music, clothing, people and so 

on that are thought to manifest in many places (MMP #4).  

Subtly glocalising the ‘hipster’ type  

Further reinforcing apparent overlaps with the fourth meaning-making process, many 

participants give shape to emblematic residential behaviours by invoking and 

transforming the ‘hipster’ person type. Despite fluidity and fuzziness around the 

behavioural characteristics that distinguish the ‘hipster’ person type, ‘hipsters’ are 

thought to live and belong in many places (see Maly & Varis, 2016). Hence, 

participants such as Annie (see below) who invoke and transform the hipster person 

type subtly relate local phenomena to global phenomena:  

 
Stimulated and contextualised by a more direct question from the researcher, Annie 

gives shape to behaviours that could be considered characteristic of people who live 

and belong in Melbourne. However, subtle glocalisation through reference to the 

hipster person type (a global phenomenon) further contours this city element as 

embodying a mixture of local place (i.e. Melbourne) and global place.  

 

RESEARCHER: OK. What comes to mind when I say Melbourne?  
ADAM: Music.  
RESEARCHER: Music? OK.  
ADAM: The music scene.  
RESEARCHER: So, what type of music?  
ADAM: Um [few seconds pause], I probably say, at the moment I 
would probably say more like the indie, alternative sort of stuff 
and sometimes the hard – the hard-core stuff. But more the indie 
and that yeah [seems a bit uncomfortable saying ‘indie’ – more 
comfortable saying ‘alternative’].  
 

RESEARCHER: OK, so say you were in Paris, and you saw someone 
from Melbourne – do you think you would be able to tell that they are 
from Melbourne? Somehow?  
ANNIE: Maybe…yeah…[few seconds pause]…maybe like the hair 
- I feel like if they were like hipstery you would be able to tell. Like 
a bit of a beard and like guys with tattoos like all, you know, like 
the cool grungy, yep, yep, like the Brunswick crowd.  
RESEARCHER: OK. So it would be like the hipster look…  
ANNIE: Yeah, definitely.  
RESEARCHER: Alright.  
ANNIE: Complaining about the coffee or something [laughing]. 
Not being able to get a good coffee [laughing].  
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5.1.8 ‘Branding’ City Elements  

The eighth meaning-making process through which people interact with and 

simultaneously reconstruct city elements hinges on discerning the ‘branding’ efforts 

(and/or ensuing ‘brands’) involved in particular phenomena. Most obviously, 

participants often ‘brand’ city elements by naming particular brand names. For 

instance, several participants named the retailer brand name ‘H&M’ at various points 

throughout the interview conversation. Annie identifies “H&M” while describing and 

discussing PEE5 (refer Appendix B for image), although this image includes not 

explicitly represent or otherwise indicate this retailer brand:  

 
By discerning the branding involved in the setting depicted, Annie contours this setting 

as a location (i.e. tangible urban reminder) within Melbourne where certain emblematic 

residential behaviours (i.e. “waiting for a friend in the city”) take place.  

 

Most participants engaged in the eighth meaning-making process of ‘branding’ to give 

clearer shape to tangible urban reminders during the map-drawing exercise. For 

example, Debbie explicitly identifies retailer brand names (e.g. ‘H&M’, ‘Zara’, Myers’, 

‘DJs’) and shopping centre brand names (e.g. ‘Melbourne Central’, ‘Emporium’). 

Labelling these brand names helps to divide up and distinguish the geographical space 

in Debbie’s map (see Figure 5.7) as different yet proximal locations within Melbourne. 

As Debbie does not make verbal reference to any of these brand names in surrounding 

conversation, discernment of the branding involved in those locations, and ensuing 

emergence of several tangible urban reminders, rests on explicit identification of 

specific brand names.   

 

 

 

 

 

 

 

 

 

 

PEE5-RESEARCHER: OK… Um… [Fumbling to get next picture 
ready].  
PEE5-ANNIE: Um, I think of the H&M store.  
PEE5-RESEARCHER: OK.  
PEE4-ANNIE: Um…that’s so Melbourne hey [laughing]. Um, just 
like, waiting for a friend in the city, that’s pretty much on the 
yeah, H&M steps. Bourke Street [few seconds silence]. 
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Figure 5.7 Debbie’s Map 

 

Similar to Debbie, Lilly gives shape to a tangible urban reminder (i.e. the “traditional 

Singaporean restaurant” named ‘Mamak’) by discerning branding efforts during the 

map-drawing exercise (see Figure 5.8 below). Further however, Lilly also engages in 

the eighth meaning-making process of branding to give clearer shape to an emblematic 

residential behaviour. Specifically, after labelling an otherwise indistinguishable section 

of the map (see Figure 5.8) with the brand name ‘Gucci’, Lilly explains:  

 
Read in the context of this conversational exchange, Lilly’s addition of the brand name 

‘GUCCI’ to her map discerns two forms of branding (1) ‘Gucci’ as a product brand, and 

(2) concern for brands such as ‘Gucci’ as a personal branding strategy emblematic of 

people who live and belong in Melbourne. As such, as a meaning-making process 

through which people interact with and reconstruct city elements, branding may 

MDE-RESEARCHER: Yeah.  
MDE-LILLY: Yeah, and also fashion I guess... I’m just going to put 
here Gucci. Yeah, but I’m not drawn to it, I’m not really a brand 
person.  
MDE-RESEARCHER: Ok.  
MDE-LILLY: But I do know that in Melbourne if you are someone who 
pays attention to what others think of you then you would go for the 
brands you would live in Melbourne you know. And I have got friends 
who actually moved to Melbourne for that reason because they 
wanted to look a bit uppity and you know.  
MDE-RESEARCHER: Yeah, yeah.  
MDE-LILLY: Yeah, so when you tell people you are from Melbourne, 
straight away they thinks oh they must be doing really well, 
because I think pay is the highest in Melbourne. I will write that. 
Pay is very high in Melbourne. Let me write that. I remember when I 
was looking for jobs, pay is the highest there but at the same time so 
your pay is very high but your rent is also very high.  
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encompass efforts to brand a wide range of entities (i.e. retail stores, products, 

people).  
Figure 5.8 Lilly’s Map 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

5.1.8.1 Discerning branding efforts, without brand names  

Participants frequently discern particular brand positioning strategies, without naming 

particular brand names. For example, Macey employs multiple malleable adjectives 

(MMP #3) in quick succession to discern the branding efforts involved in a typical 

Melbourne street, without explicit reference to any particular brand name:  

 
Here, Macey ‘brands’ the phenomena found within a “traditional smaller sort of” 

Melbourne street by discerning particular brand positioning strategies (e.g. “funky sort 

of” boutiques and “really hipster” coffee shops).  

 

Indicating further overlaps with the fourth meaning-making process of invoking and 

transforming types, some participants discern branding efforts via socially constructed 

brand types. To illustrate in terms of product brand types, Amanda discerns different 

place-based product brand types when the researcher probes for more details about 

the shops within the shopping centre that features prominently in Amanda’s map of 

Melbourne (see left-hand side Figure 5.9 below):   

MACEY: Um, sort of the traditional smaller sort of […].  
RESEARCHER: OK.  
MACEY: […] Street with all the funky sort of boutiques and the 
little.. really – hipster coffee shops I guess. 
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These product brand types also contextualise Amanda’s reference to “boutiques” that 

essentially discerns a retailer brand positioning strategy. Hence, Amanda contours the 

structure she draws as a tangible urban reminder to what Melbourne consists of by 

branding city elements.  

 
Figure 5.9 Amanda’s Map 

 

5.1.8.2 Discerning absent branding efforts  

Instances in which participants discern an absence of certain branding efforts (and 

ensuing brands) further illustrate the eighth meaning-making process. For instance, 

Debbie discerns the absence of large-scale branding efforts characteristic of the ‘H&M’ 

retailer brand while describing the phenomena depicted in PEE4. Specifically, Debbie 

contours the setting depicted as a location within Melbourne where you “wouldn’t see a 

H&M”:  

 

 

MDE-RESEARCHER: OK. What sort of shops would there be in that 
shopping centre? 
MDE-AMANDA: This one. Maybe some boutiques. Ah…um. Some 
Australian brands. 
MDE-RESEARCHER: Yeah? 
MDE-AMANDA: And maybe some Asian brands as well. 
MDE-RESEARCHER: Like… 
MDE-AMANDA: Japanese. I know they, they have some Japanese 
a-brands but they don’t have it in Queensland. 
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Discernment of the smaller-scale branding efforts that are present (e.g. “novelty shops” 

and “little fine chocolates”) renders this location more understandable. Further 

reinforcing the overlapping nature of the meaning-making process through which 

people interact with and reconstruct city elements, Macey discerns an absence of 

certain branding efforts, while also drawing comparisons (MMP #5) between different 

branding strategies (MMP #8) to help make further sense of the setting depicted in 

PEE1:  

 
While Macey’s meaning-making actions here pertain to the present, the ninth process 

involves multiple temporalities.  

 

5.1.9 Anchoring in Time  

Participants frequently contour city elements by situating phenomena in a point, period 

or flow of time. The particular points, periods and flows of time in which participants 

employ vary considerably. However, data analysis indicates that participants employ 

one or more of four main ‘time’ categories: (1) ‘anywhere’ time, (2) the city’s past, (3) 

‘city time’ and (4) personal life stories. Explicating distinctions between these 

interrelated time categories helps to expound how people interact with and reconstruct 

city elements through this ninth meaning-making process.  

5.1.9.1 Anchoring in ‘anywhere’ time 

‘Anywhere’ time encompasses periods of time that may take place or may have taken 

place anywhere including but not necessarily limited to Melbourne. For example, 

Amanda gives clearer shape to a tangible urban reminder by situating the shopping 

centre that she draws during the map-drawing exercise in anywhere time:  

 

PEE4-RESEARCHER: So would you go there often…  
PEE4-DEBBIE: I don’t go there often but its nice little place to kind of 
walk past cause again they are known for I guess the novelty shops, 
they, you wouldn’t, you wouldn’t see a H&M in here or anything like 
that but like I said they’ve got those little fine chocolates, they have 
things like little ummm [few seconds pause], ah, what are they 
do…[few seconds pause], like things you would find like really weird 
like cigar cases and…  
 

PEE1-MACEY: […] it looks like a, like a nice warm little cafe, that 
little off street appeal. Like it’s not a big cafe chain, jamming 
something down your throat. So, you go in, it’s nice and quiet. It’s 
got a good vibe. And you just enjoy the nice coffee, because it’s a 
good coffee, obviously [chuckling to self towards end this comment]. 
And yeah. Soak up the atmosphere. Maybe doing a crossword. I 
dunno. 
 

MDE-AMANDA: Maybe this is a shopping centre.  
MDE-RESEARCHER: OK. Yeah? 
MDE-AMANDA: Yeah, but its um. Its not a modern shopping centre. 
They are like you know – the old-style.  
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As in this exchange with Amanda, participants often employ malleable adjectives (MMP 

#3) such as “old”, “old school” and “new” to distinguish anywhere time. As such, 

anchoring in anywhere time tends to give shape to loose and vague city elements. 

However, some participants anchor in more specific periods of anywhere time. 

Consider Kane’s response to the free association question “What comes to mind when 

you see the word Melbourne?” that opens the paper interview:  

 
Here, Kane anchors his reconstruction of an emblematic residential behaviour (i.e. 

“Eager to advance their patch”) in a period of anywhere time (i.e. “the rapidly growing 

digital landscape”). Although more specific, this time period could take place anywhere.  

5.1.9.2 Anchoring in the city’s past 

Employing the second time category of the city’s past, Sophie anchors the setting 

depicted in PEE3 (refer Appendix B for images) in a period of time that is thought to 

have taken place in Melbourne: 

 
Reading this exchange in more detail, Sophie’s reference to “back in the day” situates 

the horse and carts depicted in PEE3 in anywhere time. However, other comments 

(see bold above) situate this and other phenomena depicted in “the original Melbourne” 

and when “Melbourne started to be up and coming”. Sophie’s emphasis on the 

difference between the setting depicted in PEE3 and contemporary Melbourne through 

comments such as “If Melbourne still looked like this I’d be tempted to go” further 

anchor emergent tangible urban reminders (i.e. horses and carts) in a earlier time 

period that took place in Melbourne.     

 

Presentation of PEE3 and other direct questions about Melbourne’s history (e.g. “how 

has Melbourne changed over the time you have lived here?”) simulate and 

PAPER-KANE: Active, proud, parochial. Eager to advance their 
patch amidst the rapidly growing digital landscape and definitely 
seem to be thinking of creating a special place for themselves for the 
future. 
 

PEE3-SOPHIE: OK well that’s probably like the original Melbourne. 
Mhmhhm. Back in the day, there’s horses and carts. I think it’s been a 
long time since they have had horses and carts around. If Melbourne 
still looked like this I’d be tempted to go.  
PEE3-RESEARCHER: Yeah?  
PEE3-SOPHIE: Yeahhh [chuckling], but yeah um it looks like this is 
probably when Melbourne started to be up and coming.  
PEE3-RESEARCHER: Mmm. So it would be like…so if you were there 
it would be kind of good?  
PEE3-SOPHIE: Yeah back in them times that would be cool. I guess a 
lot of those buildings would probably are still very much the same but 
it’s probably um completely different what they are used for and a 
completely different vibe cos the street would be packed full of cars 
and traffic lights and people wouldn’t be waltzing across the street like 
that. Yeah, I don’t think Melbourne would be really anything like that 
anymore. 
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contextualise many instances in which participants anchor elements in the city’s past. 

However, some participants anchor elements in the city’s past at other points of the 

interview conversation. For example, Debbie situates the laneways in Melbourne (a 

form of tangible urban reminder) in a passage of time that is thought to have taken 

place in the city:  

 
Crucially, the exchanges above reinforce that, when anchoring city elements in the 

periods or passages of time that have taken place in the city, participants 

simultaneously reconstruct the city’s past, rather than regurgitating objective and 

official constructions of this time category. For instance, Sophie gives (vague) shape to 

a period within Melbourne’s past (i.e. when the city “started to be up and coming”), 

while Debbie suggests Melbourne’s laneways have “been done through time”.  

 

Conceptualisation of anywhere time and the city’s past helps to discern how 

participants employ these first two time categories simultaneously or in quick 

succession, as well as overlapping engagement with other meaning-making processes. 

For instance, Debbie’s initial comments in the excerpt below situate the architecture 

and overall setting depicted in PEE4 in anywhere time. Although employing malleable 

adjectives such as “older” and “new” (MMP #3), Debbie offers more explicit insight 

(MMP #2) regarding these phenomena by articulating clearer discernment and 

appreciation of how the “older things are kind of blended and still remain with the new 

things”:  

 
Debbie’s latter and slightly more specific reference to “their older style” further contours 

the architecture and setting depicted by situating these phenomena in the city’s past. 

W&T-DEBBIE: Yeah, those things are probably very much a 
“Melbourne” thing.  
W&T-RESEARCHER: Yeah? 
W&T-DEBBIE: And, I’m not sure if…I know like if um. I went home to 
Brisbane recently and um and I’ve been noticing that there is like 
some rooftop bars opening.  
W&T-RESEARCHER: OK.  
W&T-DEBBIE: And I know that there is quite a bit of a resurgence in 
Brisbane for laneways but then I’m thinking... Its not quite [few second 
pause]. And I think Melbourne has done it very well. And that 
could be because its been done through time and maybe Brisbane 
through time will get there but I find here in Melbourne it really is one 
of those things go down a laneway and you will be pleasantly 
surprised what you can find. You might not like it as well but [chuckling 
as adds this last point].  
W&T-RESEARCHER: [Laughing]. 
 

PEE4-DEBBIE: But quite central still. And I think that that’s the thing. 
The out, the older things are kind of blended and still remain 
within the new things because right beside that is Bourke Street mall 
and [slight pause], if you walk out you can see Myers and David Jones 
in its new format but then this is actually, kind of maybe a block away. 
So they’ve tried to maintain I think their older style. I don’t know if 
that was actually in the olden style…or have they kind of renovated it 
to make it look olden style to give it that feel I don’t know but it is quite 
nice to have the contrast.   
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Pointedly, this latter reference to the city’s past gives clearer shape to the architecture 

and setting depicted as tangible urban reminders to what Melbourne consists of and 

what has taken place in Melbourne. However, earlier anchorage in anywhere time, and 

overlapping engagement with other meaning-making processes (MMP #3 and MMP 

#2), further enable Debbie’s comments throughout this exchange to make ‘sense’ and, 

ultimately, render elements of the city understandable to the researcher. 

5.1.9.3 Anchoring in ‘city time’  

The third major time category that participants employ while anchoring in time (MMP 

#9), pertains to the ongoing flow, pace or rhythm with which events are thought to take 

place in the city (i.e. ‘city time’). For example, the researcher prompted Ruby to expand 

on her earlier comments about the Gold Coast while corresponding with this participant 

via email after an initial interview:  

 
Although not expanding on this “time zone” in detail, Ruby renders behaviours that are 

emblematic of the Gold Coast more understandable by anchoring these phenomena in 

a form of ‘city time’. In other conversational exchanges, particular ongoing event flows 

emerge out of conversation with the researcher. More broadly, data analysis indicates 

that participants formulate different versions of city time to help make sense in 

particular conversational exchanges. Consider the following conversational exchange 

between the researcher and Debbie:  

 
Debbie initially describes the flow or pace of events that take place in Sydney as 

generally “more go-go-go” than Melbourne. Subsequent comments such as “there is 

always” and “when the sun is really great” (see bold above) anchor various event-

based phenomena in the flow of events that take place in Melbourne. By anchoring 

EMAIL-RESEARCHER: Just wondering, what makes the GC tacky, 
cool and laid back? I can’t put my finger on what gives it this feel?  
EMAIL-RUBY: The GC has that vibe because of the people they are 
so chilled out so different to Melbourne they are kind of on their own 
time zone... If you get that. It's got the surfer/ride bikes thing too. It's 
just amazing I love it!  
 

RESEARCHER: Yeah… So… the diversity… is that like… what kind 
of…  
DEBBIE: Just in terms of activities and the lifestyle you want to live 
here in Melbourne. I think… I’ve kind of visited Sydney a little bit and 
I’ve kind of – my perception of Sydney is that it is a lot more go-go-
go. Whereas with Melbourne I think it is a little bit more laid back in 
terms of its culture, in terms of its culture and you know its lifestyle and 
I do think there is a lot of things here available so if you like the arts 
side of things there is always some kind of arts festival, museum, 
exhibition or something. But then at the same time because the 
weather is so unpredictable when the sun is really great, there is 
all these outdoor activities that they kind of pop out – out of now 
where for the weekend or you know during the evening. And then 
you can’t beat that there is quite a lot of places to eat and explore and 
even job opportunity as well. You know I come from Brisbane and 
Melbourne just had a lot more variety and opportunities in Marketing. 
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these phenomena in ‘Melbourne time’, Debbie gives clearer shape to two prevalent 

intangible urban reminders (see Table 5.2) around (a) Melbourne’s “lifestyle” and (b) 

the various organised events that constantly take place in Melbourne. Participants 

often anchor in versions of city time while interacting with and reconstructing the latter 

of these intangible urban reminders. To illustrate:  

 
By emphasising that various organised events always and constantly take place in 

Melbourne, Kerry situates these event-based phenomena in a version of city time. 

Interaction with and reconstruction of another prevalent intangible urban reminder 

around the busy-ness of Melbourne (see also Table 5.2) often also involves anchorage 

in city time. For instance, Mitch situates his reconstruction of the ‘busy-ness’ (and 

traffic more particularly) in Melbourne in a more explicit version of city time:  

 

Ongoing ‘city time’ 

It is important to reinforce a key distinction between the city’s past and city time. 

Whereas the city’s past encompasses events that are thought to have taken place in 

the past, formulations of city time encompass a particular ongoing flow or pace of 

events that take place in Melbourne. As such, participants may anchor elements of the 

city in the present when formulating and employing versions of city time. The manner in 

which Brad anchors the setting depicted in PEE4 in the present exemplifies this 

distinction:   

 
The fourth category that participants employ while engaging in the ninth meaning-

making process, past events that have taken place in a person’s life, clearly contrasts 

with ‘city time’ in this respect also. However, just as participants formulate versions of 

D&T-KERRY: I love this city. I do. I love driving home over the bridge 
and looking at all of the lights. Even on a Monday night I can go to the 
cinema and be surrounded by lots of people. There is always 
something happening.  
 

RESEARCHER: What comes to mind when I say Melbourne?  
MITCH: Sport, cultural activities, hustle and bustle and trams.  
[…] 
RESEARCHER: Hustle and bustle – what makes…  
MITCH: Just the number of people in the CBD.  
RESEARCHER: Yeah  
MITCH: And the suburbs too – the traffic.  
RESEARCHER: So is the city different to the suburbs?  
MITCH: No it seems to be all busy. If you want to go somewhere, it’s 
difficult to get there. And timing, it takes forever to go half a block 
in the car. 
 

PEE4-BRAD: Ok, um, this one here is um, I am actually trying to 
remember which arcade it is, I think it’s the Strand Arcade or 
something like that. I think it is the Strand Arcade. It’s one of them and 
I can get to it from here and it looks exactly like um, that, right now. 
And it’s actually looking out towards Bourke Street. So, I know that 
one. 
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city’s past and city time through conversation with the researcher, participants also 

formulate personal life stories through the interview conversation.  

5.1.9.4 Anchoring in personal life stories  

Personal life stories constitute the fourth category of time that participants employ to 

anchor city elements in time. Nuanced city elements often take shape as participants 

expand on and contour personal life stories. To illustrate, Annie anchors her 

reconstruction of “graffiti” and “art” as elements of Melbourne in her personal life story:  

 
More specifically, when the researcher follows up on Annie’s initial reference to “art and 

graffiti”, Annie situates these visual phenomena in her personal life story, her dance 

studies and parents who “worked as musicians” particularly. Additionally, comments 

such as “I don’t know if that is influenced from my […]” and “So yeah, that would be my 

personal, yeah” connect these city elements to Annie’s emergent life story. Annie’s 

subsequent comments acknowledge the normality of witnessing art and seeing graffiti 

(MMP #1), thus further contouring these artistic outputs as part of what Melbourne 

consists of and what takes place in Melbourne. However, earlier comments (see bold 

above) that simultaneously give shape to aspects of Annie’s life story help to render the 

very nature of art and graffiti in Melbourne clearer and more understandable.  

 

Most instances in which participants anchor reconstructions of city elements in 

personal life stories pertain to past events and occurrences. However, the following 

exchange with Sam indicates that personal life stories can also extend into the future:   

 

 

 

 

 

RESEARCHER: OK. So what first comes to mind when I say 
Melbourne?  
ANNIE: Food.  
RESEARCHER: Food?  
ANNIE: Yeah definitely food. Food and art and graffiti. 
[…]  
RESEARCHER: Alright – dumplings [writing dumplings down]. And, 
ah, the arts – is that like – like what sort of…  
ANNIE: I don’t know if that is influenced from like my, like 
because I’ve studied dance, but and my parents also worked as 
musicians – so that’s always been like what Melbourne was - art 
for me. So yeah, that would be my personal, yeah [chuckling to 
self slightly].  
RESEARCHER: So like - you going to watch art, or, more you… 
ANNIE: More just like witnessing it everyday, yeah.  
RESEARCHER: OK. Ah, and the graffiti… 
ANNIE: Just like cause like you see it. 
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Here, Sam anchors his reconstruction of “the CBD” and the suburbs as contrasting 

spatial formations (i.e. a prevalent tangible urban reminder, see Table 5.2) in an 

imagined future life story.  

Simultaneous construction of multiple life stories  

To build on an earlier example, Annie further expands on and contours her personal life 

story while anchoring other city elements in past life events. To illustrate, consider how 

Annie interacts with and reconstructs a tangible urban reminder in the following 

exchange:  

 
Specifically, this exchange reinforces that aspects of each participant’s personal life 

story emerge throughout the interview conversation. However, these various aspects 

do not necessarily add up to a cohesive, complete or grand life ‘story’. In other words, 

people may anchor city elements in multiple life stories.  

 

Construction and employment of personal life stories to anchor city elements often 

overlaps with engagement of the tenth meaning-making process in which people 

render elements of the city more understandable by situating phenomena in particular 

settings, events or contexts. However, the tenth and final meaning-making process 

involves participants situating phenomena in a wider range of settings in order to 

further ‘contextualise’ the city’s fundamental elements. 

MDE-RESEARCHER: Now, if you could live in any area of Melbourne, 
what area would it be?  
MDE-SAM: Um...it depends on how much I earn but [laughing]...  
MDE-RESEARCHER: Let’s just say like… 
MDE-SAM: If I earn like an average income?  
MDE-RESEARCHER: Say you didn’t have to worry about money?  
MDE-SAM: Ok. If I were to chose, um.. I like Camberwell or Malvern.  
MDE-RESEARCHER: Ok  
MDE-SAM: So Camberwell, Malvern, I also like Caulfield where I 
currently live. I wouldn’t choose to live close to the CBD.  
MDE-RESEARCHER: Ok  
MDE-SAM: Um. Why? Just you know I assume that I would be 
working in the CBD so I like being away from work and if one day 
I have a family I would like to be focusing on my family when I am 
away from work.  
MDE-RESEARCHER: Yeah.  
MDE-SAM: I like these suburbs, they are a little bit expensive, in 
comparison, but I like them especially Malvern and Camberwell. 
 

MDE-RESEARCHER: So, what, like what kind of stuff would you do 
there?  
MDE-ANNIE: Shopping [chuckling]…. Yep. In this part of the city yeah.  
MDE-RESEARCHER: So, umm…, what would be your favourite shops 
there?  
MDE-ANNIE: [Few seconds pause]. I do like Myer… Just cause like, 
I’ve worked there so I know where stuff is, so yeah.  
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5.1.10 Contextualising  

Participants continually ‘contextualise’ what the city consists of and what takes place in 

the city by situating phenomena in particular settings. More pointedly, data analysis 

indicates that people contextualise reconstructions of the city’s fundamental elements 

in a mix of personal and/or universal settings. For instance, consider how Annie gives 

clearer shape to transport anger as an emergent residential behaviour by 

contextualising:   

 
Annie contextualises behaviour-based phenomena in particular settings through 

utterances such as “if you are on the street” and “I have experienced that” (see bold 

comments above). Such utterances further contour transport anger as an emblematic 

residential behaviour that takes place in certain settings. More specifically, Annie’s 

utterance “I have experienced” contextualises in a personal setting that Annie has 

experienced first-hand, while “if you are on the street” contextualises in a universal 

setting that anyone could experience. However, closer examination of these two main 

setting categories (i.e. personal and universal) helps to dissect engagement in the 

tenth and final meaning-making process as part of everyday urban sense-making.    

5.1.10.1 Contextualising in the personal 

Participants articulate personal settings (i.e. particular social, geographical and/or 

temporal situations) from their own perspective (e.g. “I have experienced”, “we were 

RESEARCHER: Alright. So, um, so what are the people like in 
Melbourne?  
ANNIE: I think they are pretty friendly… I’ve – like I think they are all 
willing to help. But they get very like short, and annoyed, with public 
transport stuff.  
RESEARCHER: OK.  
ANNIE: So I think like, if you are on the street. I have experienced 
that everyone is willing to help you with directions. But, if there is 
people doing – like not standing up for people on the tram, or like stuff 
like that, that’s when people get really angry.  
RESEARCHER: Oh OK.  
ANNIE: Yeah so lots of public transport anger [chuckling]. 
RESEARCHER: Yea I have noticed that everyone does get up for the 
older people… ANNIE: And like if you don’t you get like you sort of 
get told off and yeah, yeah…  
RESEARCHER: Yeah. Its good though…  
ANNIE: Yeah it is, they do need a seat.  
RESEARCHER: [Chuckle]  
ANNIE: Yeah and if you get – if you start to – if people walk on the 
tram before people have gotten off. That’s like a no-no [chuckling].  
RESEARCHER: That’s good to know.  
ANNIE: [Laughs] Yeah. Its like you wait until everyones off, and 
then you can walk on.  
RESEARCHER: OK. Alright.  
ANNIE: Yep.  
RESEARCHER: And so, that’s just from interacting and observing?  
ANNIE: Yea. Definitely. Definitely. And people will say things 
sometimes, like “oh you could’ve waited until…” [chuckling],  
and you’re like “oh ok”.  
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very young”). Contextualisation in this first category of settings thus often overlaps with 

construction and employment of personal life stories to anchor city elements (MMP #9). 

For example, by situating “narrow” and seemingly “dodgy” laneways in personal 

settings (e.g. what I “had to learn”, “what I’ve enjoyed” and my “comfort zone”), Debbie 

contours a tangible urban reminder to what Melbourne consists of and what takes 

place in Melbourne:   

 
As Debbie expands on her experiences with this phenomenon, her reconstruction of 

this tangible urban reminder grows more explicitly personal. 

What “I love”  

Perhaps the most explicitly ‘personal’ city elements emerge when participants situate 

reconstructions in a personal “love” of or for phenomena. For instance:  

 
Although other people may not feel as intensely (or positively) about the Botanical 

Gardens, this phenomenon takes more meaningful shape as an element of Melbourne 

that Emily “loves”. Relational selves often emerge as participants contextualise city 

elements in their love of or for particular phenomena. For example, ‘Emily’ takes shape 

as a ‘someone’ who “loves” the Botanical Gardens in the comments above. Put 

differently, those reading this exchange learn something about ‘Emily’, and 

‘Melbourne’, as she situates a particular phenomenon in a personal setting.  

Constructing more specific relational selves  

Some participants construct more specific relational selves while contextualising city 

elements in personal settings. To illustrate, Brad constructs himself as a “cyclist” during 

the map-drawing exercise (see associated map in Figure 5.10 below):   

MDE-RESEARCHER: OK. Alright. So um, when would you initially 
came here, where did you spend most time?  
MDE-DEBBIE: Central. Like Bourke Street. Um and I think that’s the 
thing that I’ve had to learn here in Melbourne and I actually said to 
my workmates because they’re all from Melbourne. In Melbourne, you 
have to get into the habit when you first move here that little laneways 
that look narrow aren’t dodgy places to go down.  
MDE-RESEARCHER: OK.  
DEBBIE: That’s actually probably the best finds that you will, you will 
find or see. And I think that um that’s what I’ve enjoyed. In the last 
maybe yeah, probably the last 18 months of my stay here- I’ve 
now got into that comfort zone of OK I know where I am 
logistically. Um oh- there is a laneway there - lets explore - go in 
there. You can find the most interesting little shops to kind of buy little 
knick knacks or something like that or you can find some you know 
some really kind of hidden things that you would not expect 
necessarily down that way. 
 

EMILY: […] Ah, of course, the galleries, the art galleries here which 
are only a step, and then of course, the Botanical Gardens, which I 
love. And also the river. To walk down, on this, oh I tend to walk down 
this way for, you can walk for three quarters of an hour one way. 
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Brad contextualises his construction of the Dandenongs, Mt Eliza, “climbs” around Mt 

Macedon as parts of what Melbourne consists of (i.e. tangible urban reminders) in his 

experiences as a “cyclist”. The researcher’s question about where Brad cycles, and 

subsequent reaction (i.e. “Oh wow!”), appear to encourage construction of this specific 

relational self by indicating her interest in Brad’s experiences as a cyclist. Within the 

same exchange, Brad also contextualises a further cluster of tangible urban reminders 

in other personal settings (e.g. “where I grew up”, “my home as a child”), without 

constructing a specific relational self per se. 

 
Figure 5.10 Brad’s Map 

MDE-BRAD: Um, I’m a cyclist so um I look at maps all the time. 
Um, so, yeah, do you want me to do a bit of detail in here for you… 
So, this is my home as a child, where I grew up. Um, I now live in the 
south east, now, here is my second home now. Um, so my family lives 
here, and also in country Victoria, um and working here, um…Yeah 
so, I guess the bulk of Melbourne activity is going to be in the inner 
circle here, but I classify Melbourne as this whole area here. To me, 
when I talk about, when I talk about Melbourne, I can talk about all of 
this – yeah so. And that’s the bay in there and Philip Island and all of 
that. 
MDE-RESEARCHER: So would cycle around here – is that where 
you… 
MDE-BRAD: Yeah I cycle everywhere around here so um, I’ve been 
cycling for…um, probably 8 years competitively. 
MDE-RESEARCHER: Oh wow! 
MDE-BRAD: So um I cycle around this area here and in the 
Dandenongs in the hills and also down here around Mt Eliza, 
those sort of areas, have also cycled around Mt Macedon, there is 
climbs around there, um, and yeah, I sort of get around Melbourne 
quite a lot, I used to actually work out here in Burwood, um and I lived 
out in Donvale, here, temporarily for about one year, um, before I went 
overseas so I’ve seen a fair bit of Melbourne. 
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5.1.10.2 Contextualising in the universal  

Participants articulate universal settings from the perspective of an anonymous subject 

(i.e. potentially any person who finds herself or himself in a particular social, 

geographical and/or temporal setting). Participants often activate anonymous subjects 

through the pronoun ‘you’. To illustrate, Stevie reconstructs a prevalent intangible 

urban reminder around the ‘busy-ness’ in Melbourne (see Table 5.2) by situating two 

phenomena, traffic and lots of people, in the universal setting of being “young”:  

 
Stevie’s use of the pronoun “you” activates an anonymous subject that could be the 

researcher, or any other person who finds himself or herself in this setting (i.e. being 

young) and this place (i.e. Melbourne). Activation of this anonymous subject enables 

formulation a universal context in which the busyness in Melbourne is less problematic. 

Stevie’s comment “and we were very young when we first went there and you know 

once the children got older we thought, oh,” also situates these phenomena in a 

personal context. Thus, by contextualising her account of the busy-ness in Melbourne 

in a combination of personal and universal contexts, Stevie contours a more detailed 

account of the busy-ness of Melbourne.  

 

It is important to highlight that, although giving shape to less explicitly personal city 

elements, contextualising ‘in the universal’ further contours fundamental elements of 

what the city consists of and what takes place in the city. Consider how Sam contours 

the “local cafe” that distinguishes a normal street in Melbourne by situating this 

consumption venue in a setting that anyone who finds themselves in this place could 

experience:  

 
If Sam referred simply to “a local cafe” in this conversation turn, the nature of this cafe 

as a tangible urban reminder to what takes place in Melbourne would remain 

comparatively less clear. Thus, contextualisation in settings, whether personal or 

RESEARCHER: So like – you mentioned people and cars – is that sort 
of what makes it busy?  
STEVIE: Traffic yeah.  
RESEARCHER: Traffic. OK. Um..  
STEVIE: I spose people [small cough clearing throat], but you know 
what – the thing is when you are young I think nobody cares – and 
we were very young when we first went there and you know once the 
children got older we thought, oh, so yeah when its – when you are 
young its lots of people and things happening and very nice. Yeah. 
 

RESEARCHER: OK yeah. So what about a normal street in 
Melbourne? 
SAM: That’s what I love about Melbourne.  A normal street, that’s 
exactly my imagination. A tramline. I love the sound of trams. 
RESEARCHER: OK. 
SAM: A local cafe where you can sit outside at the tables and 
have a nice coffee and have a chat with your company. 
RESEARCHER: Mmmhm. 
SAM: And some shops. 
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universal, constitutes a key meaning-making process through which people ‘interact’ 

with and simultaneously reconstruct the city’s fundamental elements.  

 

5.1.11 Shifting Between Meaning-Making Processes  

Representation of the first main assertion (see black component Figure 5.1 or Figure 

5.3) through an enclosed ten-sided shape visually reinforces the apparent tendency for 

people to shift between meaning-making processes while interacting with and 

reconstructing city elements. Full delineation of each process throughout the above 

sections facilitates enhanced discernment of fluid movement between these processes. 

For instance, consider how Debbie give shape to Milk Bars as a form of tangible urban 

reminder by engaging at least five meaning-making processes: acknowledging 

‘normality’ for the city (MMP #1, see Table 5.1), drawing comparisons (MMP #5), 

‘branding’ (MMP #8), anchoring in time (MMP #9) and contextualising (MMP #10):  

 
Through these meaning-making processes, Debbie interacts with and reconstructs a 

particular consumption venue, milk bars, as a tangible urban reminder to what 

Melbourne consists of and what takes place in Melbourne. The meaning-making 

actions involved in each process combine to give meaningful and understandable 

shape to this city element. Debbie engages each process in a highly fluid manner. For 

instance, Debbie’s brief initial comment “Oh that’s the other thing I love yes – they do 

PEE1-DEBBIE: Kind of enjoying. And like there is a Pure Milk here! 
Oh that’s the other thing I love yes – they do tend to have milk 
bars everywhere still [chuckling slightly towards end here].  
[Both laughing] 
PEE1-DEBBIE: I don’t think that’s a milk bar but it seems like a milk 
bar.  
RESEARCHER: OK. Do you know what’s with the milk bar thing. Is 
that just a…  
DEBBIE: I dunno – that’s a legacy of their thing like if you go out 
in to the outer suburbs ah, I know in my part, there is just milk 
bars still.  
RESEARCHER: So the original ones still?  
DEBBIE: Yeah yeah!  
RESEARCHER: OK.  
DEBBIE: Yeah and they still do it. You know where you can go – 
again – this is where I live – but if you go there is like two or three 
milk bars and you go in there and they do those old fashioned 
things where you can buy um candy and um, you kind of put it in 
a packet, and you can choose… and I don’t remember that since 
childhood and - for the life of me I wouldn’t know for the life of me 
where to go in Brisbane to get that.  
RESEARCHER: Oh OK.  
DEBBIE: But here in Melbourne I’ve bumped into about 2 or 3 
where I live and even when you are – even when you are – when I 
am driving around other parts like nearby suburbs there just 
seems to be like this old-style milk bar thing.  
RESEARCHER: And they are popular in terms of….  
DEBBIE: Well they must still be functioning. I don’t know how much of 
a profit they are making you know with Woolworths and Coles around 
the corner.  
[Both laughing].  
DEBBIE: But they just. I think its kind of a little thing that they kind 
of cultivate. Yeah.  
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tend to have milk bars everywhere still” engages in MMP #10 (i.e. contextualising in a 

personal setting), MMP #1 (i.e. acknowledging ‘normality’ for the city) and MMP #9 (i.e. 

anchoring in time). Ensuing comments render this city element more understandable 

by shifting between these processes, as well as MMP #5 (e.g. comparisons to 

Brisbane) and MMP #8 (e.g. discernment of “old style milk bar” brand positioning 

strategy). Moreover, the manner in which Debbie engages these processes reshapes 

what milk bars ‘say’ about Melbourne.  

 

5.1.12 Reshaping Symbolic Messages About The City  

Understanding the interrelated meaning-making processes through which people 

interact with and reconstruct city elements provides a basis from which to better 

understand how everyday interactions with city elements reshapes ensuing symbolic 

messages about the city. Most fundamentally, data analysis indicates that ongoing 

interaction with and reconstruction of city elements reshapes what those elements ‘say’ 

about the city by connecting particular phenomena with ‘other’ concepts. In terms of 

city brand meaning-making, these ‘other’ concepts constitute potential symbolic 

messages about the city. To illustrate, Debbie connects Melbourne’s milk bars (i.e. 

tangible urban reminder) with other concepts such as “legacy”, “old fashioned” and “old 

style”. Additionally, the manner (i.e. meaning-making process) through which Debbie 

interacts with this element (e.g. emphasising ‘normality’ for the city but not other 

places, drawing comparisons to emphasise the uniqueness of particular phenomena, 

anchoring in time generally and the city’s past more specifically and contextualising in a 

combination of personal and universal settings) forges more implicit connections with 

broader concepts such as ‘tradition’ and other related concepts such as ‘quirkiness’ 

and ‘randomness’. Employment of malleable adjectives (MMP #3) forges particularly 

obvious connections with other concepts. However, each of the processes employed 

enables Debbie’s reconstruction of this tangible urban reminder and, thus, connections 

with other concepts.  

 

Of course, the specific symbolic message(s) about the city emitted by each 

reconstruction depend on how social actors read and understand that particular 

reconstruction. For example, social actors who read and make sense of Debbie’s 

reconstruction of milk bars as an element of what Melbourne consists of and takes 

place (or has taken place) in Melbourne may discern connections with other concepts. 

Different social actors may also draw varying conclusions about ‘the city’ in turn. To 

illustrate, is ‘Melbourne’ (i.e. the entirety of this socially constructed place) ‘old 

fashioned’ because milk bars “tend to” be “everywhere still”? Unsettled symbolism, 

active sense-making and potentially unquantifiable interpretations aside, Debbie 
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interacts with and reconstructs an element of Melbourne in the exchange above. 

Further, Debbie’s formulation of this tangible urban reminder says ‘something’ about 

the city.  

 

Juxtaposing other conversational exchanges surrounding the building depicted in PEE1 

(see Appendix B) further reinforces how everyday interactions with and thus ongoing 

reconstruction of city elements reshapes ensuing symbolic messages about the city. 

For instance, although to referring an “old restaurant” rather than a milk bar, Amanda 

also gives shape to a consumption-oriented tangible urban reminder: 

 
More specifically, Amanda gives shape to this tangible urban reminder by employing 

malleable adjectives such as “old”, “luxury” and “expensive” (MMP #3), invoking 

“working class people” as a socially constructed type (MMP #4), drawing comparisons 

between now and then (MMP #5) and anchoring in time generally (MMP #9). The 

manner in which Amanda reconstructs this element forges connections with other 

concepts such as “old”, “not expensive”, “working class”. Social actors reading this 

reconstruction could also discern more implicit connections with other concepts such 

as ‘history’, ‘run-down’ or ‘tired’. This conversational exchange with Amanda in 

particular also highlights that vague and/or tentative reconstructions can reshape 

ensuing messages about the city. That is, although not professing ‘accurate’ 

knowledge, Amanda’s formulation of the “old restaurant” (i.e. tangible urban reminder) 

depicted in PEE1 forges connections with several other concepts (i.e. potential 

symbolic messages about the city). Despite ongoing reconstruction of the city’s 

fundamental elements, and possibly endless variation in how other social actors make 

sense of particular reconstructions, the first main theoretical assertion explicated 

PEE1-RESEARCHER: […] I would just like you to describe that image 
for me…  
PEE1-AMANDA; [few seconds silence]. Ahh… [few seconds silence]. 
Old restaurant [emphasising old].  
PEE1-RESEARCHER: Mhmm…  
PEE1-AMANDA: Maybe in [quieter volume]… its yeah. I think it’s a 
restaurant.  
PEE1-RESEARCHER: Mhmm.  
PEE1-AMANDA: And it looks like not expensive at all [slight chuckle].  
PEE1-RESEARCHER: What makes it look not expensive?  
PEE1-AMANDA: The air-condition and [chuckling]… 
PEE1-[Both laughing].  
PEE1-AMANDA: Yeah. [few seconds silence]. Yeah the building is old 
so I think this inside like you know um ah… suburb for like you 
know maybe working class people or something. Mhmm. [Silence].  
PEE1-RESEARCHER: So what would it be like to be there?  
PEE1-AMANDA: Ah, I was expecting to see something more luxury 
in Melbourne.  
PEE1-RESEARCHER: Yep. OK.  
PEE1-AMANDA: Yeah – like the building used to look like a luxury 
building but a long time ago. Not now. Now I think its old 
[chuckling slightly].  
PEE1-RESEARCHER: So, it might have been different previously?  
PEE1-AMANDA: Yeah. 
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throughout this first main part of the chapter facilities more abstract and comprehensive 

understandings of how people interact with socially constructed city elements through 

ten meaning-making processes. 

5.2 CONCLUSION TO PART A 

This chapter responds to the empirical research question by presenting two main 

theoretical assertions and an integrative theoretical framework (see Figure 5.1) that, 

together, offer more comprehensive and abstract understandings of how people 

interact with (and reconstruct) socially constructed city elements. This knowledge 

advancement builds on conceptual and theoretical development in Chapter Three by 

further enabling a more holistic understanding of city brand meaning-making processes 

also more attune to the complexities of urban life. Focused on the first main assertion, 

this first part (i.e. Part A) of Chapter Five defines the ten meaning-making processes 

that constitute the essence of the research phenomena (see Figure 5.3 and Table 5.1). 

Chapter Five Part B focuses the second assertion that three dominant assumptions 

about urban life frame everyday interactions with socially constructed city elements.   
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CHAPTER FIVE:  

INTEGRATIVE FRAMEWORK OF EVERYDAY 
INTERACTIONS WITH CITY ELEMENTS (Part B) 

5.3 INTRODUCTION TO PART B 

This chapter responds to the empirical research question: how do people interact with 

(and reconstruct) socially constructed city elements? Part A presents empirical findings 

informing the first main theoretical assertions comprising the integrative theoretical 

framework: People ‘interact’ with and simultaneously reconstruct socially constructed 

city elements (first-hand, via memory, media, imagination etc.) through ten meaning-

making processes. This part (i.e. Part B) of Chapter Five presents empirical findings 

informing the second main theoretical assertion: three dominant assumptions about 

urban life frame how people interact with and reconstruct the city’s fundamental 

elements: (1) consumption, (2) work and (3) ‘experience’. Representing further layers 

of the research phenomena, this second assertion corresponds to the red components 

of the integrative theoretical framework (see Figure 5.1). More broadly, this assertion 

enhances the credibility, rigour and overall quality (Tracy, 2010; see also Table 4.2) 

of the thesis.  

 

The first main ensuing section distinguishes the three dominant assumptions (i.e. 

consumption, work and ‘experience’), followed by empirical insights into how these 

assumptions intersect. The second main section reinforces how the two main 

assertions represent interrelated layers of the research phenomena.    

5.4 ASSERTION TWO: FRAMING ASSUMPTIONS ABOUT LIFE   

 
 
 
 
 
 

Analysis of co-created interview data indicates that three dominant assumptions about 

urban life frame everyday interactions with city elements: (1) consumption, (2) work 

and (3) ‘experience’. Figure 5.11 below illuminates the taken-for-granted idea 

distinguishing each assumption and, thus, the second component of the integrative 

theoretical framework. Essentially, according to these ideas, everyday urban life 

Main theoretical assertion two: Three dominant 

assumptions about urban life frame how people interact with 

and reconstruct the city’s fundamental elements: (1) 

consumption, (2) work and (3) ‘experience’.    
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revolves around consumption and work, while certain ‘experiences’ elevate this life. 

Further, even when participants question or resist these ideas, contending that life 

must revolve around something other than ‘work’ for instance, the same tacit 

understandings frame the meaning-making that ensues. As such, to expand on the 

notion of ‘frame’, the findings indicate that the three dominant assumptions simplify but 

also potentially constrain the research phenomena. Nonetheless, participants did not 

passively accept or regurgitate a singular ‘consumption style’, ‘working pattern’ or 

‘experience’. The following section expounds empirical insights into the nature of each 

assumption and, more pointedly, how the assumptions frame everyday interactions 

with socially constructed city elements. 
 

Figure 5.11 Three Dominant Assumptions About Urban Life  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

5.4.1 Consumption  

The first dominant assumption hinges on the idea that everyday urban life revolves 

around using up resources (i.e. consumption). Stevie’s account of the extent to which 

the city “caters to” or “caters for” the consumption needs of “just about every 

nationality” as an indication that Melbourne is “very cosmopolitan” illustrates this 

apparently tacit understanding:   

2. Work 

3. ‘Experience’  

1. Consumption 
Everyday urban life revolves around 

undertaking tasks for monetary reward  
Everyday urban life revolves around 

using up resources   

The intangible outcomes (e.g. amusement, 
pleasure, social connection, enjoyment, 
enduring memories, learning) of certain 

‘experiences’ elevate everyday urban life  

3 Dominant Assumptions  
About Urban Life 
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More pointedly in terms of evidencing the second main theoretical assertion, this 

understanding frames how Stevie gives shape to several elements of what Melbourne 

consists of (e.g. “restaurants, food”, “markets”), and what takes place in Melbourne 

(e.g. “shopping”). Stevie’s comments here also illustrate how the consumption motif 

frames a particularly dominant form of emblematic residential behaviours that most 

participants continually interact with and reconstruct throughout interview 

conversations: consumption behaviours. 

5.4.1.1 Emblematic consumption behaviours and ensuing ‘artistic’ outputs  

Reinforcing the interrelated nature of socially constructed city elements, artistic outputs 

embodying a sense of place often emerge as participants interact with and reconstruct 

emblematic consumption behaviours (e.g. clothing, coffee, music, food). For instance, 

the consumption motif frames how Ruby gives shape to these two interrelated city 

elements in the final moments of the interview conversation:  

 
In this conversational exchange, extensive consumption of “active wear” characterises 

people who live and belong in Melbourne. Ruby’s comments also give shape to the 

resources consumed (i.e. a ‘type’ of sporting/gym clothes) as an artistic output 

embodying a sense of Melbourne. More broadly, data analysis indicates that most 

artistic outputs thought to embody a sense of Melbourne ensue residents using up 

(rather than producing) particular resources (see also Table 5.2 and 5.3). Repeated 

references to Melbourne’s ‘coffee culture’ and ‘Melbourne coffee’ in particular 

exemplify the overall predominance of resource use over resource generation in terms 

of interrelated residential behaviours and artistic outputs. To illustrate, Susie refers to 

selling and serving coffee in passing, yet consumption dominates: 

RESEARCHER: So, when you say cosmopolitan – is that…  
STEVIE: Um, I don’t think. I think there is so many different 
nationalities there, and they cater to, cater for [emphasising cater 
for], um, just about every nationality as far as restaurants, food, 
shopping, markets [faster pace]. And everyone seems to blend 
really well. 
 

RUBY: So…I dunno…I think Melbourne is very LA [emphasising very].  
RESEARCHER: OK. 
RUBY: Active wear [laughing].  
RESEARCHER: [Laughing]. 
RUBY: You know 'everything in your active wear'. I am wearing 
active wear but I am going for a jog [laughing]. But like active wear 
and juice and like, we are gonna do yoga, and like that is Melbourne. 
There you go. Yep. Yep. […]  
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Although giving less emphasis to taste-driven coffee consumption than Susie, Brad 

also gives shape to coffee drinking as a routine and typical behaviour of people who 

live and belong in Melbourne (albeit not Brad himself) while discussing photo elicitation 

image number 5 (i.e. PEE5). The potential explanation that Brad constructs when the 

researcher asks, “why people in Melbourne like coffee so much”, underscores the 

taken-for-granted idea that everyday urban life revolves around using up resources:  

 
The researcher’s questions, and the nature of PEE5 (e.g. clear depiction of a take 

away coffee cup, refer Appendix B), appear to stimulate and contextualise how Brad 

interacts with and reconstructs socially constructed elements of Melbourne through this 

exchange. Nonetheless, tacit understanding regarding the centrality of consumption to 

everyday urban life frames Brad’s explanation that, in turn, further contours the nature 

of coffee consumption as a fundamental element of Melbourne.  

Discerning particular consumption styles  

Instances in which participants contour emblematic residential behaviours by 

discerning particular consumption styles further illustrate how the first dominant 

assumption regarding consumption frames interaction with and reconstruction of city 

elements. For instance, Lilly contours emblematic residential behaviours of two places 

SUSIE: […] Ah and coffee in Melbourne. I think Melbourne is um, 
famous for coffee and like cafes, they have very strong coffee 
and coffee culture. I don’t drink coffee, ah what a shame!  
[Both laughing heartily].  
SUSIE: But, many of my friends are like addicted to coffee and 
they are very serious about like having a good coffee and where 
they sell good coffee and many people from Melbourne who 
come to [another Australian city] they really like choosy in terms 
of like how their coffee is being served and is very strong, so I 
would say they are very strong in their culture in Melbourne. 
 

PEE5-RESEARCHER: OK. [Hand next image]  
PEE5-BRAD: OK. So with this one here, just the observation, the girl’s 
um, using a text, she might be on her lunch break or something, sitting 
outside GPO, or somewhere like that. Um, might be on lunch, or she 
might just be in town shopping for the day, have been to the cafe, you 
see a lot of that in Melbourne. So, she’s had her coffee fix for the 
morning which is quite popular these days [pushing image back 
towards researcher]. 
PEE5-RESEARCHER: Do you know why people in Melbourne like 
coffee so much?  
PEE5-BRAD: Um [few seconds pause], I just think, I don’t drink 
coffee, I think it might be the social aspect of it, to break up – it 
sort of reflects um [few seconds pause], everyone’s got a lot to 
do in the day and coffee will help them with their buzz to get what 
they actually need to do done. But on the flip side- cafes are quite 
trendy and they have become a nice place to be – so its catching 
up with a friend for coffee, it will be that association, or it will be 
um, they have got a lot on for the day and they actually need to 
get a coffee to get done what they need to because they’ve got a 
busy life and they are balancing family, work, you know, sports or 
whatever it is and yeah coffee, coffee will bring that, what they 
need to get them through.  
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by contrasting two apparent consumption styles through the following conversational 

exchange:  

 
Specifically, Table 5.5 summarises the contrasting consumption styles of (a) European 

regions and cities and (b) Singapore within Lilly’s account. Although Lilly contours 

emblematic behaviours of the former in a more positive light, everyday life in both 

places revolves around using resources.  

 

 

 

 

 

 

 

 

 

RESEARCHER: […] Um, ok so if you could live anywhere in the world 
where would you live?  
LILLY: Um, if I could live anywhere in the world where would I live, it 
would be probably be somewhere in the Netherlands.  
RESEARCHER: So why would you say that?  
LILLY: Somewhere in Europe honestly. Either in a small – you know 
you showed me that picture just now that cafe there. Um, so in a place 
where there is a lot of that kind of stuff, um, because when I went for a 
Europe trip, um, we fell in love with Netherlands because of the 
simplicity and the alleys and you know and the cleanliness, um, and it 
was just so peaceful. Yeah. It’s not busy, not um, very, very peaceful 
yeah. Not busy at all and away from chaos and also because I found 
that people were a lot more pro-environmental.  
RESEARCHER: OK.  
LILLY: Like you know for example we went to Switzerland and I found 
that there was one area where cars are just not allowed. No one is 
allowed to drive, so they have all got homes but they can’t drive so 
beyond a certain point no cars are allowed and we went to a farm to 
see how the Swiss actually made cheese and butter in the olden 
days. Again, this is heritage, so I think that Europe has that rich 
heritage that draws me to it. Yeah, the culture, just into culture. 
Yeah.  
RESEARCHER: Yeah, so it’s like peaceful, no chaos and the 
simplicity part is that which, like how would you describe it?  
LILLY: Ah, simplicity, simplicity in the sense that people are not 
after branded goods.  
RESEARCHER: Ah OK.  
LILLY: Um, I think that’s how – I’m very into that, I 
don’t…Singaporeans are very brand conscious and very 
materialistic and some of my friends like you can see when they 
come, oh yeah, I just brought a Coach handbag or I just brought 
an Adidas shoe and I’m totally not into all that.  
RESEARCHER: OK.  
LILLY: So, when I went to Europe, some parts of course, like Paris 
and all they have that I guess cos that is part of their branding, but if 
when I went away from that, the real part, people were simple, not 
brand conscious, they were themselves and they paid a lot of 
attention to what they ate, how they treated the environment, um 
and these all resonate with my personal moral values, cos I think 
that is how human beings should live. […]. 
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Table 5.5 Lilly’s Contrasting Consumption Styles  

  
European regions and cities such as 

Switzerland 
 

 
Singapore 

 

 
 
 
 

Emblematic 
residential 
behaviours 

 
• “Pro-environmental” (e.g. reduced car 

usage, “lot of attention to what they 
ate, how they treated the 
environment”, not chase after brands 
and “just be simple and be happy with 
who you are and treat the 
environment well”) 

• “Rich heritage” (e.g. farm making 
cheese and butter as in “the olden 
days”) 

• “Not after branded goods”  
• “Simple, not brand conscious” 
• “They were themselves” 
 

 
• “Very brand conscious and very 

materialistic”  
• Informing others of brand-

specific purchases (e.g. “I just 
bought a Coach handbag”) 

 

5.4.1.2 Personal accounts of ‘necessary’ consumption  

Participants often discussed routine resource use as an apparently ‘necessary’ part of 

everyday urban life. For instance, Rose, a participant who has visited Melbourne 

regularly as a tourist for her 50 plus years of life, casually discusses her experiences 

seeking out and consuming ‘good coffee’. These conversational exchanges in 

particular indicate that Rose’s daily activities as an urban tourist also revolve around 

consumption: 

 

 

 

W&T-SNAP-ROSE: Well of course food is high on the agenda, so I’m 
already thinking of where we are going to get our coffee first 
thing in the morning. We are thinking [cafe name] up the road – 
just a couple of doors up on the other side and it opens at 7 
o’clock. So [my husband] will be going over there to get our 
coffee. 
 
D&T-SNAP-RESEARCHER: OK. So how was your coffee this 
morning?  
D&T-SNAP-ROSE: Well! Our attempt at coffee! Here’s the coffee 
capital of Australia and what do we get! Dishwater from the first 
one just down the street so we had to go on a trek – and that’s 
what it was a trek – exploration. Anyway we finally got our nice 
coffee. I think it was. Anyway we are going back to our favourite 
[cafe name] tomorrow.  
D&T-SNAP-RESEARCHER: Is that a cafe? The cafe you went to the 
first day?  
D&T-SNAP-ROSE: Yes. We will go there first thing tomorrow. 
What time do they open? I think it is 7. We will be there knocking 
on the door. 
 
W&T-SNAP-RESEARCHER:  So, can you take me through today?  
W&T-SNAP-ROSE: So this morning we got an amazing coffee at 
[cafe name] which is named after a French lieutenant… Oh it is a 
really cute little place, a bit industrial and it had a little alcove with a 
road bike up there, I presume emulating the Tour de France sort of… 
It was very nice anyway, nice colours. The coffee was delicious and 
we bought some coffee beans.  
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Rose continued to talk at length with the researcher about coffee and places to buy 

coffee in Melbourne after the first snapshot interview. The researcher’s handwritten 

summary of this post-interview conversation notes Rose’s emphasis that “at home”, 

she consumes her first coffee as soon as she wakes up (around 5 am). Hence, 

together, this co-created data suggests that Rose considers consuming coffee first 

thing in the morning a ‘necessity’, irrespective of her physical location. Further, to some 

extent, Rose’s expeditions to find coffee she likes in Melbourne could be considered 

efforts to replicate or at least parallel her life ‘at home’. Particularly crucial in evidencing 

the second main theoretical assertion though, Rose further contours the coffee she 

consumes in Melbourne as an artistic output that embodies a sense of Melbourne while 

recounting her experiences seeking out this necessary resource. These exchanges 

also give shape to numerous coffee consumption venues as ‘locations’ within 

Melbourne (i.e. tangible urban reminders).  

5.4.1.3 Consumption-oriented tangible urban reminders 

Consumption venues dominate many of the maps co-created during the interview 

conversation. For instance, Adam’s map (see Figure 5.12 below) comprises five live 

music venues, a connecting road and people outside each venue. Consumption 

venues also punctuate most descriptions of an “average street in Melbourne”. 

Continuous reference to consumption venues throughout the photo elicitation exercise 

further indicates that consumption frames how people make sense of visual or image-

based representations of the city and constituent elements.  

 
Figure 5.12 Adam’s Map 
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Consumption framing tangible urban reminders to the more distant past  

Overall, participants tend to focus, principally, on tangible urban reminders to more 

recent past (e.g. “just places where like, I like to go see live music”, Adam; see also 

Table 5.2 and 5.3). However, the primacy of consumption to everyday urban life also 

frames interaction with and reconstruction of tangible urban reminders to the more 

distant past. For instance, Emily describes how people (i.e. other Melbourne residents) 

requested particular shops that once traded in a particular area of the city be re-built as 

part of a local urban renewal and refurbishment program. More broadly, Emily’s 

comments here indicate the potential for consumption to structure how people 

remember the city’s past:    

 
Although perhaps the most pervasive of the three dominant assumptions about urban 

life in terms of infiltrating how participants interact with various city elements throughout 

interview conversations, participants occasionally questioned or resisted the centrality 

of consumption to urban life.  

5.4.1.4 Conceivable alternatives to ‘necessary’ urban consumption  

The contrasting ‘pro-environmental’ and ‘brand conscious’ consumption styles (see 

Table 5.5) that Lilly formulates, while contouring emblematic residential behaviours of 

European regions and Singapore, illustrates instances in which participants appear to 

question or resist the need for urban life to revolve around consumption. However, as 

Lilly ultimately constructs an alternative way of life distinguished by an alternative way 

of consuming, taken-for-granted ideas about the centrality of consumption to urban 

existence still frame how she interacts with city elements in this exchange. 

Nonetheless, such exchanges stimulated the researcher to keep probing into the role 

of assumptions about everyday consumption as a sense-making frame by further 

examining conceivable alternatives to ‘necessary’ urban consumption.  

 

During the more formal member reflection exercise towards the fourth and final round 

of the empirical research, the researcher asked directly about the apparent ‘necessity’ 

of consumption within urban life. Specifically, after participants provided an initial 

response to the researcher’s articulation of the consumption motif, the researcher 

asked, “What would happen if someone living in Melbourne didn’t want to consume?” 

EMILY: […] Um, like this spot here there was a beautiful old cathedral 
hotel that people still remember to this day – um, there is, when we 
rebuilt all this there was people who wanted all shops through 
here back that they remembered from years ago – Hilliers 
chocolates and the toy shop and dah, da dah, da dah. So, those 
people came back and said wouldn’t it be good if you re-created 
what was there in the old. 
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In response to this question, Esmae, Mitch and Sam emphasise a need to adjust life 

routines to accommodate less consumption. To illustrate, consider Esmae’s response:   

 
Lilly generally concurs that consuming less would require some life adjustments. 

However, Lilly’s response is more elaborate, formulating further consumption styles 

based on how different individuals ‘deal with’ the predominance of consumption in 

everyday urban life (the social dimensions of this life especially):  

 
Towards the end of this exchange, Lilly explicitly associates these consumption styles 

with a broader pursuit of personal identity projects (e.g. “identity needs” and ‘debates’ 

between “actual self” and “ideal self”). More broadly, though, by subtly bringing the 

centrality of consumption to urban life into question, Lilly gives shape to consumption-

oriented intangible urban reminders around the cultures and lifestyles that distinguish 

Melbourne, Singapore and the Gold Coast. Thus, as per the second main theoretical 

assertion, the dominant assumption regarding consumption again frames how Lilly 

interacts with and reconstructs fundamental elements of these urban places. The 

second dominant assumption pertaining to the inherency of work to everyday urban life 

MRE-ESMAE: Um, I suppose person to person but maybe they would 
um they would have to plan accordingly, like if you don’t live close 
to a supermarket, getting groceries for the day and you go nup I’m 
going to do a weekly shop or whatever. You would have to change the 
way you do that. They would have to change the way they do some 
things. It would be hard [uncertain look on face, raising hands and 
whispering ‘I don’t know what else to say’]. 
 

MRE-LILLY: Ah, if they don’t want to consume what would happen? 
They still continuing living in Melbourne though? Um, that’s a very 
interesting question, I’m not sure because it’s really dependent on the 
individual.  
MRE-RESEARCHER: Yeah? 
MRE-LILLY: For some people, they probably wouldn’t be affected. For 
some of them if they feel they need to consume to belong to a city, 
to be part of that whole space and culture it would probably affect 
them, um but if they are someone who can close their eyes and 
think I don’t care, I’m in my own world, this is me so yeah, I think 
it is very individual. Yeah. So, if I am going to think about myself I 
love the cafe culture in Melbourne when I went there, um but I’m 
definitely not a materialistic person, I don’t buy into all these 
excessive consumption stuff but I can probably still live there 
because I come from Singapore, I have lived in that society, you 
know so I am able to just ignore that culture or that sense of 
wanting to belong to that cultural thing and just live my own life. 
I’m able to do that because I experience that each time I go back 
to Singapore because the Gold Coast is so different to Melbourne 
and Singapore. Each time I go back it’s very similar to Melbourne 
because I belong to the Gold Coast culture now. I am more laid 
back in my dressing, I don’t consume excessively and people do 
make comments to me but I don’t care. So, I guess it is really 
individual personality and stuff.  
MRE-RESEARCHER: So if someone decided not to consume as 
much they don’t mind not being part of that.. 
MRE-LILLY: Yeah, if it doesn’t bother them, I think it is fine, so it boils 
down to your personality, your identity needs and I guess things 
like that debate between your actual self and your ideal self. Are 
you happy with your actual self that you can ignore that? Or do 
you have that ideal self that you are working towards so you have 
to consume. 
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also frames how participants interact with socially constructed elements of Melbourne 

and other places.    

 

5.4.2 Work   

The second dominant assumption about urban life hinges on the taken-for-granted idea 

that everyday urban life revolves around undertaking tasks for monetary reward (i.e. 

work). The researcher’s notes summarising a conversational exchange that took place 

as she walked-and-talked with Pat en route to the interview location illustrate this tacit 

understanding:  

 
Also illustrating the second main theoretical assertion, the same understanding frames 

how Pat gives shape to a tangible urban reminder to this place where he would rather 

be (i.e. the small hotel he would like to manage).  

5.4.2.1 Work-oriented tangible urban reminders  

Participants who have lived in Melbourne, including Pat, often interact with and 

reconstruct work-oriented tangible urban reminders throughout interview 

conversations. Additionally though, locations or places of work also constitute part of 

what Melbourne consists of and what takes place in Melbourne for most participants, 

irrespective of varying relationships to the city. To illustrate, consider how the taken-for-

granted idea that everyday urban life revolves around work frames how Macey breaks 

up a normal day if she lived in Melbourne when prompted by the researcher:  

 
Although Macey’s ‘normal day’ revolves around a combination of both work and 

consumption, she gives shape to “an office” as a tangible urban reminder to what 

Melbourne consists of and what takes place in Melbourne. Highlighting one of the ways 

that participants related consumption and work as two apparently central components 

W&T-PRE-PAT: When I directed the discussion to Melbourne more 
generally Pat commented “Its not that I don’t like Melbourne, I would 
just rather be somewhere else.” I followed up by asking where he 
would ‘rather be’ and he responded Margret River, adding that he 
would like to manage a small hotel and play golf every day off. He 
then added that Margaret River is “beautiful”, his wife has family over 
there and they are planning to move back to [a city close to Margret 
River] in a few months. 
 

RESEARCHER: Ok. So I know you haven’t lived in Melbourne before 
but could you describe what a normal day would be like if you did live 
in Melbourne?   
MACEY: Ok – If I lived in Melbourne…umm…I would get up, get 
dressed for work in a nice tailored outfit…a suit…I would get a 
coffee at a little place on the street on my way to work. And sit in 
an office all day [laughing]. Um, lunch I would probably sit in one of 
those lovely parks with the beautiful big spaces with trees or go to a 
nice little restaurant I think and then go home. Should I be describing a 
nice weekend there as opposed to work? 
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of urban life, Macey’s reference to a “nice weekend”, “as opposed to work”, suggests 

that work structures days of the week, whereas consumption fits in around work. Thus, 

this exchange also illustrates how assumptions about work framed interactions with 

and reconstruction of many less tangible city elements including accounts of “hectic” 

‘Melbourne lifestyles’ and the emblematic behaviours of overworked and stressed 

residents.  

5.4.2.2 Work-oriented intangible city elements  

The idea that everyday urban life revolves around work frames interaction with and 

reconstruction of accounts around the ‘job opportunity’ in Melbourne. For instance, 

Stevie interacts with and reconstructs this intangible urban reminder while describing 

her initial relocation to Melbourne over 35 years prior to this interview conversation:  

 
Often, work-oriented intangible urban reminders give shape to typical ‘work’ 

behaviours. In addition to invoking particular socially constructed ‘occupations’, some 

participants emphasise working styles (e.g. hours, working outside the home) while 

giving shape to this prevalent form of emblematic residential behaviour. For instance, 

Sam emphasises a ‘9-5’ or hour-based working style that in turn gives shape to a 

certain version of ‘Melbourne time’:  

 
Instances in which work orients formulations of city time and interactions with a myriad 

of particular city elements reinforce the dominant assumption that everyday urban life 

revolves around work. Data co-created through the more formal member reflection 

exercise during the fourth and final round of the research also underscores the 

apparent necessity of engaging in ‘paid’ work. For instance, consider how Mitch 

responds when the researcher presents an articulation of this second dominant 

assumption (see Figure 5.13 for how Mitch marks up the printed copy): 

RESEARCHER: So, when you came to Australia, you came straight to 
Melbourne?  
STEVIE: Yes – we were recommended to go there because of the 
jobs [emphasising jobs].  
RESEARCHER; Oh OK. So were there good jobs? Like did you find 
that or…  
STEVIE: Yeah I found a job very quickly [emphasising quickly]. 
And my husband found a job within a week. So... But we did have 
some friends there so that did help when we arrived. Old school friend 
of mine that was married to a man in Australia [very faint– trailing 
off….] But yeah – we were recommended to go to Melbourne.  
RESEARCHER: OK.  
STEVIE: We wanted Brisbane. But they said no Melbourne is better 
for jobs. So I don’t know if it’s still the case… [giggling slightly].  
 

RESEARCHER: So, um, how do you describe a normal day in 
Melbourne?  
SAM: A normal day in Melbourne for a normal person who is who 
has a job who has a family, is like going to work at nine then 
coming back home between five and six. Just spending time with 
family and then starting the next day. 
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Nonetheless, some conversational exchanges indicate that participants consider urban 

life to encompass something ‘more’ than necessary work and routine consumption.  

 
Figure 5.13 Mitch’s Revision to Articulation of ‘Work’ Assumption  

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

5.4.2.3 Something ‘more’ than work and consumption  

Lilly again offers the most explicit and elaborate resistant voice in terms of the 

centrality of work to urban life. The researcher first heard this voice when Lilly refers to 

the scene depicted in PEE2 as “a bit of no life I guess”:  

MRE-MITCH: That statement number two is correct but you can’t 
just single out Melbourne because it doesn’t matter where you 
live, you have to go to work and get paid to survive, to live 
effectively would be debateable but certainly to survive you 
would, but to take advantage of what Melbourne has to offer and 
live effectively you would certainly must have to go to work and 
get paid and all those sorts of things.  
MRE-RESEARCHER: You think - you know the way it says the way it 
‘revolves around’ [pointing to words on page] - do you think it literally 
does revolve around work or do you think it’s more that people do 
work?  
MRE-MITCH: Now again everybody’s life revolves around work, 
whether they have it or they want it, or whether they don’t have it 
and want it, um etc. Because of the fact that you need to be paid 
whether it be by your employer or by the government or by whom 
it revolves around the work.  
[…] 
MRE-RESEARCHER: So, you wouldn’t change anything about that 
one?  
MRE-MITCH: You can drop Melbourne and just put everyday life 
revolves around work [crossing words out].  
 



 207 

 
Then, when the researcher presents her articulation of the second dominant 

assumption to Lilly during the member reflection exercise she responds:   

 
Here, Lilly distinguishes a number of work-oriented elements of Singapore and 

Melbourne. Particularly informative in terms of understanding dominant framing 

assumptions, Lilly’s comments here (see bold particularly) suggest that urban life 

should encompass something ‘other’, or rather more than, work and consumption. 

Although usually more implicit, this same idea frames how all the other participants 

interact with and reconstruct a plethora of city elements, thus indicating the importance 

of engaging with a further framing assumption in order to better understand the 

research phenomena. This third assumption, distinguished here as ‘experience’, differs 

to assumptions about consumption and work as the intangible outcomes that 

distinguish ‘experiences’ are thought to ‘elevate’ everyday urban life.   
 

5.4.3 ‘Experience’   

The third dominant assumption framing everyday interactions with city elements hinges 

on the taken-for-granted idea that the intangible outcomes (e.g. amusement, pleasure, 

PEE2-LILLY: Oh, that’s very interesting. Ahh, I think this one’s a bit 
of no life I guess because it’s like they are here working hard core 
and they’ve got a kitchen and I know every office has a 
kitchenette but having a kitchenette right in front of your table is 
a bit extreme I think even if you have got some room to walk out 
to get your coffee it’s a lot better than having it just right there. 
Um, I just thinking it is a working environment really. Really busy and 
cluttered, yeah.  
PEE2-RESEARCHER: OK, so they would like work all the time?  
PEE2-LILLY: Yeah, work, just look at their faces, they are all... 
nobody is looking at anything else they are all just staring at the 
computer. 
 

MRE-LILLY: Yeah, I agree with that, um, I see that people are 
workaholics there. It is a very fast-paced lifestyle and very similar to 
Singapore [chuckling]. Um, but the difference is people get off work on 
time there, that is what I noticed. Even if they do stay back late it’s 
usually not later than six, you know, whereas I come from a culture 
where we had to stay until eleven pm, even up to midnight and even I 
have done that.  
MRE-RESEARCHER: Oh, my gosh!  
MRE-LILLY: Yeah, I’ve worked in the bank, and I have gone home at 
twelve midnight and have been back to work at seven thirty – eight in 
the morning and I was working on weekends. So if I am going to 
compare these two countries then yes everyday life in Melbourne 
revolves around work but people still do know how to enjoy their 
life. After work they do enjoy themselves. I got to meet my friend 
and also his friends and we find that everyday even when they 
finished work they still go and hang out together and they have 
got like a creative studio at home where they sing and they have 
got a band session and stuff like that so they make sure they do 
make some time for extra-curricular activities and he is even 
doing like a Japanese SWAT class and so are his friends. We met 
the circle and they are all very busy with work but then I realised 
that they always take that time off to do something else but in 
Singapore you have to think a million times to take a holiday or to 
do something that you like. 
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social connection, enjoyment, enduring memories, learning) of certain ‘experiences’ 

elevate everyday urban life. Thus, while everyday urban life revolves around 

consumption and work, the intangible outcomes of particular ‘experiences’ improve, 

nourish and enhance everyday urban life. Emily’s description of the setting depicted in 

PEE4 (see Appendix B) illustrates this assumption: 

 
Emily first emphasises the intangible outcome (i.e. enjoyment) of a certain ‘experience’: 

observing the admiration and amazement of tourists. Emily’s reference to her husband 

indicates that this experience also involves a form of shared enjoyment and, perhaps, 

social connection. Secondly, Emily’s comment, “it’s just such a lovely space to get from 

–”, emphasises aesthetic pleasure as a key intangible outcome of another (related) 

‘experience’: choosing to walk through the arcade rather than along the street. This 

latter instance reinforces that, although not mundane or fleeting, potentially life-

enhancing ‘experiences’ may be regular.  
 

Particularly crucial in understanding how dominant assumptions frame everyday 

interactions with city elements, data analysis indicates that the third dominant and 

taken-for-granted idea about urban life directs emphasis towards the intangible 

outcomes of certain events and occurrences. This emphasis contours the nature of 

particular city elements. For instance, emphasis on intangible outcomes in Emily’s 

account of two related ‘experiences’ contours the arcade depicted in PEE4 as a 

tangible urban reminder to what Melbourne consists of and what takes place in 

Melbourne. Other features of this space fade as Emily constructs a place distinguished 

by an opportunity to observe the admiration and amazement of tourists. To further 

illustrate diversity in the intangible outcomes that ‘experiences’ may offer, consider 

Kerry’s reconstruction of the entertainment venue Hamer Hall during the map-drawing 

exercise (refer Kerry’s map, Figure 5.14 below):  

PEE4-RESEARCHER: So, what would these people be doing do you 
think? Like… 
PEE4-EMILY: Ah, hopefully admiring the [laughing- hand waving 
over top of image]...I just love the, there is a little coffee shop just 
here where sometimes my husband and I have bowl of soup and its 
just fabulous cause’ you see people enter into um the space, and 
they just go ahhhh... And you know, then, and if they are tourists you 
can tell. If they are not tourists, they bust through. But I [I 
emphasised] always walk through there because it’s just such a 
lovely space to get from – why would you walk along the street 
when you can walk through this space to get from ah, Little 
Bourke Street to Bourke Street?  
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Emphasis on the beauty of the building indicates aesthetic pleasure, while reference to 

the people Kerry shared this experience with indicates a pertinent social connection. 

Emphasis on sound also indicates a further key intangible outcome (i.e. ‘acoustic 

pleasure’). Together, Kerry’s comments indicate a broader intangible outcome of 

enduring memories. Irrespective of the particular outcomes emphasised though, 

Kerry’s account of this life-enhancing ‘experience’ gives clearer shape to Hammer Hall 

as a tangible urban reminder to what Melbourne consists of and what takes place in 

Melbourne.  
Figure 5.14 Kerry’s Map 

 

5.4.3.1 Constructing ‘experiences’  

It is important to underscore that participants construct certain events as ‘experiences’ 

through emphasis on intangible outcomes. Hence, while ‘experiences’ such as 

attending a musical performance may involve consumption, not all consumption events 

constitute ‘experiences’. To illustrate, although Rose describes seeking out and 

MDE-RESEARCHER: And this one… 
MDE-KERRY: This is Hamer Hall. This is a beautiful new music 
auditorium. I took my children there to see Pirates of the 
Caribbean- you know the movie?  
MDE-RESEARCHER: Oh yeah.  
MDE-KERRY: So, they show the movie on the big screen. And the 
Melbourne symphony orchestra plays the musical score. And, a 
choir of 80 people sing the score. Absolutely astounding. So 
that’s beautiful – and its new and the sound is just acoustically 
amazing. 
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consuming coffee as part of her daily routine, she emphasises intangible outcomes 

such as taste-and smell-based pleasure at several points during the initial interview 

encounter and subsequent snapshot interviews:   

 

 
 

 

 
Emphasis on intangible outcomes in these particular comments constructs coffee 

consumption ‘experiences’, rather than routine coffee consumption events. Further, this 

emphasis further contours the nature of coffee as an artistic output thought to embody 

a sense of Melbourne. Mitch similarly emphasises intangible outcomes in the following 

comments although his final comment here points to another outcome that 

distinguishes various life-enhancing experiences (i.e. personal interest or learning):  

 
Kane’s response to PEE3 as part of the paper interview emphasises the same 

intangible outcome in a different setting:  

 
The various other intangible outcomes that participants emphasise include: 

“broadening my mind” (David), “gratitude” (Lilly), “people watching” (Amanda), being 

amongst a “buzz all the time” (Emily), trying different coffee (Joy) and ‘provoking 

thoughts’ (Rose).  

Food ‘experiences’  

An emergent category of food ‘experiences’ further underscores distinction between 

routine consumption and life-enhancing consumption ‘experiences’, and diversity in the 

intangible outcomes distinguishing the latter. For instance, Lilly constructs a food (or 

rather drink) consumption ‘experience’ while discussing PEE6 with the researcher:  

PRE-ROSE: The coffee in Melbourne “tastes soooo much better”.  
 
RESEARCHER: So what comes to mind when I say Melbourne?  
ROSE: City life, like people watching, amazing fashion and shopping, 
shopping, shopping and lots of beautiful food and coffee – all of my 
favourite things. Oh and tradition, like the stuff that has been there 
forever, just the history, beautiful buildings, parks, trees - just an 
overall cosmopolitan lifestyle really. 
 

D&T-SNAP-ROSE: So this morning we got an amazing coffee […] 
The coffee was delicious and we bought some coffee beans. 
 

D&T-MITCH: The coffee was very nice, very, very, nice, very 
aromatic and creamy. It was quite good. They roast their own 
which is really interesting. 
 

PAPER-PEE3-KANE: A past mostly forgotten and lost as a source of 
learning from the past on many varied fronts and savouring the 
hidden traditions which may add depth and meaning to the 
present. 
 

W&T-SNAP-ROSE: Oh, and the smell coming out…when we came 
out onto the street. 
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Lilly’s account of this experience emphasises multiple intangible outcomes including 

experimentation, enjoyment of “personal space”, feeling “at home”, and aesthetic 

pleasure of an “authentic” and “cosy” urban setting that balances “old” and “new”. 

Emphasis on these outcomes further contours the nature of the “cafes” and “coffee 

shops” described as tangible urban reminders to what Melbourne consists of and what 

takes place in Melbourne.  

 

Consider also the following comments from Joy that come some time after the 

researcher presents her with a printed copy of the ‘experience’ assumption during the 

member reflection exercise: 

 
Here, Joy draws even more direct contrasts between ‘routine’ resource use (which she 

associates with certain “commercial” food consumption) and ‘food experiences’. Of 

particular note with regards to the former, Joy states that “in my mind that’s not what 

PEE6-LILLY: Oh this, oh yeah, I like this about Melbourne. Although I 
haven’t been there but um I think it’s all the small lanes, um very 
similar to Paris. Cos I have been to Paris and what I loved about it is 
all this corner lanes and little coffee shops. Um, yeah, it’s a sense 
of um, I don’t know how to explain but it’s because I am a tea 
lover and I love cafes and experimenting, so these kind of small 
things makes me feel very, um, happy and my own space.  
PEE6-RESEARCHER: Ok.  
PEE6-LILLY: Yeah, so when I see this, the first thing that comes to my 
mind oh it’s a place for me to have my personal space where I can 
go in and get a cup of coffee and it’s just me with my coffee and 
you know.  
PEE6-RESEARCHER: Yeah. Yeah.  
PEE6-LILLY: I love alleys like this.  
PEE6-RESEARCHER: OK. So, you would feel comfortable?  
PEE6-LILLY: I would feel so comfortable. It just immediately makes 
me feel at home. Um, and that’s because I love tea and cafes you 
know and I can stay in there for hours. You can put me in that 
alley and I would stay in there the whole day. I love it. Yeah.  
[Both chuckling]  
PEE6-RESEARCHER: OK.  
PEE6-LILLY: Yeah, and it’s so, um, authentic and so…this is my 
favourite picture.  
PEE6-RESEARCHER: OK. So, what makes it look authentic?  
PEE6-LILLY: Um, the colours of the building, I love brown. It’s to 
do with heritage again I think, so a very cosy and you know and 
the locals of the cafes and all. Um, it’s very ahh, very old school. 
Very like Paris, you know, like, Paris has just got something, like 
France just has something you know that drew me when I was there. 
And it’s very similar, it’s yeah very old school yet more like a nice 
balance you know. Not too modern and not too old. They have 
just woven both together nicely.  
 

MRE-JOY: No it didn’t. I couldn’t wait when I flew home we stopped at 
[particular beach] and went swimming and stuff. Yeah, yeah and so 
that was really interesting for me because normally all I can think of is 
Melbourne and how much fun I would have there and love stopping 
at the little Trattorias and trying all the different coffee and sitting 
down and having meals and actually in that area that I was there 
was none of that. It was just all very commercial, food courts and 
that sort of thing and in my mind that’s not what Melbourne is and 
so it contradicted my previous experiences and so didn’t really have 
those intangible outcomes this time for me. 
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Melbourne is”. In other words, due in part to the absence of life-enhancing experiences 

(and associated elements such as “little Trattorias” and “different coffee”), Joy 

experienced a different ‘place’ on her most recent trip to Melbourne. After the interview 

conversation concluded, Joy highlighted that she also did not spend time with an “old 

friend” whom she usually visits while in Melbourne and perhaps this factor also 

contributed to the disjunction she refers to in the above comments. This insight points 

to another intangible outcome that multiple participants emphasised: social connection. 

The potentially life-enhancing experiences ensuing emphasis on this outcome framed 

interaction with and reconstruction of various city elements, perhaps most distinctively, 

the prevalent form of tangible urban reminder of ‘particular people’ (see also Table 

5.2).  

5.4.3.2 Social connections and ‘particular people’ as urban reminders  

Several participants interact with and reconstruct particular people (e.g. family 

members, friends) as tangible urban reminders to what Melbourne consists of and what 

takes place in Melbourne. To illustrate, consider Emily’s initial response to the free 

association question:   

 
Although Emily does not explicitly construct a specific ‘experience’ in this 

conversational exchange, she gives shape to particular people (i.e. “family” and 

“contacts”) as tangible urban reminders. Read in context of the surrounding 

conversational exchange, Emily’s comments suggest that being around or close to 

these particular people offers intangible outcomes pertaining to social connection (i.e. 

“comfortable feelings” and a sense of belonging). Although also not constructing 

specific ‘experiences’, exchanges with Brad and Debbie reinforce the potential potency 

of ‘particular people’ as a highly personalised tangible urban reminder distinguishing 

the city from other places:  

 

RESEARCHER: OK. So what first comes to mind when I say, 
Melbourne?  
EMILY: Ahh... um... home [laughing- seems directed at the simplicity 
of the answer].  
RESEARCHER: Home?  
EMILY: [Laughing]  
RESEARCHER: OK. Anything else? Mainly home?  
EMILY: I suppose then the connotations of home then is family, 
um, place where you belong. Where you have your business. Where 
you, ah, run a business for a long time. So, there’s a lot of contacts. 
A lot of comfortable feelings. 
 

RESEARCHER: Where would you live if you could live anywhere in 
the world?  
BRAD: Um, I’ve lived in different places in the world and I do miss 
Melbourne when I am away so um, that is my number one choice. 
Family and what not make it that as well but yeah Melbourne is the 
place.  
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However, the life-enhancing ‘experiences’ that ensue emphasis on social connections 

orient interactions with various city elements. For instance, David emphasises social 

connections in his reconstruction of the Queen Victoria Market as a tangible urban 

reminder to what Melbourne consists of and what takes place in Melbourne:  

 
Although no particular person features in this exchange, David’s emphasis on social 

connection distinguishes certain life-enhancing ‘experiences’ that in turn help to give 

further and more meaningful shape to this consumption venue as a place where people 

“know you by your name”. More broadly, this exchange again reinforces the role of 

apparently life-enhancing experiences in framing how people interact with and 

reconstruct the city’s fundamental elements.     

 

5.4.4 Intersecting Assumptions: The ‘Cost’ of Resources and Experiences  

Analysis of co-created interview data indicates the potential for dominant assumptions 

about urban life to intersect. Depiction of the second main theoretical assertion as a 

triangle in the integrative framework (see red components Figure 5.1 and Figure 5.11) 

visually reinforces the potential of such intersections. Specifically, most participants 

indicate a concern for the ‘affordability’ or ‘expense’ of certain resources and/or 

experiences at some point during most interview conversations. These conversational 

exchanges suggest a prominent intersection between assumptions regarding 

EMAIL-RESEARCHER: Can you see yourself living in Melbourne for 
the rest of your life?   
EMAIL-DEBBIE: The answer to that question is hard. My family and 
friends are in Brisbane and so part of me will always call that 
home.  I may go back as soon as next year. But take that away and 
just based on the city and lifestyle alone - yes I can. It is a great city to 
live in. 
 

W&T-RESEARCHER: So you more drive wherever you need to go?  
W&T-DAVID: Yeah Yes Yes I do yes. I would use the tram to come to 
Melbourne. I would use the tram if I wanted a shop. Ooooh the Victoria 
Market, I haven’t mentioned that. Oh for shopping – that’s iconic, that’s 
Melbourne.  
W&T-RESEARCHER: OK.  
W&T-DAVID: Um they are thinking about the way that’s set up with 
parking and everything but that’s like going down the street and 
meeting twelve people you know. You usually go to your fruit and 
veg or your butcher or your and you know they know you by your 
name.  
W&T-RESEARCHER: Yeah? Has that been there for a while?  
W&T-DAVID: Oh yes that’s been there you know a hundred years.  
W&T-RESEARCHER: Mm.  
W&T-DAVID: Or more, somewhere older than seventy. 
[Both chuckling].  
W&T-DAVID: So I was going there as a boy with my father cos you 
didn’t have the people, the people didn’t own cars in those days.  
W&T-RESEARCHER: Mm.  
W&T-DAVID: A lot of them didn’t have a lot of money and they would 
travel by tram to the market.  
W&T-RESEARCHER: Mmmhm.  
W&T-DAVID: So there you are I nearly forgot the Victoria Market, 
that’s [chuckling].  
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consumption, work and experience: the tacit understanding that necessary resources 

and life-enhancing experiences ‘cost’ or require money that people must work for if not 

already possessed. Thus, all three dominant assumptions appear to frame how 

participants interact with and reconstruct city elements in these instances. To illustrate, 

the understanding that necessary resources (e.g. housing) and life-enhancing food 

experiences require money frames how Rose interacts with and reconstructs everyday 

life in Melbourne:  

 
Several other participants also give shape to nuanced but similar accounts of the ‘cost 

of living’ in Melbourne, thus indicating a further prevalent intangible urban reminder 

(see also Table 5.2, Part A of this chapter) framed by the three dominant assumptions 

distinguished in this chapter.  

 

To illustrate in terms of tangible city elements, the cost of life-enhancing experiences 

frames how David gives clearer shape to a particular social club that he frequents:  

 
As the final words of the above exchange reinforce, David reconstructs this social club 

as a ‘location’ within Melbourne (i.e. tangible urban reminder) enabling desirable 

intangible outcomes, namely social connection and self-importance/respect. 

Additionally though, a more specific understanding that experiences require money 

frames how David renders this tangible urban reminder more understandable in the 

exchange above.  

 

RESEARCHER: So what would it be like to live in Melbourne? 
ROSE: Oh, it would be busy, very expensive probably because I 
think property is quite expensive. The cost of living a bit more 
expensive generally, but it would be amazing because of all the 
food. In fact my friend only said the other day that she went to visit her 
friend and my friend visiting was going off to visit all these amazing 
events and she was asking her friend who lives in Melbourne does she 
know about this or know about that and she said she can’t afford to 
go to any of those things so no I don’t know about those things 
because the cost of living is so high all her money goes on 
surviving basically. She is not a poor lady it’s just that how she finds 
it. She doesn’t have a chance to do all those amazing things 
because she can’t afford it because of the cost of living. 
 

RESEARCHER: So you would say that’s the best snooker place in 
Melbourne - like best… 
DAVID: Yes like I do as a member you are not paying you are not 
paying for lights on the table or so much an hour where they’ve 
got Commercial Clubs that are $16 and hour.  
RESEARCHER: Yeah.  
DAVID: You know I couldn’t afford I couldn’t afford to do that.  
RESEARCHER: Yeah. Its still good value, like…  
DAVID: Oh it’s good value for money 
[…] 
DAVID: They’ve got a they’ve got a probably the [unclear]. They’re 
not cheap but but you know, but you can and you feel as a 
member there. 
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The understanding that both resources and experiences ‘cost’ money also frames how 

people interact with and reconstruct who lives and belongs in the city. For instance, 

while responding to researcher’s articulation of the first dominant assumption (i.e. 

consumption) during the member reflection exercise, Sam gives shape to two particular 

Melbourne ‘suburbs’ (a prevalent tangible urban reminder, see Table 5.2, Part A of this 

chapter) by discerning contrasting consumption styles (i.e. residential behaviours 

emblematic of these locations):  

 
More specifically, in this conversational exchange, the spatial formation (i.e. tangible 

urban reminder) distinguished as ‘Kew’ acquires meaningful boundaries based on the 

manner in which people (i.e. residents) who live and belong there consume, or more 

particularly the ‘cost’ of the resources routinely used up in this urban place. Further, 

engaging in the fifth meaning-making process (i.e. ‘drawing comparisons’, see Part A 

of this chapter), Sam uses this consumption style as a basis for drawing comparisons 

between ‘Kew’ and another suburb ‘Carnegie’. Delineation of these two tangible urban 

reminders, and interconnected emblematic residential behaviours, hinges on the 

expense or ‘cost’ of the resources that ‘residents’ consume there.   

 

The following exchange with Sam, that ensues as the researcher begins to signal the 

end of the member reflection exercise, further reinforces the pertinence of all three 

dominant assumptions to how people interact with and reconstruct socially constructed 

city elements, and urban sense-making more broadly. This particular exchange (in the 

final moments of a subsequent interview conversation) also suggests that these 

assumptions frame how Sam makes sense of intentional city branding, inter-urban 

competition, overpopulation and other issues facing the urban realm:  

MRE-SAM: But, um, yes in terms of consumption, it is a very 
expensive city and as someone who lives there, I think even if you 
don’t want to, you will be part of that whole trend. Starting from where 
you want to go to work or to school. Consumption is for example using 
public transport and it is expensive for some people or most people so 
I mean there are some basic things, some necessities that you have to 
consume and they could be expensive, they are expensive, excuse 
me. But again, depending on your life stage, for example if you are a 
student or not, if you are single or not, then it is more or less or even 
depending on the suburb you live in. 
MRE-RESEARCHER: OK, so more so in some suburbs?  
MRE-SAM: Of course, if you live in Kew for example, then um, you 
would go to a different type of cafe, probably more expensive 
compared to living in even Carnegie for example. I cannot 
remember the exact menu but that is my perception. Um, so the 
reason I said I don’t disagree is because it is true overall but again 
depending on the life stage, job, socio demographic status it varies but 
overall I agree with that.  
MRE-RESEARCHER: OK, so do you mean like what varies what 
things they consume or do you mean someone like someone living in 
Kew?  
MRE-SAM: Yes, it is like an expensive area. 
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Additionally, each of the above exchanges with Sam and David illustrate the extent to 

which a participant can or cannot personally afford life-enhancing experiences or 

necessary resources as a form of personal setting within which multiple participants 

contextualise particular city elements while engaging the tenth meaning-making 

process of ‘contextualising’ (see Part A of this chapter). Similarly, in the previous 

exchange, Rose devises a plot (i.e. meaning-making process six) featuring her friend’s 

friend who “can’t afford” various resources and experiences, although she is “not a 

poor lady”. As such, these exchanges also point to interrelations between the first and 

second main theoretical assertions of this thesis that together constitute the integrative 

framework.   

5.5 INTEGRATING TWO MAIN THEORETICAL ASSERTIONS  

The first and second main assertions presented throughout Part A and Part B of this 

chapter correspond to the two main components of the integrative theoretical 

framework. In essence, the former constitutes a constellation of implicit actions, 

whereas the latter constitutes a constellation of tacit meanings. Revisiting the following 

conversational exchange with Pat helps to reinforce how the two main theoretical 

assertions represent different but interconnected layers of the research phenomena: 

MRE-RESEARCHER: Thank you.  
MRE-SAM: Finished?  
MRE-RESEARCHER: [Nodding] 
MRE-SAM: I can’t exactly remember what I said in my first interview. I 
think I promoted Melbourne a lot.  
MRE-RESEARCHER: You were talking about the positives and the 
negatives…. 
MRE-SAM: But still - I talked about the positives more than the 
negatives. But I lived there for one year and now I don’t like a lot of 
things, so I just mentioned today a lot of things, it is getting 
overpopulated, more traffic, getting too big, the suburbs are 
changing because of all the property developers.  
MRE-RESEARCHER: Do you think they can do anything about that 
though, the over population?  
MRE-SAM: Um it’s a brand, it is the best city in the world or it 
used to be and it has been among the top three or five or ten I 
don’t know over the past few years and lot of rich people like to 
have some prestige or social recognition especially Asian where 
they have a collectiveness culture where they might choose 
Melbourne or Sydney just as a sign of being a prestigious person. 
Yeah. So it is a brand and it is difficult to... I mean for a city like 
Hobart or similar cities it is difficult to compete against 
Melbourne when promoting like this is also a good city to live 
here. You can come here, you can invest here because it creates 
jobs, so on so forth but it has to do with government policies. 
Perhaps providing more incentives in other cities.  
MRE-RESEARCHER: Yeah.  
MRE-SAM: Because if you increase property price some people don’t 
care because if they have money. Like if I have ten million/billion 
dollars in my account, I wouldn’t care if the price of a house is one 
billion or one point two. I would be still…I think it can be resolved by 
government policies. I don’t know how to, I haven’t studied Urban 
Planning or anything but yeah it takes time and some efforts to 
re-brand other cities maybe?  
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Illustrating the first main theoretical assertion, Pat interacts with and reconstructs 

several fundamental elements of Madrid, his “favourite place in the world”, through 

several meaning-making processes (i.e. implicit actions). Table 5.6 provides an 

overview of the focal city elements that emerge through this exchange. Specifically, Pat 

renders these elements understandable by acknowledging normality for this city (MMP 

#1), employing malleable adjectives (MMP #3), anchoring in time (MMP #9) and 

contextualising in personal settings (MMP #10). Further, the way Pat interacts with and 

reconstructs these elements forges connections with other concepts (i.e. potential 

symbolic messages about Madrid) such as “beautiful” and “history”.  
 

Table 5.6 Focal Elements of Pat’s ‘Madrid’  

   
Emblematic 
residential 
behaviours 

§ Extended lunch period (“most important meal of the 
day”) during which the shops close and people relax in 
siesta  

§ Working patterns (i.e. closing for lunch period but 
remaining open later in the night)  
 

Artistic output 
embodying a 

sense of place 

 
§ Food   

 
 

Tangible urban 
reminders 

 
§ “Beautiful buildings” 
§ “Beautiful churches” 
§ “Architecture”  

 
 

Intangible 
urban 

reminders  

 
§ Lifestyle (i.e. “way of life”) 

 

Illustrating the second main theoretical assertion, the three dominant assumptions (i.e. 

tacit meanings) pertaining to the role of consumption, work and ‘experience’ in 

everyday urban life frame how Pat interacts with and reconstructs these elements of 

RESEARCHER: Um, so… If you could live anywhere in the world, 
where would you live?  
PAT: Anywhere in the world? My favourite place in the world to live 
would be Madrid [picking up tone - seems more interested talking 
about Madrid].  
RESEARCHER: Why Madrid?  
PAT: I was there years ago and it’s just [few seconds pause]. It’s 
got everything [more dreamy tone].  
RESEARCHER: Really?  
PAT: Its, beautiful. It’s got beautiful buildings…it’s got history, um 
[few seconds silence] I’m, I’m a devout Catholic, they’ve got 
beautiful churches.  
RESEARCHER: Mmhmm.  
PAT: Architecture. Ah… way of life.  
RESEARCHER: As in….  
PAT: During the day – the main, most important meal of the day 
Spain and Italy is, is, is, lunch. Um, people take two –to – 
probably two hours for lunch [few seconds pause] and they work 
later a night to cover up that. A lot of shops close. It’s the hottest 
part of the day….  
RESEARCHER: Mmhmm…  
PAT: They close and people relax in siesta. And the shops are 
open a lot longer. 
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Madrid. Specifically, Pat contours a combination of emblematic consumption and 

working behaviours (see summary Table 5.6 above). The ensuing “way of life”, indeed, 

revolves around consumption and work. Further, the importance of life-enhancing 

‘experiences’ frames Pat’s emphasis on the ‘beauty’ of Madrid’s buildings and 

churches and the time taken to “relax in siesta” during the middle of the day. Thus, 

together, the theoretical assertions and integrative theoretical framework advanced in 

this chapter offer more comprehensive and abstract understandings of how 

fundamental, socially constructed, city elements (i.e. socio-cultural meanings that form 

part of social reality) come into being, emerge, take shape, become understandable, 

acquire meaningful boundaries and take on constraining and/or facilitating 

characteristics.  

5.6 CONCLUSION 

Together, the two main theoretical assertions and integrative theoretical framework 

advanced in Part A and Part B of this chapter (see Figures 5.1, 5.3 and 5.11) respond 

to the research question driving the empirical stages of this thesis. Crucially, these 

theoretical assertions and framework advance knowledge by bringing forth a 

progressive viewpoint with which to better understand how people interact with and 

simultaneously reconstruct socially constructed city elements. More broadly, the 

empirical findings build on conceptual and theoretical development in Chapter Three of 

the thesis by further enabling more holistic understandings of city brand meaning-

making processes also more attune to the complexities of urban life. The following 

chapter explicates this knowledge advancement through discussion of the findings in 

relation to extant literature and contemporary city branding practice. 
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CHAPTER SIX: 

DISCUSSION AND KNOWLEDGE ADVANCEMENT 

6.0 INTRODUCTION  

Building on Chapter Three, the integrative framework presented in the previous chapter 

enables more holistic understandings of city brand meaning-making processes also 

more attune to the complexities of urban life. Most explicitly, the empirical research 

findings further unravel more ‘micro’ levels of city brand meaning co-creation as part of 

everyday, socio-cultural meaning-making (e.g. blue aspects Figure 6.1 below). 

Specifically, the integrative theoretical framework of everyday interactions with city 

elements (refer Figure 5.1): 

1. Defines ten meaning-making processes through which people ‘interact’ with and 

simultaneously reconstruct socially constructed city elements; and  

2. Distinguishes three dominant assumptions about urban life that frame how 

people interact with and reconstruct city elements. 

These two main theoretical assertions contribute to knowledge and understandings 

within city branding in distinct, yet interdependent ways. Firstly, the ten meaning-

making processes defined offer fresh, more nuanced and ultimately advanced 

understandings of how people ‘do things’ with socially constructed city elements. 

Secondly, empirical findings regarding dominant assumptions about urban life present 

opportunities to tease out the roles of more ‘macro’ level socio-cultural factors 

(including but not limited to intentional city branding) in more micro city brand meaning 

co-creation. Hence, extending beyond micro level phenomena, the empirical findings 

enlighten multiple aspects of constantly overlapping city brand meaning-making 

processes (Figure 6.1 highlights particularly influential macro level aspects in yellow). 

More broadly, these findings contribute towards the overarching purpose of the thesis 

by advancing knowledge of non-marketer-controlled city brand meaning co-creation.  
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Figure 6.1 City Brand Meaning-Making Processes Enlightened by Empirical Findings  

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Comprehensive discussion of the empirical findings in relation to extant literature and 

contemporary city branding practice throughout this chapter explicates the value of 

ensuing knowledge advancement to city branding and cognate marketing theory. In 

particular, the first two major sections engage the empirical findings informing each 

main theoretical assertion within the integrative framework. The third major section 

articulates, more concisely, key implications of the thesis for city branding theory, 

future research methodologies, city branding practice and other groups with a ‘stake’ in 

the city brand (residents especially). The fourth and fifth sections outline limitations of 

the thesis and fresh research directions. The sixth and final section concludes the 

chapter and the thesis.  

 
Before launching the discussion, it is important to highlight that the first and second 

major sections of the chapter focus on the empirical research findings. However, all 

sections eloquently interconnect these findings with conceptual and theoretical 

development in Chapter Three and the overarching research purpose identified in 

Chapter Two. Structuring the chapter in this way facilitates several quality markers 

including worthiness of the topic, resonance amongst academic and practitioner 

Perpetual interplay between socio-cultural factors including:  
*Cultural conventions and cultural values (e.g. family, tradition) 

*Broader forces (e.g. capitalism, inter-urban competition) 
*Institutions (e.g. the media, governments, education) 

*Historical contexts (e.g. wars, economic crises) 
*City brand stakeholders (e.g. cafes, art galleries) 

*Intentional city branding efforts  
 

Ongoing social construction of city elements: Urban reminders, the arts and residential 
behaviours (e.g. everyday conversations, the way residents dress, the clothing items that a person wears)  

City elements emit symbolic 
messages about the city  
(e.g. ‘traditional’ or ‘cultural’ city)  

People selectively attend to symbolic messages about the city as 
they interact with city elements, other people, intentional city branding 
efforts and other socio-cultural factors during the course of everyday 

urban life (e.g. listening to everyday conversations, observing how residents dress, 
experiencing the feel of a particular jacket, reading a newspaper article about residents)  

People construct more personalised meaning from 
symbolic messages about the city (e.g. ‘unlike many other 

places, and society in general, my city values tradition’), thus further 
stimulating ongoing social construction of city elements.  

 

Intentional city branding efforts 
communicate contrived 

symbolic messages about the 
city (e.g. ‘traditional’ or ‘cultural’ city)  
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audiences, meaningful coherence between dimensions of the thesis and overall 

significance of constituent contributions to knowledge (Tracy, 2010; Table 4.2). 

Further, it is important to highlight that relevant literature and perspectives indicated by 

the particular findings that have not been introduced in earlier chapters of this thesis 

are introduced and sufficiently explained to permit full, in-depth and constructive 

discussion throughout the chapter. 

6.1 ASSERTION ONE: MEANING-MAKING PROCESSES  

The first main theoretical assertion ensuing the empirical stages of the thesis contends 

that social actors meaningfully reify, animate and, thus, give symbolic ‘life’ to the city’s 

fundamental elements through meaning-making processes. Particularly crucial in 

advancing city branding literature, the fine-grained empirical work that directs definition 

of these meaning-making processes further unravels more ‘micro’ levels of city brand 

meaning co-creation. Specifically, these processes offer fresh and nuanced 

understandings of how people ‘do things’ with socially constructed city elements while 

making (some) sense of the city.  

 

The first component of this section discusses how the first main assertion builds on and 

extends extant city branding literature. This initial component also juxtaposes the 

everyday meaning-making processes defined in this thesis and Holt’s (1995) 

‘consumption practices’ to further elucidate the former as basic and action-oriented 

conceptual units. The second component of the section projects beyond exclusively 

‘urban’ sense-making to consider the potential for the findings to offer additional 

insights into how people ‘do things’ with the social constructs that swirl around various 

symbolic entities (e.g. nations, rural towns, products, celebrities, politicians).  

 

6.1.1 Everyday Urban Sense-Making and City Brand Meaning Co-Creation  

The meaning-making processes defined in this thesis offer fresh and refined 

understandings of how people ‘do things’ with socially constructed city elements while 

making (some) sense of the city. These understandings simultaneously reinforce and 

build on a developing consensus within recent place branding literature that people 

(e.g. residents, tourists) participate actively, rather than passively, in formulating what 

cities and other places mean to them personally (e.g. Aitken & Campelo, 2011; 

Campelo, 2017a, 2017b; Campelo et al., 2014; Cassinger & Thelander, 2018; 

Giovanardi, 2011b; Kavaratzis & Hatch, 2013; Kavaratzis & Kalandides, 2015; Pryor & 

Grossbart, 2007). For instance, Lichrou et al. (2017) argue that people make sense of 
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everyday experiences and places through socio-culturally constrained yet personal 

narratives. On this basis, Lichrou et al. contend that narrative inquiry can assist in 

researching, understanding and fostering stakeholder place narratives. Engaging 

narrative and discourse analysis theories, Hudak (2015) similarly emphasises everyday 

narratives as a broad bottom-up meaning-making force. Also akin to Lichrou et al. 

(2017), Hudak pursues the opportunities to enhance stakeholder participation by 

attending to the opinions, voices and actions that convey stakeholder perceptions of 

and attitudes towards the city. The empirical findings of the present thesis usefully 

extend such understandings and broader agreement around the city brand meaning-

making potential of everyday narratives, language and communication by offering fresh 

and nuanced understandings of the particular processes through which people take up 

and use socially constructed city elements.  

 
Discussing two meaning-making processes that pertain, most obviously, to more 

phenomenological notions of ‘place’ (e.g. Cresswell, 2004, pp. 19-39) helps to begin 

illustrating the particular nature of the ten processes defined in this thesis. Firstly, 

acknowledging ‘normality’ for the city (MMP #1) indicates that everyday urban 

sense-making may, to some extent at least, exert a counter-active influence to 

potentially homogenising city branding actions (e.g. Griffiths, 1998; Insch, 2011, p. 10; 

Lichrou et al., 2018, p. 2 on the latter). To reiterate, people locate particular city 

elements within a broader, apparently ordered and predictable reality through this 

process. Indeed, the unusual, rare and occasional tend to fade as people emphasise 

the regularity and typicality of phenomena for the city. However, the findings indicate 

that emphasising regularity and typicality does not necessarily give shape to mundane 

or ‘meaningless’ city elements. Of course, this process can also give shape to more 

explicitly distinct city elements when participants emphasise certain (‘local’) 

phenomena as normal for one city, but not all. Moreover, acknowledging abnormalities 

within what is ‘normal’ for the city gives clearer shape to the city as a ‘place’ with its 

own ‘reality’ distinguished by certain city elements. Secondly, defining glocalising 

(MMP #7) as a further meaning-making process through which people interact with and 

reconstruct fundamental elements of the city also indicates that how people do things 

with socially constructed elements of the city relates to ‘place’. Crucially in this regard, 

rather than erasing all distinctiveness, participants reified diverse urban reminders, 

artistic outputs and residential behaviours embodying unique local-global place mixes 

through this process. Hence, these findings illustrate that relating ‘local’ phenomena to 

‘global’ phenomena in such active and creative ways can ultimately render particular 

elements of the city richer, more distinct and understandable overall.   
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The broader finding that participants interacted with and reconstructed fundamental 

elements of ‘Melbourne’ and other cities via the same constellation of meaning-making 

processes, irrespective of divergent first-hand place experiences, is also pertinent to 

‘place’. In particular, this finding underscores a capacity to actively conceive, relate to 

and make some sense of multiple places, often with seeming ease and sometimes with 

apparent confidence. More generally, this finding suggests that the everyday meaning-

making processes through which people interact with and reconstruct city elements 

embody at least some degree of what sociologists have termed ‘cosmopolitan’ 

‘competence’ (see Woodward et al., 2008 for overview). Voicing one more specific 

perspective on this concept, Hannerz (1990, p. 239) states that ‘cosmopolitans’ 

embody varying degrees of general and specialised ‘competence’. Generalised 

cosmopolitan competence encompasses “a state of readiness, a personal ability to 

make one’s way into other cultures, through listening, looking, intuiting and reflecting” 

(Hannerz, 1990, p. 239). Specialised competence, on the other hand, encompasses a 

“built-up skill” that enables people to manoeuvre “more or less expertly with a particular 

system of meanings and meaningful forms” (Hannerz, 1990, p. 239). Hence, the finding 

that people shift between meaning-making processes, sometimes irrespective of first-

hand experience or other ‘expertise’, indicates the pertinence of considering 

cosmopolitan competence as an additional, more particular, bottom-up city brand 

meaning-making dynamic.  

 

The potentially creative and elaborate ‘things’ that people ‘do’ with socially constructed 

city elements are perhaps most evident in the sixth meaning-making process of 

plotting (MMP #6). For instance, while formulating diverse event sequences (i.e. plots) 

that connect two or more phenomena, some participants further enliven the subjects 

(e.g. residents) these plots activate through more explicit characterisation. Not 

dissimilarly, participants meaningfully reified and animated fundamental elements of 

the city as they situated or embedded urban phenomena in personal and/or universal 

settings through the tenth process of contextualising (MMP #10). Additionally, 

however, several other processes including employing malleable adjectives (MMP 

#3), anchoring in time (MMP #8), invoking (and transforming) types (MMP #4) and 

offering (more explicit) insight (MMP #2) also exhibit how people play with, extend 

and/or elaborate on taken-for-granted knowledge (e.g. formulating versions of city 

time). Moreover, these processes (and others e.g. MMP #1 and MMP #5) underline 

that people actively take up, make flavoured sense of and use socially constructed city 

elements in seemingly haphazard ways without necessarily contextualising in broader 

settings (MMP #10) or formulating an obvious overarching plot (MMP #6).  
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Of further note from a marketing theory perspective, the eighth process of ‘branding’ 

city elements (MMP #8) indicates that a ‘postmodern’ consumer comprehension of 

‘branding’ efforts and ensuing ‘brands’ (e.g. Holt, 2002, pp. 87-88) also empowers 

micro levels of city brand meaning co-creation as part of everyday meaning-making. 

Especially informative here, this seemingly ‘simple’ process does not rely on brand 

names. Rather, participants also discerned particular branding strategies, without 

mentioning a brand name. In these instances, participants constructed commercial and 

symbolic interests lying ‘beneath’ various urban phenomena (e.g. the retailer branding 

in urban reminders, the personal branding in emblematic residential behaviours and 

the product branding in artistic outputs embodying a sense of place). Instances in 

which participants animated elements of the city by discerning the absence of expected 

branding efforts and ensuing brands underscore both: (i) the infiltration of ‘branding’ 

within everyday urban sense-making and (ii) the apparently sophisticated, potentially 

astute and often perceptive ways in which people do things with socially constructed 

city elements.   

 
The myriad of ways in which participants draw comparisons (MMP #5) throughout 

each interview conversation further underline the activity within seemingly 

straightforward meaning-making processes. Of course, the meaning-making potential 

of comparing, distinguishing and relating social constructs particularly evident in MMP 

#5 (but also MMP #7 and MMP #4) speaks to well-established semiotic perspectives 

(e.g. see Bignell, 2002, p. 9; Mick 1986, p. 197, 203 for discussion). However, to 

reiterate, the empirical findings of this thesis contribute to city branding theory by 

helping to understand the particularities of how people employ such processes (and 

others) in quick succession while taking up, reconfiguring, making creative sense of 

and using socially constructed city elements. Moreover, these empirical findings also 

illustrate how people can reshape the symbolic messages about the city that particular 

city elements emit by forging implicit and explicit connections with other concepts (e.g. 

‘community’, ‘legacy’, ‘authentic’, ‘sustainability’). Altogether then, findings informing 

the first main theoretical assertion help further unravel the inherent nature of more 

micro levels of city brand meaning co-creation as constant, fluid, dynamic and above 

all empowered by active, creative and discerning meaning-makers doing things with 

social constructs.  

6.1.1.1 Positioning basic and action-oriented conceptual units  

Juxtaposing the particular nuanced everyday meaning-making processes defined in 

this thesis to extant marketing theory understandings such as Holt’s (1995) 

‘consumption practices’ helps to further clarify the value of these findings as usefully 
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basic and action-oriented conceptual units. Specifically, Holt (1995) delineates a 

typology of four multi-faceted ‘consumption practices’ that offers a more 

comprehensive analytical ‘vocabulary’ for describing what people ‘do’ when they 

consume: (1) consuming as (metaphorically) experience, (2) consuming as integration, 

(3) consuming as classification and (4) consuming as play. Collectively, these practices 

form the “universe” of social actions through which consumers interact with 

consumption objects such as food and sports activities (Holt, 1995, p. 1). To 

summarise just one practice for illustration purposes, consuming-as-experience 

includes: (i) accounting based on particular interpretive frameworks (e.g. ‘the baseball 

world’), (ii) evaluating through baselines comparisons (e.g. norms, history and 

conventions) and (iii) appreciating via emotional responses such as excitement. 

Obviously, given the phenomena under empirical investigation in the present thesis, 

and thus the fine-grained empirical work undertaken, the actions that distinguish 

conceptualisation of each meaning-making processes (refer Table 5.1) are markedly 

more specific than the multiple and multi-layered actions distinguishing Holt’s 

‘consumption practices’. However, just as Holt (1995, p. 1) offers these practices as 

“basic conceptual units” that help to describe and understand what consumers do 

when they consume, the meaning-making processes defined in this research offer 

basic conceptual units to help describe and understand how people do things with 

social constructs. More fundamentally, Holt’s (1995, p. 1) typology reinforces that “the 

act of consuming is a varied and effortful accomplishment underdetermined by the 

characteristics” of the consumption object. In a distinct yet agreeable way, the 

meaning-making processes defined in this thesis, en masse, reinforce that everyday 

interactions with socially constructed city elements constitute varied and effortful 

accomplishments that reify, animate and give meaningful shape to fundamental 

elements of the city.  

6.1.1.2 Grasping and facilitating ‘co-creation’  

The fine-grained empirical work that directs the positioning of the everyday meaning-

making processes defined in this thesis as basic and action-oriented conceptual units 

also enhances the practical ‘usefulness’ of these understandings. Most broadly, by 

helping to clarify the particularities of how people do things with socially constructed 

city elements, these findings could help to comprehend how city brand meaning is ‘co-

created’ on more micro levels. Of course, increasingly holistic, abstract and 

comprehensive understandings of city brand meaning ‘co-creation’ possess great 

power in terms of theory development. However, the specificity evident in the meaning-

making processes defined here could offer an additional basis for practitioners and 

scholars from diverse disciplinary backgrounds (e.g. urban planning, government) to 
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understand how city brand meaning is, indeed, constantly co-created by social actors 

who live in, visit or imagine the city from elsewhere.  

Intentional city branding efforts: Supplementing evaluation   

As well as helping to clarify the notion of city brand meaning ‘co-creation’, the ten 

meaning-making processes could also help scholars and practitioners to further 

understand, and perhaps also evaluate, how people ‘interact’ with and make some 

‘sense of’ intentional city branding efforts. As Chapter Three (see also Green et al., 

2018, pp. 2-3) contends, intentional branding initiatives seek to manipulate socially 

constructed city elements to emit contrived messages about the city. To illustrate in 

terms of branding evaluation then, do people interact with and reconstruct depiction of 

a ‘typical’ resident in the framing of a sporting event (e.g. city marathon) by invoking 

(and transforming) socially constructed types (MMP #4), anchoring in time (MMP 

#9) and/or discerning the personal ‘branding’ efforts involved (MMP #8)? Analysing 

how people interact with intentional city branding efforts through such meaning-making 

processes could supplement evaluative or performance measures such as awareness, 

attitudes or perceptions (see Hanna & Rowley, 2011; Herezniak & Anders-Morawska, 

2015 for discussion). Moreover, some everyday conversations about the city can be 

(selectively) ‘observed’ on online platforms, namely public Facebook and Instagram 

accounts (e.g. Andéhn et al., 2014; Cassinger & Thelander, 2018). Thus, the meaning-

making processes could provide tools for monitoring how social actors (e.g. residents, 

tourists) interact with city elements on these platforms while commenting, sharing, 

posting and so on. Returning to intentional branding though, can initiatives that 

stimulate social actors to engage creative meaning-making processes be ultimately 

more ‘effective’ than initiatives that foster a ‘wholly positive’ and ‘unified’ understanding 

of the city?  

Fertilising continuous conversations 

Perhaps most consequential to future city branding practice trajectories, the everyday 

meaning-making processes defined in this thesis could help to foster and inform more 

collaborative, participatory and ‘open-ended’ branding initiatives. Essentially, each 

process presents further avenues to fertilise conversations about the city amongst 

stakeholders. Consider the process offering (more explicit) insight (MMP #2) for 

instance. While engaging this process, people articulate increasingly clearer 

discernment and/or appreciation that extends beyond a more general or surface-level 

identification of urban phenomena. Perhaps then, could branding initiatives that 

intentionally represent city elements in vague or incomplete ways encourage social 
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actors to offer (more explicit) insight that renders those elements clearer and perhaps 

more distinct? Or, in terms of glocalising (MMP #7), perhaps official campaigns could 

intentionally encourage residents to relate ‘local’ phenomena to ‘global’ phenomena? 

Of course, any such initiatives would also need to facilitate subsequent comparisons, 

discernment, appreciation and so on. For example, social media posts enable social 

actors to offer more explicit insight by ‘commenting’. Specific and inevitably diffuse 

reconstructions aside, stimulating such meaning-making processes could stimulate 

conversations about the city and, ideally, further pluralise constituent elements.  

 

Kavaratzis and Ashworth (2015, p. 165) argue for continuous conversation as a means 

to fire up and enrich place (and city) brands. Specifically, they contend “it might be 

closer to the cultural nature of place brands to provoke discussions and thought; to 

cause elaboration over the place in peoples’ minds (‘elaborating symbols’)”. These 

scholars also highlight that such an approach to branding places invites scholars, 

practitioners and stakeholders to positively see desired place brands as “invitations to 

think about and discuss what the place is” rather than “conclusive presentations” 

(Kavaratzis & Ashworth, 2015, p. 165). Even more broadly, encouraging everyday 

meaning-making processes as part of a ‘conversational’ branding approach also 

dovetails with conception of place brands as “practices that create and circulate 

meanings” (Kavaratzis & Ashworth, 2015, p. 168).  

Encouraging the circulation of more and more different city elements  

While support for participatory city branding approaches continues to grow (e.g. 

Kavaratzis & Ashworth, 2015; Lichrou et al., 2017), scholars have recently begun to 

penetrate the possibilities and complexities of more ‘inclusive’ place branding (see 

Kavaratzis, Giovanardi, & Lichrou, 2018 for instrumental developments). Although 

distinctively multifaceted, Giovanardi et al. (2018, p. 171) encapsulate inclusive place 

branding as a process that seeks to go beyond economic objectives, focusing instead 

on residents, engaging diverse stakeholders, embracing contradictions and 

marginalised groups, and resisting “naïve claims to identity, representation and 

participation”. Thus, encouraging the circulation of more and more different city 

elements could also present opportunities for more inclusive city branding practice. 

Ideally, these city elements would also resonate with everyday urban life (e.g. different 

‘versions’ of people who live and belong in this place). For instance, inviting 

stakeholders to ponder, discuss and give clearer shape to tangible and intangible 

phenomena that remind them of what takes place or has taken place in the city (i.e. 

certain market squares, culinary customs or myths) via everyday meaning-making 

processes could circulate more different versions of these elements. Some of these 
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versions could, potentially, pertain to phenomena traditionally downplayed in desired 

city brands and official communications (e.g. Melbourne’s ‘Chinese suburbs’). As 

Cassinger and Thelander (2018, pp. 77-78) highlight through the notion of absent 

spaces (see also Chatzidakis, Maclaran, & Bradshaw, 2012 on heterotopian space), 

themes and aspects of the physical environment that are missing from official city 

narratives can contribute towards more variegated, complex and locally resonant 

meanings. Of course, implementing city branding strategies and initiatives that indeed 

include diverse stakeholders in ‘the conversation’ and circulate more different versions 

of city elements constitute just some of many challenges facing participatory and 

inclusive city branding futures (e.g. Cassinger & Thelander, 2018, pp. 77-79; Insch & 

Stuart, 2015; Lange et al., 2010, p. 78). Nonetheless, the empirical findings of this 

thesis help to, at least, envisage more avenues to embrace pluralisation, contradictions 

and marginalised groups in open-ended conversations about the city (see Giovanardi 

et al., 2018 on these and other inclusive city branding imperatives).  

 

In line with the overarching purpose and disciplinary setting of this thesis, the 

discussion, thus far, focuses on exploring non-marketer-controlled city brand meaning 

co-creation. However, the empirical findings informing the first main theoretical 

assertion could also offer additional insights into how people ‘do things’ with the social 

constructs that swirl around various symbolic entities (e.g. nations, rural towns, events, 

products, celebrities).  

 

6.1.2 Additional Brand Meaning-Making Insights?      

As dynamic, socio-cultural, historical and symbolic entities (Askegaard, 2006; 

Schroeder, 2009), brands ‘swim’ in social constructs. The everyday meaning-making 

processes defined in this thesis may also offer additional, perhaps subtle (yet still 

valuable), insights into how people ‘do things’ with the social constructs that pertain to 

various symbolic entities such as nations, rural towns, products, services, events and 

celebrities. For instance, in terms of other place brands, do people contour 

fundamental elements of a particular nation by acknowledging the ‘normality’ (or 

abnormality) of certain phenomena for that nation (MMP #1)? Do people render rural 

towns or deserted islands more understandable by offering more explicit insight into 

the nature of constituent phenomena (MMP #2)? Pivotal to challenging the relevance 

of these empirical findings beyond distinctively urban or place sense-making, can 

people do similar things with the social constructs (e.g. ‘health’, ‘style’, ‘culture’) 

swirling around less place-oriented symbolic entities such as celebrity brands? To 

provide some more specific illustrations down this track, do people employ malleable 

adjectives (e.g. ‘modern’, ‘cosmopolitan’, ‘sustainable’) to give clearer shape to the 
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constructs swaddling particular products (MMP #3)? Do people invoke (and transform) 

socially constructed types (e.g. ‘feminist’, ‘mother’, ‘ethnic’) while interacting with the 

social constructs (e.g. ‘success’, ‘beauty’, ‘style’) that coil around celebrities (MMP #4)? 

Do people draw comparisons to give more distinct shape to the social constructs (e.g. 

‘prestige’, ‘trust’) wound up with particular service brands (MMP #5)? Do people 

discern the ‘branding’ efforts involved in particular phenomena (e.g. store frontage, 

employee behaviours) while interacting with the social constructs (e.g. ‘cool’, ‘youth’) 

that enfold retailer brands (MMP #8)? Further, do people reshape ensuing symbolic 

messages about various entities while engaging such meaning-making processes (e.g. 

what a particular store frontage or employee behaviour ‘says’ about the retailer based 

on the ‘branding’ efforts discerned)?  

 

Properly considering the relevance of the findings to a broader range of brand 

meaning-making processes would require an in-depth review of extensive marketing 

literature dealing with how consumers rework various cultural resources, meanings and 

memories (e.g. Arsel & Thompson, 2011; Peñaloza, 2001). Unfortunately, such 

endeavours sit beyond the scope of this discussion. Nonetheless, an apparent lack of 

exclusively ‘urban’ sense-making ties suggests the extent to which the everyday 

meaning-making processes defined in this thesis relate to other brand meaning-making 

could be worth further contemplation. In contrast, the second main theoretical assertion 

ensuing the empirical research may pertain more exclusively to the symbolic entities 

that appoint ‘urban life’.    

6.2 ASSERTION TWO: FRAMING ASSUMPTIONS ABOUT LIFE  

The second main theoretical assertion contends that three dominant assumptions 

about urban life frame how people interact with and reconstruct city elements. 

Essentially, according to these taken-for-granted ideas, everyday urban life revolves 

around consumption and work, while certain ‘experiences’ elevate this life. Further, the 

empirical findings indicate that even when participants questioned or resisted these 

ideas, contending that life must revolve around something other than ‘work’ for 

instance, the same tacit understandings framed the meaning-making that ensues. 

Moreover, and furthering a broader contention developed earlier in this chapter, 

participants did not passively accept or regurgitate a singular urban consumption style, 

working pattern or ‘experience’. 

 

The particular taken-for-granted ideas distinguished in this assertion offer insights into 

contemporary understandings of everyday urban life. Additionally, though, these 
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findings present opportunities to further tease out the roles of more macro level socio-

cultural factors such as consumer culture, the media and intentional city branding in 

more micro level city brand meaning co-creation. That is, as Figure 6.1 depicts (see 

also Figure 3.2), broad socio-cultural forces, cultural values and historical contexts, 

intentional city branding efforts and stakeholders going about ‘their business’ stimulate 

the ongoing social construction of what the city consists of and what takes place in the 

city. However, the empirical findings indicate how such macro factors can also bear 

upon micro levels of city brand meaning co-creation by shaping the dominant 

assumptions that frame how people make sense of everyday urban life and particular 

city elements.   

 

The first component of this section focuses on assumptions about urban life as an 

informative dynamic of micro level city brand meaning co-creation. The second and 

third components explicate the relevance of these findings to (i) the socio-cultural roles 

of intentional city branding and (ii) the socio-cultural nature of symbolic communication 

about cities. 

 

6.2.1 Framing Everyday Urban Sense-Making 

Fine-grained empirical work directs distinction of three dominant assumptions about 

everyday urban life that frame (i.e. simplify and potentially constrain) how people 

interact with and reconstruct socially constructed city elements. These findings concur 

with recent literature contending (through various theoretical lenses) that city brand 

meaning co-creation entangles with society and culture (e.g. Campelo, 2017a; 

Giovanardi, 2011b; Hudak, 2015; Kavaratzis & Ashworth, 2015; Pryor & Grossbart, 

2007). Pertaining more directly to the present empirical findings, Lichrou et al. (2017, 

pp. 163-164) highlight that place narratives “are dependent on the socio-cultural 

contexts in which we are situated, as this context mediates our gaze into the world”. 

More fundamentally, however, the second main assertion advanced in this thesis is 

informed by, and thus aligns with, the social constructionist stance that socio-historical 

conditions shape the views, actions and assumptions involved in ongoing social 

construction of reality and constituent phenomena (e.g. Charmaz, 2008, p. 409). 

Specifically, the inherited and prevailing assumptions that cultures bestow on 

interpretive human communities simplify, but also restrict, the possibilities of what 

people engage with, see, know and understand (i.e. everyday meaning-making) 

(Crotty, 1998, pp. 54-61). Especially valuable in terms of advancing city branding 

knowledge, these findings offer an additional vantage point for teasing out how macro 

socio-cultural factors (e.g. capitalism, intentional city branding efforts, cultural 

conventions) come into micro city brand meaning co-creation. 
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6.2.1.1 Macro socio-cultural factors shaping assumptions about urban life 

The dominant assumptions about everyday urban life distinguished in this thesis align 

with multiple contemporary socio-cultural factors. Firstly, for instance, the taken-for-

granted idea that urban life revolves around using up resources (i.e. consumption), of 

some kind, agrees with the ideologies of consumer culture (e.g. Ger & Belk, 1996; Holt 

& Schor, 2000 on the latter). Secondly, the tacit understanding that everyday urban life 

also revolves around undertaking tasks for monetary reward (i.e. work) concurs with 

the even broader socio-cultural force of capitalism (e.g. Harvey, 1989; Purcell, 2003). 

Thirdly, the assumption that the intangible outcomes of certain ‘experiences’ (e.g. 

amusement, pleasure) elevate everyday urban life forms part of the experience 

economy (e.g. Pine & Gilmore, 1998). Further, diverse social science literature 

supports, more broadly, that macro socio-cultural factors shape commonsense. For 

example, extant cultural studies literature (e.g. Bennett, Emmison, & Frow, 1999) 

examining cultural conventions supports that assumptions about everyday 

consumption, work and leisure are socio-culturally patterned. Others (e.g. see Bell & 

Hollows, 2005) explicate the contribution of the media (popular media such as lifestyle 

books and television shows especially) to what constitutes an ‘appropriate’ life for 

particular social groups. Moreover, extensive literature supports that commercial 

marketing and the tourism industry contribute to the genesis and evolution of such 

assumptions (e.g. Ger & Belk, 1996; Urry, 2002; Zukin & Maguire, 2004). More 

particularly in terms of branding practice, scholars such as Askegaard (2006, p. 86) 

and Heilbrunn (2006) highlight that the “meaning universes” surrounding particular 

brands fashion ‘the good life’.   

 

Untangling the role of various macro socio-cultural factors such as postmodernity and 

globalisation (e.g. Askegaard, 2006; Firat & Venkatesh, 1993) in shaping assumptions 

about urban life sits beyond the scope of this chapter. Still, given the present thesis is 

situated within the city branding domain, taking up intentional city branding efforts as a 

powerful macro factor playing with assumptions about life is particularly fruitful. This 

discussion track also stirs ethical issues surrounding city branding, a key research gap 

identified in Chapter Three (see also Green et al., 2016, pp. 267-268) that continues to 

propel city branding theory. 

 

6.2.2 The Socio-Cultural Roles of City Branding in Micro Co-Creation  

Extant literature acknowledges that city branding can have “unplanned, sometimes 

undesired” effects on the city (e.g. Kavaratzis, 2007, p. 704; Sevin, 2011). Some 

scholars also point, more specifically, to the representational, socio-cultural, ideological 



 232 

and thus ethical nature of such effects (e.g. Broudehoux, 2018; Greenberg, 2000; 

Griffiths, 1998; Jensen, 2007; Lichrou et al., 2017; Mommaas, 2002; Ooi, 2008; Ooi & 

Stöber, 2008; Sevin, 2011). Lichrou et al. (2018, p. 1) judiciously encapsulate these 

effects, stating that “place branding produces, reproduces, circulates and, perhaps, 

imposes place imaginaries that affect the lives of real people, reconstructing and 

reinforcing narratives of power”. Voicing similar reflections, Löfgren (2014, p. 195) 

likens city branding to a cultural frame or “way of perceiving and packaging specific 

aspects or elements of a city”. Löfgren (2014) further notes that the selectivity 

employed to package ‘effectively’ often becomes taken-for-granted and elements of the 

city that are routinely ignored gradually fade. As such, the branding process “creates 

cultural blinkers and a very selective view of city life” (Löfgren, 2014, p. 195). 

Analogous reflections are also apparent within tourism literature, perhaps most 

concisely in Urry’s (2002) ‘tourist gaze’ as a socially organised way of seeing when 

away from home (see also Lichrou, O’Malley, & Patterson, 2008, pp. 34-36; Rabbiosi & 

Giovanardi, 2016, p. 257). Therefore, extant literature supports the potential for 

intentional city branding efforts to shape assumptions about everyday urban life. 

However, the empirical findings informing the second main assertion of this thesis 

usefully bolster such critical arguments. Specifically, these findings provide a basis for 

illustrating and understanding how intentional city branding efforts can bear upon 

everyday interactions with socially constructed city elements by playing with 

commonsense.  

6.2.2.1 City branding and contemporary ‘urban life’  

Academic literature offers abundant examples of intentional city branding strategies 

and initiatives that resonate with the dominant assumptions distinguished in this 

research. For instance, the increasingly favoured ‘creative’ or ‘smart’ city positioning 

strategy that targets worker types (e.g. ‘creative’, ‘knowledge’) resonates with the idea 

that everyday urban life revolves around work. Similarly, emphasis on the ‘creative 

class’ helped to crystallise a place brand identity for the Swedish city of Landskrona 

featuring “creative, entrepreneurial, and innovative” urban professionals as the typical 

person who lives and belongs in this place (i.e. emblematic residential behaviours) 

(Cassinger & Thelander, 2018, p. 77). Of course, such work-oriented branding 

strategies often encompass certain ‘experiences’ (e.g. immersion in themed 

environments, attending spectacular mega-events, diverse nightlife) distinguished by 

intangible outcomes such as amusement and self-development (see Berry, 2005; 

Thite, 2011; Vanolo, 2008 for e.g. and Lichrou et al., 2017, p. 160; Pedersen & 

Therkelsen, 2017, pp. 58-59 for associated discussion). Across the globe, many 

Chinese cities also embrace work-oriented positions such as the ‘service outsourcing 
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centre’ and the ‘capital of the automotive industry’ (Wen & Sui, 2014, p. 128). In the 

United States, Florida’s economic development agency Enterprise Florida developed a 

2013 campaign dedicated to the state’s “industry, workforce, diversity, and business 

climate benefits” (Zavattaro & Fay, 2018, p. 141). A subsequent 2016 campaign 

rehashes these sentiments (Zavattaro & Fay, 2018, p. 152), thus further reinforcing the 

inherency of certain ‘work’ to daily life in this place. Of course, particular industries (e.g. 

higher-education, digital), worker types and ‘work’ are also central to a global city 

positioning (e.g. Insch & Bowden, 2016). Moreover, implicit conception of the city as a 

‘place to work’ and repeated coupling of ‘live and work’ are common to city branding 

strategies around the world (e.g. Holcomb, 1993; Moss, 1997). 
 

By no means, however, is work the only assumption about life discernible within 

intentional branding. City branding initiatives reinforcing that urban life revolves around 

using up resources (i.e. consumption) are particularly abundant throughout all five 

waves of practice delineated in Chapter Three (see also Chatzidakis, 2014, pp. 33-34; 

Harvey, 2003; Miles 2010; Roberts & Schein, 1993; Whitt, 1987). Initiatives that boast 

certain life-enhancing ‘experiences’ to pursue when not engaging in paid work, 

necessary consumption or travelling away from home are also plentiful (e.g. 

Giovanardi, 2011b; Henderson, 2009; Tanaka, 2010).  

 

Observing alignment between dominant assumptions about urban life and intentional 

city branding ignites more explicitly ethical questions that reinforce the imperative and 

complexities of more inclusive city branding (see Giovanardi et al., 2018; Warnaby et 

al., 2015 on the latter). For instance, if intentional branding packages certain 

‘experiences’ that resonate with the desired city brand as ‘acceptable’ (e.g. Bavinton, 

2010), how do people who are unable to afford these ‘experiences’ enhance their non-

working lives? In this respect, it is important to highlight that diversity within the 

intangible outcomes that participants emphasised in the present research could be 

promising in terms of indicating that what constitutes a life-enhancing ‘experience’ 

remains somewhat open-ended. Construction of various consumption styles and 

working patterns could also be taken as further indications that dominant assumptions 

about urban life do not necessarily inhibit social actors from formulating alternative 

urban lifestyles. Still, most participants indicated concerns for the ‘affordability’ or 

‘expense’ of certain resources and/or ‘experiences’ that, in turn, framed interactions 

with various city elements. Further, to pose a related yet broader question, do other 

nuanced and potentially meaningful city elements fade as people divide the city up 

according to unavoidable resource use, necessary work and ‘experiences’ that are 
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thought to help offset the less desirable aspects of urban life? Who might be excluded 

as a result?  

 

By helping to understand (and thus question) how macro level socio-cultural factors 

(including but not limited to city branding) can bear upon micro city brand meaning co-

creation (i.e. by shaping assumptions about everyday urban life), the empirical findings 

informing the second assertion also build on critical discussion in Chapter Three (see 

also Green et al., 2018, pp. 16-17). That is, these findings further enlighten the 

constitutional intertwining of socially constructed city elements and intentional city 

branding efforts. Additionally, the second main theoretical assertion penetrates the 

socio-cultural intricacies of symbolic communication about cities in ways that could 

enhance future city branding practice.   
 

6.2.3 The Socio-Cultural Intricacies of Symbolic Communication  

Recent city branding literature understands city brand meaning co-creation as 

entangled with society and culture (e.g. Campelo, 2017a; Giovanardi, 2011b; Hudak, 

2015; Kavaratzis & Ashworth, 2015; Kavaratzis & Hatch, 2013; Lichrou et al., 2017; 

Pryor & Grossbart, 2007). Enhancing knowledge and understandings in this growing 

theoretical track, empirical findings regarding dominant assumptions about urban life 

help to tune further into the intricacies of how symbolic communication about the city is 

socio-culturally constituted and enacted. Specifically, Chapter Three (see also Green et 

al., 2018, p. 13) argues that socially constructed city elements, propel city brand 

meaning-making processes by, inter alia, offering some shared form and meaning to 

everyday experience and constantly emitting symbolic messages about the city. 

Building on this foundation, the empirical findings illustrate how everyday interactions 

with these city elements are intimately tied to tacit understandings of everyday urban 

life by virtue of creative yet not entirely unrestricted meaning-making processes. 

Crucially in terms of advancing city branding theory and practice, the socio-cultural 

intricacies of symbolic communication about the city illustrated here help to probe into 

the notion and possibilities of more culturally resonant city elements. 

6.2.3.1 Probing into ‘culturally resonant’ city elements   

‘Meaningful’ socially constructed city elements offer particularly relevant form and 

some shared sense to contemporary urban thought and experience (Green et al., 

2018, p 17; see also Chapter Three). More broadly, meaningful city elements afford 

interpretive communities with additional relevant or ‘culturally resonant’ symbolic 

resources ripe for use in urban sense-making and personal identity projects. Furthering 
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this idea, the empirical findings provide a basis for considering whether city elements 

that arouse assumptions about urban life could also be considered more culturally 

resonant than elements that do not tap into these assumptions. For instance, 

emblematic residential behaviours such as pro-environmental consumption, 

unconventional working patterns and daily routines that achieve greater work-life 

balance ‘arouse’ (i.e. foment, provoke, kindle) the dominant assumptions distinguished 

in this research. Hence, such elements could also be particularly effective at 

stimulating relevant and continuous conversation about the city. If so, mobilising city 

elements that arouse dominant assumptions about urban life could, in turn, empower 

the more ‘conversational’ place branding discussed above (see Kavaratzis & Ashworth, 

2015 for in-depth conception of such an approach). Well before contemplating any 

such practical implications, however, city branding groups would need to engage with 

the broad, dominant and socio-culturally embedded ideas about urban life that 

stakeholders take for granted. Fluid, contemporary and local manifestations of these 

ideas (i.e. consumption styles, working patterns and particular life-enhancing 

‘experiences’) would also require continuous monitoring.   

Resonating ‘then’ and ‘now’  

Collectively, empirical findings informing the second main assertion reinforce that 

consumption priorities differ, perspectives on the role of work in life vary and the 

intangible outcomes distinguishing life-enhancing ‘experiences’ mutate. These insights 

support that commonsense assumptions about everyday life also remain under 

constant social ‘reconstruction’ (e.g. Berger & Luckmann, 1966, p. 19). As such, does 

the cultural resonance of particular city elements wax and wane or otherwise shift with 

assumptions about everyday urban life? To illustrate, some years ago, the 

stereotypical career-driven and financially rich ‘New York Businessman’ (see Currid, 

2008 for indicative discussion) may have resonated with then perspectives on the 

centrality of particular working patterns to urban existence. Associated emblematic 

residential behaviours may have symbolised that ‘successful’ and ‘sophisticated’ 

people live and belong in New York City. However, does the cultural resonance of this 

socially constructed city element slide when (as some participants of the present 

research did) people question the extent to which work should dictate everyday urban 

life? Perhaps then, socially constructed and thus fluid assumptions about urban life 

could offer an alternative angle to examine how the cultural resonance of particular city 

elements varies over extended time periods. Probing into ‘culturally resonant’ city 

elements also enlivens a further topic that again taps into the ethics issues surrounding 

city branding.  
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6.2.3.2 Possibilities of arousing dominant assumptions about urban life   

If socially constructed city elements offer some shared form and meaning to everyday 

urban thought and experience, could elements that arouse contemporary assumptions 

about life perform some form of ‘positive’ socio-cultural function? As Mommaas (2002, 

p. 34; see also Kavaratzis, 2004, p. 70) eloquently construes, brands, not least city 

brands, can contribute positively on socio-cultural planes:   
Brands derive their attraction largely from the fact that they 
introduce a certain order or coherence to the multiform 
reality around us. Brands enable us to more easily ‘read’ 
each other and our environment of places and products. In 
this respect ‘branding’ is not simply an economic activity 
inspired by market considerations. In a deeper, cultural 
sociology sense, it is above all a manner of introducing order 
and certainty into what is in principle a chaotic reality. […] 
Seen in this way, brands are not purely a source of 
differentiation but also of identification, continuity and 
collectivity. 
 

As Mommaas (2002) later describes, the potential of brands as a source of (some) 

orientation, identification and order is neither new nor fleeting. Further, increasing 

global cultural interconnectedness and mobility (‘real’, imagined and mediated) 

(Askegaard & Kjeldgaard, 2007, p. 139; Woodward et al., 2008) continue to compound 

relationships between the self, place, community, citizenship and culture (Mommaas, 

2002). More specifically then, could appreciating dominant framing assumptions and 

utilising this understanding to help circulate more culturally resonant city elements, 

constitute an avenue to enhance identification, continuity and/or collectivity? For 

instance, consider ‘pro-environmental’ or ‘enlightened’ consumption as a form of 

emblematic residential behaviour. Lilly, one participant of the present research, 

appears to identify with “the real part of Europe” on the basis that ‘residents’ of this 

place embody her formulation of this consumption style:  

 
Indeed, as highlighted in Chapter 5 (Part B, see Table 5.5 particularly), life in the 

‘place’ Lilly gives shape to in these comments revolves around consumption. 

Additionally, however, the consumption style she constructs seems to help negotiate 

an implicit tension between ‘necessary’ consumption and her “personal moral values”.  

 
Some extant literature supports the place brand meaning-making potency of social 

constructs arousing contemporary assumptions about life. Particularly perceptive in this 

LILLY: So, when I went to Europe, some parts of course, like Paris 
and all they have that I guess cos that is part of their branding, but if 
when I went away from that, the real part, people were simple, not 
brand conscious, they were themselves and they paid a lot of attention 
to what they ate, how they treated the environment, um and these all 
resonate with my personal moral values, cos I think that is how human 
beings should live. No not chase after all these and just be simple and 
be happy with who you are […] 
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regard, Ryan and Mizerski (2010, p. 51) examine how a small community of 

Benedictine monks who own and inhabit a rural Western Australian town leverage 

resonance between their traditional food items, contemporary health-conscious diets, 

interest in ‘boutique’ local produce and “value-based living”. The ‘New Norcia’ monks 

recently began selling monastic staples, primarily wood-fired bread, olive oil and wine, 

to visitors as a source of income to help ensure their town, traditional lifestyles and 

primary mission (prayer) remain economically viable. Built in the mid-ninetieth century 

as an “ecclesiastic and cultural enclave”, New Norcia’s unique physical environment 

includes grand boarding schools and Spanish-inspired architecture (Ryan & Mizerski, 

2010, p. 50). These tangible urban reminders enable a more spiritual, uplifting and 

immersive tourist consumption ‘experience’ (see also Ryan & McKenzie, 2003, p. 64). 

Further, Ryan and Mizerski (2010, p. 50) underscore the pivotal role of emblematic 

residential behaviours (e.g. “offering hospitality to all who come through the door”) in 

maintaining the monastic and romantic ambience of the town that tourists now seek 

out. Empirical insights of the present research regarding the centrality of social 

connections as an intangible outcome that distinguishes various life-enhancing urban 

‘experiences’ further reinforces the symbolic pertinence of such residential behaviours. 

In terms of internalised socio-cultural functions though, Ryan and Mizerski (2010, p. 

51) highlight that returning to traditional production behaviours reinforced fundamental 

local beliefs while also reconnecting “the community with its Mediterranean origins”. Of 

further note in this particular case, Ryan and Mizerski’s (2010) investigation indicates 

that culturally resonant place elements can forge economic opportunities via the 

provision of desirable tangible outputs and contemporary ‘experiences’, as well as 

offering up symbolic resources for enhanced community identification and continuity.  

 

Contemplating other taken-for-granted ideas caught up with everyday urban life (e.g. 

see Fenster, 2005 on the ‘gendered city’), could a city where ‘female entrepreneurs’ 

are thought to live and belong offer a symbolic resource for enhanced community 

identification amongst some urban dwellers? Of course, any reference to ‘culturally 

resonant’ city elements must be succeeded by reinforcement that all bodies of 

knowledge, social constructs and assumptions about life are selective and thus 

potentially exclusionary. Nonetheless, to reiterate the fundamental role of socially 

constructed city elements in everyday urban sense-making, these social constructs can 

offer some shared form and meaning to everyday urban thought and experience. 

Hence, attentiveness to the dominant assumptions that frame everyday interactions 

with these elements may contribute to more refined understandings of city brand 

meanings as inherently socio-cultural and problematic but not necessarily one-sided.    
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Towards personal identity projects  

Residents and tourists perform personal identities while making sense of the urban 

realm. Sometimes, particular places also become “part of the person” (i.e. 

“incorporated into one’s concept of self”, Krupat, 1983, p. 343; see also Proshansky, 

1978, pp. 160-169; Proshansky, Fabian, & Kaminoff, 1983). Therefore, more 

particularly, city elements that arouse dominant assumptions about urban life (e.g. pro-

environmental consumption, female entrepreneurs) could offer particularly rich 

symbolic resources for urbanites and urban trippers to construe themselves. The 

conversational exchange with Lilly provided again above, and many exchanges 

presented throughout Chapter Five, illustrate this suggestion. Empirical findings 

regarding the construction of relational selves while contextualising city elements in 

personal settings (MMP #10), and the formulation of multiple life stories while 

anchoring city elements in time (MMP #9), further support the intertwining of everyday 

urban sense-making and personal identity projects (see also Green et al., 2018, pp. 

15-16).  

 

In terms of city branding objectives, engaging with contemporary assumptions about 

urban life and socially constructed city elements as personal identity dynamics could 

excite further insights into place satisfaction, connectivity, identification, engagement, 

pride and attachment. Recent literature explicates the relevance of these topics to city 

branding (e.g. Florek & Giovanardi, 2015; Insch & Stuart, 2015; Pedersen & 

Therkelsen, 2017; Swanson, Medway, & Warnaby, 2017). Especially pertinent in these 

regards, although intentional city branding efforts often neglect resident satisfaction, 

residents remain instrumental to the co-creation of credible and enduring city brands 

(Insch, 2011, p. 8). For instance, as well as offering recommendations to tourists, 

fuelling internal economic development and enabling socio-cultural vibrancy (Insch & 

Florek, 2008, p. 146), residents “‘live and breathe’ the city’s brand identity” (Insch, 

2011, p. 8). Place satisfaction can also engender place attachment, identification and 

connectivity (see Insch & Florek, 2008 for discussion). Further, resident attachment to 

place and community can influence various consumption choices, ranging from 

everyday grocery shopping to longer-term intentions to stay (Ryan, 2009). Hence, 

resident attachment pertains to the sustainability of places on multiple fronts (Ryan, 

2009). As such, supplementing extant understandings of self-brand connections (e.g. 

Kemp, Childers, & Williams, 2012) through further examination of socially constructed 

city elements as personal identity resources could enhance scholastic understandings 

of place attachment. In the face of increasing urban mobility, and evolving relationships 

to places and ‘place’ (see Figure 1.1), this research domain appears poised for 

increasing consequence.  
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Venturing further into socio-culturally charged marketing theory  

Overall, the socio-cultural nature of brand meanings and intersecting personal identity 

projects (e.g. Arsel & Thompson, 2011; Askegaard, 2006, p. 84; Elliot & Davies, 2006; 

Schroeder, 2009; Zukin & Maguire, 2004), appears more familiar further afield in 

marketing theory than within the city branding domain per se. For instance, Holt (2002, 

p. 87, 2003, 2004, 2005) contends that potent brands provide societies with culturally 

resonant stories and images to soothe collective anxieties resulting from acute social 

changes and other tensions. Although not overtly concerned with place attachment, 

community belonging, civic participation or stakeholder inclusivity, Holt (2005) argues 

that customers usefully employ such stories and images to “buttress their identities”. Of 

course, Holt (2002, p. 87) is not alone in contending “brands that create worlds that 

strike consumers imaginations, that inspire and provoke and stimulate that help them 

interpret the world that surrounds them, will earn kudos and profits” (e.g. Heilbrunn, 

2006). Particularly informative for branding practice, however, Holt (2004) suggests a 

‘cultural branding process’ to resonate on deeper, more socio-cultural levels and 

eventually evolve into ‘iconic brands’ (e.g. Nike, Oprah Winfrey, Harvard University, 

Coke, Disney). Perhaps most distinctively, this process involves crafting and refreshing 

‘identity myths’ (i.e. stories that resolve cultural conditions and thus can be readily used 

to address identity desires and anxieties). Ultimately though, iconicity requires that “the 

person or thing is widely regarded as the most compelling symbol of a set of ideas or 

values that a society deems important” (Holt, 2004, p. 1). The dominant assumptions 

distinguished in this thesis pertain to just that: ideas about urban life that participants 

appeared to deem important. Therefore, these empirical findings underscore the 

relevance of socio-culturally charged marketing theory such as Holt’s (2004) work as 

an avenue for delving deeper into city brands as hotbeds of ideas about urban life.  

 

Some city and place branding scholars support the potential relevance of socio-cultural 

marketing theory (e.g. Campelo, 2017a, pp. 73-74; Kavaratzis & Ashworth, 2015, p. 

168). Further, Pryor and Grossbart (2007, pp. 296-297) pick up on Holt’s (2004, p. 5) 

reference to places (e.g. cities, tourist destinations, nations, neighbourhoods) as “prime 

candidates for cultural branding”. Pryor and Grossbart (2007, p. 297) also offer the 

following example towards this end: “For example, Berkeley, California, might have 

iconic properties, embodied in identifiable symbols, such as its resident streakers”. This 

illustration directly embodies the notion of emblematic residential behaviours advanced 

in this thesis (see also Green et al., 2018, p. 10). Moreover, at the place brand-level, 

Holt (2004, p. 1) cites Paris, Harlem and Silicon Valley as notable iconic brands. 

However, a city branding research stream, that provokes opportunities to advance city 

branding by engaging with tacit understandings about urban life and associated 
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ideological shifts, appears yet to mature in a unified way. The second main assertion of 

this thesis, in particular, underscores that such a companionship could empower more 

socio-culturally enthused city branding theory and practice.   

6.3 KEY IMPLICATIONS OF THE THESIS  

The first two main sections of this chapter illuminate how the thesis distinctly 

reinforces, builds on and extends city branding scholarship. These sections also 

distinguish more immediate practical consequences for city branding practice (e.g. 

grasping and facilitating city brand meaning ‘co-creation’, supplementing city branding 

evaluation, engaging with urban sense-making frameworks and avenues for enhancing 

cultural resonance). As such, the preceding discussion helps to establish the novel and 

consequential contribution of this thesis to knowledge and understandings in city 

branding. Additionally, however, directed by Tracy’s (2010) conception of significant 

contribution as a marker of high-quality research, the following section articulates, 

more precisely, the contribution of the thesis to (1) city branding theory, (2) research 

methodologies and (3) practice or, essentially, the ‘real world’.  

 

6.3.1 Key Theoretical Implications  

Embodying a social constructionist understanding of knowledge advancement (e.g. 

Charmaz, 2014; see also Tracy, 2010, p. 846), this thesis critiques, builds on and 

extends knowledge and understandings in city branding. More pointedly, the 

conceptual, theoretical and empirical dimensions of the thesis combine to advance 

marketing knowledge of the non-marketer-controlled aspects of city brand meaning co-

creation. For maximum clarity, the key theoretical implications of the thesis are best 

encapsulated in three principal ‘parts’:  

1. Integrative theoretical framework of everyday interactions with city elements 

informed by empirical research findings (i.e. Chapter Five) and critically 

discussed above; and 

2. Conceptual and theoretical development of city brand meaning-making 

processes, including conceptualisation of how socially constructed city 

elements propel these processes (i.e. Chapter Three); and  

3. Integrative review of city branding research and practice (i.e. Chapter Two).  

Key theoretical implications of each principal part are now summarised in turn.  

6.3.1.1 Integrative framework of everyday interactions with city elements 

Building on conceptual and theoretical development in Chapter Three (see also Green 
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et al., 2018), the empirical findings outlined in Chapter Five advance knowledge by 

further enabling more holistic understandings of city brand meaning-making processes 

also more attune to the complexities of urban life. Specifically, the two main theoretical 

assertions comprising the integrative framework of everyday interactions with city 

elements (see Figure 5.1) pose the following key implications for city branding theory: 

Main Theoretical Assertion 1: Definition of ten meaning-making processes that: 

§ Offer fresh and nuanced understandings of how people ‘do things’ with socially 

constructed city elements (in the form of usefully basic and action-oriented 

conceptual units); and  

§ Help to further unravel the inherent nature of more ‘micro’ levels of city brand 

meaning co-creation as constant, fluid, dynamic and above all empowered by 

active and discerning meaning-makers ‘doing things’ with social constructs in 

creative yet not entirely unrestricted ways.  

 

Main Theoretical Assertion 2: Distinction of three dominant assumptions about 

urban life that: 

§ Indicate how more ‘macro’ level socio-cultural factors (including but not limited 

to intentional city branding) can also bear upon more micro levels of city brand 

meaning co-creation by shaping taken-for-granted ideas that frame how people 

make sense of urban life and particular city elements; and 

§ Illustrate how everyday interactions with fundamental city elements (i.e. urban 

reminders, the arts and residential behaviour) are intimately tied to tacit 

understandings of urban life by virtue of creative but partially confined meaning-

making processes. 

This latter domain also helps to tune further into the intricacies of how symbolic 

communication about the city is socio-culturally constituted and enacted, and, 

therefore, inherently uncontrollable. Thus, as well as addressing the research question, 

the empirical findings also respond to the overarching purpose of this thesis by helping 

to further understand the non-marketer-controlled aspects of city branding meaning co-

creation in more abstract and comprehensive ways.  

6.3.1.2 Conceptual and theoretical development: City brand meaning-
making processes   

Chapter Three of the thesis contributes to city branding theory by conceptualising how 

(1) urban reminders, (2) the arts and (3) residential behaviour emit symbolic messages 

in highly interrelated ways that see these elements propel the interconnected meaning-

making processes enveloping city brands. The key theoretical implications of this 
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chapter include:  

§ Further problematisation of non-marketer-controlled city brand meaning co-

creation as part of everyday, socio-cultural meaning-making;  

§ Conceptualisation of how three socially constructed city elements (i.e. urban 

reminders, the arts and residential behaviour) emit symbolic messages about 

the city;  

§ Situation of the above conceptualisation within a more holistic view of the 

meaning-making processes that envelop city brands (i.e. city brand meaning-

making processes); and  

§ Subsequent critical discussion that demonstrates how the more holistic view 

developed opens up a fresh lens for marketing scholars to view more of city 

brand meaning co-creation on both (i) more ‘micro’ levels (e.g. social actors 

going about daily life) and (ii) more ‘macro’ levels (e.g. intentional city branding 

efforts and various other socio-cultural factors). 

More broadly, the theoretical implications of Chapter Three build upon key 

developments within the most recent waves of ‘critical’ and ‘progressive’ city branding 

research (see Figure 2.2 and Table 2.2). Further enhancing meaningful connections 

between the thesis and cognate marketing theory, these theoretical implications concur 

with work theorising the multilevel ‘co-creation’ of markets, value, and/or meaning 

between multiple actors as interrelated and messy socio-cultural processes that call for 

holistic perspectives (see Cova & Dalli, 2009; Laamanen & Skålén, 2014; Peñaloza & 

Mish, 2011 for unique yet analogous illustrations). Ultimately, however, the chapter 

distinctly advances understandings of how the socio-cultural meaning-making 

processes that envelop city brands play out as part of everyday urban life. These 

understandings also forge a sound base for further conceptual and theoretical 

development throughout the empirical stages of the thesis. 

6.3.1.3 Integrative review of city branding research and practice   

A disconnect between city branding research and practice inhibits overall advancement 

of this branding domain (Kavaratzis, 2015). Thus, the integrative review in Chapter 

Two (see also Green et al., 2016) presents several key implications for city branding 

theory, including: 

§ Delineation of the philosophies and assumptions shaping the divergent 

evolutionary paths of city branding research and practice;  

§ Explication of how these divergent paths contribute to an overall disconnect 

between theory and practice;  



 243 

§ Development of a basis for greater mutual understanding or ‘common ground’ 

between researchers and practitioners;  

§ Identification of three key research gaps within extant city branding literature 

that appear particularly pertinent to bridging the theory-practice gap: (1) the 

non-marketer-controlled aspects of city brand meaning co-creation, (2) the 

ethical issues surrounding city brand management and (3) the fundamental 

nature of what cities mean to people (see also Green et al., 2016). 

To permit depth and thoroughness, the overarching purpose of this thesis targets the 

first of these gaps. However, the integrative review presented in Chapter Two provides 

a basis for relating the findings and broader implications of this thesis to several key 

research gaps and, thus, further demonstrating the overall relevance and value of the 

thesis in turn. For instance, in terms of the second gap, discussion of the empirical 

findings pertaining to city branding as a powerful macro factor shaping dominant 

assumptions about urban life also enlivens ethical issues surrounding city branding. In 

terms of the third gap, empirical findings pertaining to everyday meaning-making 

processes point to opportunities to fertilise continuous conversations about the city. 

This layer of implications intersects with progressive perspectives on the fundamentally 

dynamic, fluid and overall processual nature of what cities mean to people at any given 

moment. Most explicitly, these implications dovetail with Kavaratzis and Ashworth’s 

(2015, p. 165, 168) progressive conception of place brands as “practices that create 

and circulate meaning”, rather than “conclusive presentations”. Additionally, the 

purposeful review approach developed and implemented in Chapter Three constitutes 

one of several key methodological implications stemming from this thesis.  

 

6.3.2 Key Methodological Implications 

Tracy (2010, p. 846; see Table 4.2) emphasises guidance for new, creative or insightful 

methodologies as a key means through which research can contribute to knowledge 

and understandings in respective disciplines. This thesis offers four such 

‘methodological’ implications for future city branding research: (1) penetrating city 

brand meaning co-creation through a social constructionist lens, (2) utilising the 

flexibility of the case study approach, (3) unfreezing ‘traditional’ yet versatile research 

methods and (4) a ‘purposeful’ literature review alternative.   

6.3.2.1 Penetrating city brand co-creation through a social constructionist 
lens 

Echoing Aitken and Campelo (2011, pp. 915-916), this thesis demonstrates the value 

of a social constructionist lens to intellectual debates in city branding, and 
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understandings of city brand meaning ‘co-creation’ especially. Indeed, social 

constructionist researchers often investigate the actions and processes involved in 

assembling, sustaining, dismantling and reconstructing meanings (e.g. Gubrium & 

Holstein, 2008). Furthermore, as Cresswell (2004, pp. 29-30) highlights, a social 

constructionist understanding of knowledge and place energises research into 

underlying social processes involved in constructing ‘places’. Particularly pivotal in the 

present research though, a social constructionist perspective empowered further 

problematisation of the non-marketer-controlled aspects of city brand meaning co-

creation as a part of everyday, socio-cultural meaning-making (see also Green et al., 

2018). This problematisation sets the thesis on a path towards developing distinct and 

holistic understandings that, in turn, contribute to opening up a fresh lens for marketing 

scholars to grasp more of city brand meaning co-creation.   

 

Critical social constructionist tendencies (e.g. Cresswell, 2004, pp. 29-30; Crotty, 1998, 

pp. 58-61), most explicit here within examination of tacit meanings that simplify and 

constrain meaning-making, appear particularly pertinent to empowering critical and 

socio-culturally engaged city brand co-creation theory. Further, while these tendencies 

compel consideration of more macro phenomena, the researcher’s social 

constructionist stance also facilitated fine-grained analysis of more micro phenomena 

(i.e. implicit actions). Thus, more broadly, the thesis reinforces the value of a social 

constructionist lens to penetrating how social actors co-create city brand meaning 

within complex socio-cultural environments while making fluid and creative sense of 

the places they live in, visit and imagine.  

6.3.2.2 Utilising the case study approach to balance flexibility and focus  

Much city branding research embraces some form of case study approach (Lucarelli & 

Berg, 2011). However, this thesis highlights the particular value of case studies to 

balancing flexibility and focus. In particular, this inquiry approach accommodated the 

context-embeddedness of everyday interactions with city elements and city brand 

meaning-making process more broadly, without necessarily restricting the investigation 

to one particular ‘city’. Pointedly, the empirical dimension of the thesis underscores the 

importance of engaging with contextual complexities, while also not allowing focus on 

particular cities to inhibit insights into the interrelations between socially constructed 

places. For instance, many of the meaning-making processes distinguished involve 

social actors relating to multiple places or a sense of ‘global’ place. Moreover, the three 

dominant assumptions distinguished (i.e. consumption, work and ‘experience’) also 

frame how participants interacted with and reconstructed fundamental elements of 

various places. As increasing global cultural interconnectedness continues to infiltrate 
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urban sense-making and urban life (e.g. Woodward et al., 2008), balancing 

geographical flexibility and focus in empirical research arguably constitutes an 

important ongoing consideration for city branding scholarship.  

 

As well as helping to balance geographical flexibility and focus, adopting a case study 

inquiry approach also permitted pursuit of this balance in terms of research methods 

and data co-creation and analysis processes. With respect to the former, a case study 

approach facilitated adoption of qualitative interviews as a flexible research method for 

targeting the focal research phenomena. More specifically, the versatility of this method 

enabled the researcher to co-create extensive, rich and informative empirical data with 

diverse participants. In terms of data co-creation and analysis processes, the case 

study approach facilitated Charmaz’s (2008, 2014) constructionist grounded theory 

methods. Distinguished as systematic yet flexible guidelines (e.g. Charmaz, 2014, pp. 

32-33), these methods (see Figure 4.4 and 4.5), in turn, fostered intensive and fine-

grained analysis instrumental to constructing usefully basic and action-oriented 

conceptual units that help to advance theoretical understandings. This approach to 

analysis also encouraged simultaneous exploration of broader implicit meanings as an 

unanticipated analytical avenue pertinent to the multi-layered research phenomena 

under investigation. The third key methodological insight of the thesis stems from the 

particular value of qualitative interviews in research settings that demand flexibility and 

focus.   

6.3.2.3 Unfreezing ‘traditional’ yet versatile research methods  

As outlined in Chapter Four, this thesis encompasses a number of interview 

approaches including sequential snapshot interviews, walking-and-talking interviews, 

driving-and-talking variations, follow-up email correspondence and paper interview 

conversations. Due in part to this variety, the researcher engaged each participant in 

markedly different ways. The researcher’s relationship with each participant also 

evolved in nuanced ways throughout the empirical stages of the research. Additionally, 

each participant’s relationship to Melbourne varied considerably such that the 

researcher co-created interview data with a mix of ‘residents’ (past and present, 

temporary and long-term), tourists (repeat and first-time) and people who have never 

visited (or hardly ‘heard of’) the city. However, not embracing classifications such as 

‘resident’ or ‘tourist’ further stimulated engagement with each interview participant as 

an active meaning-maker with a special take on the city and multiple other places. 

Further, map-drawing and photo elicitation exercises enabled integration of visual 

materials within interview conversations. Ultimately, embracing the versatility of the 

interview method in these ways (e.g. interview approach, interview participants, 
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evolving relationships with participants, co-creation of various interview data types) 

enhanced the rigour of the empirical research (see Tracy, 2010 and Table 4.2) by 

helping to examine the complexity of the phenomena under investigation from more 

angles. 

 

To some extent, unanticipated interview approaches that depart from the ‘standard’ 

one-shot, seated and face-to-face research interview (e.g. walking-and-talking 

interviews, snapshot interviews) embody similarities to the field interviews that often 

form part of ethnographic research (e.g. Pryor & Grossbart, 2007 in place branding). 

Also perhaps more familiar to ethnographic research, the researcher’s three personal 

visits to Melbourne, totalling just over six weeks in duration, became instrumental to 

maximising the versatility of the interview method. That is, although not involving 

‘formal’ observation in terms of descriptive or analytical notetaking, these visits enabled 

the researcher to develop rapport with participants while also sensitising the researcher 

to the city’s rhythms, albeit as a ‘tourist’. Conversely though, the decision to focus on a 

city other than where the researcher currently resides facilitated sequential interviews 

with yet more unique participants, including those who have never visited Melbourne. 

As such, the empirical stages of the thesis reinforce the value of exercising the 

versatility of qualitative interviews throughout a study, especially when not adopting 

overarching inquiry approaches (e.g. ethnography) in which such flexibility is perhaps 

more ‘standard practice’. This suggestion echoes calls for more dynamic, multi-sensory 

and multi-dimensional methodologies to lift place branding research more in line with 

the complexities of places, the meaning of these symbolic entities to people and urban 

life (e.g. Campelo, 2011b; Henshaw et al., 2015). The fourth and final methodological 

implication of the present thesis also offers up a flexible alternative that could be of 

relevance to future city branding research.  

6.3.2.4 A purposeful literature review alternative  

The purposeful literature review approach developed and implemented in Chapter Two 

(see Figure 2.1 for overview) offers an alternative to the quantitative tendencies of 

many systematic literature review approaches (see also Green et al., 2016, pp. 253-

257). These tendencies (e.g. predetermined search terms, frequencies, percentages, 

fixed categories, filtering by publication types) may not be appropriate to the distinct 

objectives of some review-oriented investigations. To illustrate more specifically, the 

purposeful review methodology of Chapter Two could be of relevance to other research 

contexts in which reviewing pertinent literature can achieve a specific investigative aim 

such as identifying, mapping and comparing streams of thought or broader ideological 

shifts. Further, other branding domains and fields characterised by a prominent theory-
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practice gap could benefit from reflecting critically on and delineating broad 

evolutionary shifts in both theory and practice through this review approach. As 

Chapter Two exhibits, contrasting and synthesising theory and practice in this way can 

provide a basis for discerning and prioritising research gaps particularly pertinent to 

bringing these disciplinary arenas closer.   

 

6.3.3 Key Practical Implications  

A major disconnect has formed between city branding research and practice 

(Kavaratzis, 2015; see also Chapter Two). As such, key theoretical implications of this 

thesis that speak to research gaps pertinent to addressing this theory-practice gap (i.e. 

non-marketer-controlled aspects of city brand meaning co-creation, ethical issues and 

fundamental nature of what cities mean to people) also offer key practical implications. 

The first two main sections of this chapter distinguish some more immediately 

‘practical’ insights of the thesis for city branding practice (e.g. grasping and facilitating 

city brand meaning ‘co-creation’, supplementing city branding evaluation, engaging 

with urban sense-making frameworks and avenues for enhancing cultural resonance). 

However, to further clarify the consequential nature of this research, the following 

section specifies key implications for groups intentionally seeking to ‘brand’ the city. 

This section also highlights possible implications for locally-rooted stakeholders, 

irrespective of intentional or conscious involvement in the city brand.   

6.3.3.1 Groups intentionally seeking to ‘brand’ the city 

Engaging with current practice and issues facing contemporary practitioners 

encourages identification, transfer amongst practitioners and ultimately greater 

resonance with this key research audience (Tracy, 2010, pp. 844-845; see also Green 

et al., 2016, p. 268). Hence, key implications of this thesis for groups intentionally 

seeking to ‘brand’ the city (i.e. city branding ‘practitioners’) are articulated here in light 

of both: 

(i) The contemporary emphasis on promotion and image-generation 

techniques (e.g. slogans, buzz-words, idealistic imagery, logos, flagship 

developments) (Insch, 2011, p. 12; Lichrou et al., 2018, pp. 2-3) associated 

with rhetorically ‘brand’ focused city branding; and   

(ii) Less widespread yet promising efforts to engage multiple stakeholders in 

city branding and urban planning processes (e.g. Hernandez-Garcia, 2013; 

Lange et al., 2010; Northover, 2010; Rabbiosi & Giovanardi, 2016).  

More specifically, the multi-layered practical implications of this thesis constellate 

around three main themes: (1) fostering common-ground between scholars and 
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practitioners, (2) facilitating city brand meaning ‘co-creation’ and (3) more socio-

culturally engaged practice. 

Theme 1: Fostering common-ground between researchers and practitioners  

Delineating major evolutionary shifts shaping the trajectory of both city branding 

research and practice, Chapter Two develops a basis for greater mutual understanding 

between scholars and practitioners regarding respective philosophies and 

assumptions. Empirical research findings informing the first main assertion that 

illustrate the particularities of how people ‘co-create’ brand meaning by actively ‘doing’ 

creative ‘things’ with socially constructed city elements could also foster greater 

common ground between scholars and practitioners. Further, these findings enlighten 

additional and particular opportunities for facilitating the complex and inherently 

uncontrollable processes through which stakeholders co-create city brand meaning.   

Theme 2: Facilitating city brand meaning ‘co-creation’  

Each of the ten meaning-making processes defined in this thesis presents 

opportunities to fertilise diverse conversations about the city amongst stakeholders. 

These implications appear particularly valuable given that “inviting people to think 

about and discuss what the place is” constitutes a conceivable route towards 

participatory management philosophes that engage with the inherently complex and 

cultural nature of place brands (Kavaratzis & Ashworth, 2015, p. 165). Greater resident 

participation can, in turn, engender manifold place branding benefits such as enhanced 

credibility, civic community, wellbeing and place attachment (Insch, 2011, p. 14).  

 

Empirical research findings pertaining to dominant and framing assumptions about 

urban life could also help to facilitate city brand meaning co-creation. Specifically, 

these findings indicate that socially constructed city elements that arouse assumptions 

about everyday urban life may be more effective at stimulating broader conversation 

about the city and, over time, circulating more and more different city elements. 

Additionally, culturally resonant city elements may offer ripe meanings for social actors 

(e.g. residents, tourists) to take up and use towards individual and social identity 

projects. As such, these findings also indicate additional avenues for enhancing place 

satisfaction, connectivity, identification, engagement, pride and attachment. In turn, 

these avenues offer windows into the potential for city brand meanings to serve more 

positive socio-cultural functions (e.g. enhanced collectivity, see Mommaas, 2002, p. 

34). Poised against a background of evolving contemporary relationships to places and 

‘place’ (see Figure 1.1; Askegaard & Kjeldgaard, 2007, p. 139; Woodward et al., 2008), 
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such city branding objectives may become increasingly paramount to effectively 

facilitating city brand meaning co-creation. Even more broadly, and aligning with recent 

calls for more inclusive city branding practice (see Giovanardi et al., 2018; Warnaby et 

al., 2015 in particular), firing up diverse conversations about the city could also 

encourage a pluralisation of socially constructed city elements towards more 

variegated and less exclusionary city brand meanings.  

Theme 3: More socio-culturally engaged practice  

Supplementing city branding evaluation with analysis of how (i.e. through what 

everyday meaning-making processes) people interact with the city elements that such 

branding efforts evoke (e.g. depiction of a ‘typical resident’) constitutes another 

potential practical implication of this research. As well as aligning with the broader 

conception of the city branding process as an open-ended conversation (e.g. 

Kavaratzis & Ashworth, 2015 most explicitly), such a branding evaluation approach 

could be conducive to broader management styles that acknowledge social actors 

constantly make city brand meanings in creative and partially confined ways. Findings 

informing the second main assertion could also have implications for more socio-

culturally engaged city branding practice. Specifically, these findings support that 

practitioners may benefit from examining broad, dominant and commonsense ideas 

about urban life as part of initial research and analysis branding phases. Moreover, 

probing the taken-for-granted assumptions about everyday urban life that frame how 

people interact with city elements could also provide a basis for practitioners to more 

fully understand how the cultural resonance of particular elements evolves over time. 

Of course, discussing avenues to enhance city branding practice is easier than 

enacting such recommendations, especially in terms of participatory and collaborative 

approaches (see Insch & Stuart, 2015; Stubbs & Warnaby, 2015). Still, the present 

thesis offers fresh and constructive directions for practice in this space, thus enhancing 

the overall contribution of the thesis to city branding.   

6.3.3.2 City residents and other locally-rooted urban stakeholders  

More participatory city branding possesses potential implications for the everyday life 

of residents and other groups with a ‘stake’ in the city brand that do not routinely 

contribute to intentional city branding. However, the third theme running through the 

practical implications of this thesis (i.e. more socio-culturally engaged practice) could 

be particularly relevant to locally-rooted stakeholders. Specifically, encouraging the 

circulation of more different and more culturally resonant city elements could offer rich 

meanings for people, residents especially, to take up and use towards identity projects. 
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Further, as Giovanardi et al. (2018, p. 175) highlight, “representational practices can 

shape how not only external audiences, but also inhabitants of particular places come 

to view themselves”. Thus, even if residents do not make use of particular city 

elements in identity projects per se, fertilising continuous conversations amongst these 

stakeholders, and supporting the circulation of more different elements, could assist in 

diversifying or at least ‘unfreezing’ understandings of who lives and belongs in the city.  

 

Shifting to other stakeholder groups, Chapter Three highlights the role of diverse 

locally-rooted stakeholders (e.g. nightclubs, farmers markets, cafes and other informal 

eateries, small-scale art galleries, independent bloggers, part-time art dealers) in the 

ongoing social construction of city elements. Possessing socio-cultural resources of 

special consequence to city brand meaning-making (e.g. credibility, friendship-based 

industry networks), these stakeholders could help to circulate more and more different 

city elements (see also Green et al., 2018, p. 17). Particularly crucial in terms of 

empowering locally-rooted stakeholders though, the conceptual and theoretical 

development of this thesis could provide a basis for these groups to engage with the 

‘city branding’ value of their unique resources. Such comprehension could in turn 

provide a basis for such groups to formulate a more explicit ‘city branding’ case for 

securing ‘a seat at the table’ in terms of city brand strategy development and resource 

allocation. However, as Chapter Three also notes (see also Green et al., 2018, p. 17), 

further research is necessary to better understand the nuanced socio-cultural 

resources that enable these urban stakeholders to interactively stimulate the social 

construction of city elements.  

6.4 LIMITATIONS  

The empirical dimension of the thesis offers an alternative and progressive viewpoint 

with which to better understand the focal research phenomena, rather than a set of 

generalised statements about universal social mechanisms. Further, all dimensions of 

the thesis together enable holistic understandings of city brand meaning-making 

processes more attune to the complexities of everyday urban life. These 

understandings are also advanced as more abstract and comprehensive means 

through which to comprehend or ‘make sense of’ non-marketer-controlled city brand 

meaning co-creation, rather than generalised statements. Nonetheless, it is important 

to highlight research features that could ‘limit’ the abstraction or comprehensiveness of 

the understandings offered. Broader considerations such as geographical, socio-

cultural and temporal context are discussed first, followed by more particular data co-

creation processes.  
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6.4.1 Geographical, Socio-Cultural and Temporal Contexts  

The empirical stages of this thesis take up a particular ‘city’ (i.e. ‘Melbourne’) as a 

primary unit of analysis to investigate how people interact with and reconstruct socially 

constructed elements of ‘the city’. Hence, the empirical findings may, or may not, 

pertain to how people interact with and reconstruct the fundamental elements of other 

cities. That being said, participants and the researcher often spoke about various 

places (e.g. Madrid, Paris, Sydney, Brisbane, Hobart, Barcelona, London, Amsterdam, 

Bali, Singapore). The researcher also analysed the actions, processes and 

assumptions employed throughout each conversation, irrespective of reference to 

particular places. As such, there appears some basis for contending (rather than 

‘proving’) that people interact with elements of various cities through the same 

constellation of meaning-making processes and/or based on the same assumptions. 

Similarly, empirical insights into the practical workings of what urban reminders, artistic 

outputs and residential behaviours participants interact with and reconstruct (see Table 

5.2 and 5.3; Figure 5.3) may (or may not) relate to the particular forms of these 

elements that other cities are thought to consist of and are thought to take place (or 

have taken place) in other cities.  

 
In terms of temporal context, findings informing the second main theoretical assertion 

could be considered a representation, only and entirely, of the present day. Of course, 

on the other hand, this is not to say that the assumptions distinguished are entirely 

unique to this historical moment. For instance, the ‘experience economy’ is thought to 

have taken hold through the 1990s (e.g. Pine & Gilmore, 1998). However, Harvey’s 

(2003) in-depth examination of 19th century Paris chronicles the central role of 

consumption, spectacle and entertainment (e.g. cabarets, circuses, concerts, theatres) 

in counterbalancing the demands of constant, often physically demanding, work. Other 

scholars such as Ritzer (2001, p. 133) concur that spectacle “itself is not new”, 

although spatial and temporal distinctions between spectacle (simulation-oriented 

forms especially) and routine everyday urban life have faded. Nonetheless, there is no 

way of ‘proving’ the future or past ‘generalisability’ or ‘universality’ of any assumption 

distinguished in this thesis. Rather, the theoretical and practical value of the second 

main assertion rests on insights into how taken-for-granted ideas about urban life 

(whatever these may be) can frame everyday interactions with city elements and thus 

more micro levels of city brand meaning co-creation. 
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6.4.2 Data Co-Creation Processes  

Looking at more particular data co-created processes, several specific features of the 

thesis could ‘limit’ the abstraction or comprehensiveness of the empirical findings. 

Primarily, the researcher sought to engage with the complex, fluid and multifaceted 

nature of the research phenomena through the co-creation of various interview data 

types (e.g. visual, verbal) and utilising various interview approaches (e.g. face-to-face, 

snapshot, walking-and-talking, paper interview conversations). However, research 

interviews represent purposeful and pre-arranged social encounters that, by nature, 

differ to the spontaneous, casual and often anonymous encounters that play out in 

urban environments (e.g. two strangers talking briefly on a train). Research interviews 

also differ to social encounters between highly familiar people (e.g. members of the 

same family). Indeed, participants interact with city elements through the same 

constellation of processes, and on the basis of assumptions about urban life, in 

sequential interview conversations (a total of six in the case of Rose). Nonetheless, 

regular encounters with highly familiar people may present meaning-making nuances 

that should be explored. Moreover, people may interact with city elements through 

different processes, and based on different assumptions, within larger social groups 

(e.g. friendship groups, larger families, online communities).   

 
Secondly, while the researcher sought to hear different voices, the participants 

engaged embody similarities. For instance, interview participants speak a range of 

languages, but all interview conversations were in English. As such, the empirical 

findings favour English-speaking meaning-makers. Social actors who speak other 

languages (and perhaps also emanate from more diverse socio-cultural contexts) may 

interact with and reconstruct city elements through different processes and on the 

basis of different assumptions. For instance, these actors could employ nuanced 

conceptions of and relationships to time, history, ‘branding’, ‘global’ place and so on. 

Similarly, all participants engaged had completed some formal education (ranging from 

secondary school to university degrees). Social actors emanating from different 

educational backgrounds (e.g. no formal education) may interact with city elements in 

other ways that should also be explored to develop more abstract and comprehensive 

understandings of the research phenomena. 

 
Articulating features of the present thesis that could ‘limit’ the abstraction or 

comprehensiveness of the understandings offered points to several directions for future 

research. For instance, the findings of this research could be contrasted with 

exploration of how people emanating from other socio-cultural contexts interact with 

and reconstruct city elements through spontaneous or ‘anonymous’ encounters with 
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complete ‘strangers’ and/or as groups. The following penultimate section of the chapter 

outlines broader research directions for future research indicated in this thesis.    

6.5 FUTURE RESEARCH DIRECTIONS  

Discussing the empirical findings of the thesis in relation to extant literature permits the 

articulation of multiple questions and broader research directions for further 

consideration throughout this chapter. For example, the first main part of the chapter 

highlights the following as opportune directions for future research:  

§ ‘Cosmopolitan competence’ (e.g. Hannerz, 1990, p. 239) as an additional 

bottom-up city brand meaning-making dynamic;  

§ Integrating analysis of how stakeholders interact with and reconstruct the city 

elements represented in branding initiatives to further evaluate such initiatives; 

and  

§ Exploring the extent to which the everyday meaning-making processes through 

which people ‘do things’ with socially constructed elements relate to how 

people ‘do things’ with the social constructs swirling around other symbolic 

entities (e.g. products, services, celebrities).  

The second main part of the chapter also highlights several further ripe openings: 

§ Exploring the extent to which city elements that arouse contemporary 

assumptions about urban life can effectively stimulate conversations about the 

city;  

§ Evaluating evolving assumptions about urban life as an alternative angle to 

examine how the socio-cultural resonance of particular city elements varies 

over time;  

§ Exciting additional approaches to place satisfaction, connectivity, engagement, 

pride and attachment by engaging with contemporary assumptions about urban 

life and socially constructed city elements; and      

§ Working with Holt’s (2004) ‘cultural branding process’, and perhaps other 

socio-cultural marketing theory, as a base for directing greater consideration to 

the socio-cultural ideas and associated ideological shifts that bear upon more 

micro city brand meaning co-creation.  

 

The extent to which a study compels and informs further conversation, questioning and 

investigation enables a more ‘significant’ contribution to knowledge advancement 

overall (Tracy, 2010, pp. 845-846). Therefore, to fully mature this component of the 

thesis, the following sub-sections articulate two further fulsome research avenues 

indicated by the present thesis: (1) ‘iconicity’ and culturally resonant artistic outputs 
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embodying a sense of place and (2) empowering locally-rooted and independent 

stakeholders.  
 

6.5.1 ‘Iconicity’ and Culturally Resonant Artistic Outputs Embodying Place  

As highlighted in Chapter Five Part A (see Table 5.3 especially), most artistic outputs 

thought to embody a sense of place that interview participants interacted with and 

reconstructed belong to ‘popular culture’ category (e.g. commercial fashion, music, 

food, see DiMaggio, 1982, p. 33). For instance, participants gave shape to ‘Melbourne 

coffee’, ‘Melbourne fashion’ (e.g. mostly fast fashion clothing items from chain stores 

such as Zara and H&M), ‘innovative cafe food’ (e.g. extravagantly decorated pancakes, 

precariously positioned bacon and eggs) and ‘ramen’ (a Japanese dish typically 

consumed late at night in 24-hour eateries). Reinforcing the interrelated nature of 

socially constructed city elements, participants reformulated these outputs as part of 

routine everyday life for people who live and belong in Melbourne. Additionally, the 

largely informal, accessible and commercial nature of these outputs suggests departing 

further from traditionally uneven emphasis within city branding on ‘high’ cultural outlets 

including museums, the opera and other theatres (e.g. see Whitt, 1987). Such elite 

cultural outlets engender a conception of art in the city as a ‘special occasion’ that sits 

apart from, or rather ‘above’, everyday life for most people. More fundamentally, these 

empirical insights underscore the value of appreciating ‘the arts’ as a socially 

constructed component of what the city is thought to consist of and what is thought to 

take place (or have taken place) in the city, rather than a uniform or manipulable 

variable. 

 

Understanding ‘the arts’ in a city as a forever fluid mix of high, low, corporate, informal, 

accessible, commercial and independent ‘art’ that active meaning-makers formulate 

concurs with recent literature on place brands and culture. Particularly notable in this 

domain, Kavaratzis and Ashworth (2015) identify ‘event hallmarking’, other 

‘spectacles’, celebrity artists, flagship buildings and signature ‘arts and culture’ districts 

as common techniques employed to use or rather hijack culture in superficial and 

short-sighted place branding strategies (e.g. pursuing increased consumption, tourist 

visitation, brand name awareness). Instead, Kavaratzis and Ashworth (2015, p. 169) 

call for greater consideration of both: 

o Culture for the place: “elements that recreate and circulate meaning within the 

place’s community such as museums and other facilities that foster cultural 

exchange between people, whether insiders or outsiders”; and  

o Culture of the place: “cultural features that place-based audiences perceive as 

belonging to the specific place and linking them together as a community”.  
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Conceiving the arts as a socially constructed, inherently uncontrollable and ‘everyday’ 

city element appears particularly appropriate to further engagement with these 

understandings of culture. Additionally, empirical insights regarding the arts advanced 

in this thesis suggest the notion ‘iconicity’ could further mobilise more socio-culturally 

engaged city branding research. Iconicity could be especially valuable to examining 

how dominant assumptions about everyday urban life frame construction of diverse 

artistic outputs thought to embody a sense of place and perhaps also how the cultural 

resonance of certain artistic outputs and other city elements varies over time.   

 

Although prominent in Holt’s (2004) ‘iconic brands’, cultural sociology embraces the 

notion of ‘iconicity’ in various ways (e.g. Bartmanski & Woodward, 2013; Woodward, 

2011; Woodward & Ellison, 2012). For instance, Bartmanski and Woodward (2018, p. 

172) dissect how an everyday commodity, the vinyl record, earns its status as a “totem” 

that excites and unites diverse cultural interests, especially amongst “marginalised” 

and “underground” groups. Their analysis situates this cultural icon at the intersection 

of everyday consumer behaviours, locally-rooted stakeholders (e.g. independent 

record stores) and grass-root movements that link the material object of a vinyl record 

with cultural narratives. Bartmanski and Woodward (2018) also highlight the role of 

broader socio-cultural, historical and political contexts (e.g. the digitisation of music) in 

vinyl’s revival as a mass-produced commodity enjoying an ‘artistic’ and ‘authentic’ 

aura. Crucially, they contend that the vinyl record constitutes a “complex sensory 

signifier and multifaceted material object” that “needs to be accounted for in terms of its 

affordances, qualities, sensualities, and a whole range of specific phenomenological 

references and performative traits” (Bartmanski & Woodward, 2018, p. 173). Hence, 

engaging with such comprehensive work on iconicity (see also Alexander, 2008) could 

present opportunities to go deeper into the material, performative and symbolic 

complexities of culturally resonant everyday artistic outputs. For instance, how do the 

material, sensual, symbolic and performative components of the ‘elevated’ coffee that 

‘authentic’ ‘Melbourne people’ drink come into play? These complexities may be 

decisive in broader socio-cultural resonance. Additionally, iconicity could enrich more 

socio-culturally attentive understandings of place-of-origin, the made-in effect and 

senses of place irrespective of provenance (see Bell & Valentine, 1997; Giovanardi, 

2011a; Pike, 2015 for pertinent reflections). The following research direction also 

demands greater socio-cultural vigilance.   

 

6.5.2 Empowering Locally-Rooted and Independent Stakeholders   

As reinforced throughout this thesis, understanding the nuanced socio-cultural 

resources (e.g. social capital, credibility) that enable locally-rooted stakeholders (e.g. 
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coffee shops, farmers markets, micro-breweries, community magazines) to stimulate 

ongoing social construction of city elements could open up avenues for facilitating city 

brand meaning co-creation (see also Green et al., 2018, p. 18). However, city branding 

strategies and tactics often ignore the small-scale infrastructure of local shopkeepers, 

cultural creators and architects in favour of larger-scale, external projects and 

stakeholders (Kavaratzis & Ashworth, 2015; Mommaas, 2002, p. 42; Omholt, 2015, p. 

251). The reluctance of such stakeholders to contribute to (or become a ‘pawn’ in) 

“someone else’s strategy” further inhibits more inclusive stakeholder collaboration 

(Mommaas, 2002, p. 42). However, empowering the socio-cultural resources of these 

groups could offer an alternative means through which to keep meaningful 

conversations about the city ‘alive’. Additionally, flourishing local business districts can 

enhance social, cultural and economic dimensions of everyday urban life (Omholt, 

2015; Pryor & Grossbart, 2005, pp. 806-807; Ryan & Mizerski, 2010). Moreover, small-

scale community events organised and managed by locally-rooted stakeholders (e.g. 

writers festivals, street parties, fashion weeks) can help to build a sense of community 

and enhance quality of life (see Walters & Insch, 2018). As such, understanding and 

capacitating the socio-cultural resources that such stakeholders draw upon and 

cultivate could advance manifold branding objectives.  

 

In terms of scope for city branding theory development, investigating the socio-cultural 

resources of locally-rooted stakeholders could supplement instrumental work around 

the pertinence of Vargo and Lusch’s (2004) service-dominant logic (SDL) to 

understanding how networks of city brand stakeholders with “differing capabilities 

collaborate to co-create place products with the users/consumers of the places 

concerned” (Warnaby & Medway, 2015, p. 33). Essentially, Warnaby and Medway 

(2015, p. 46; see also Warnaby, 2009; Warnaby et al., 2015, p. 247) contend that 

“places can be regarded as service systems, in that they constitute a combination of 

operand and operant resources, and/or hard and soft conditions, which are integrated 

to develop and offer (or in SDL parlance, a value proposition) to potential users”. More 

pointedly with respect to the research avenues illuminated by the present thesis, the 

socio-cultural resources that enable locally-rooted stakeholders to stimulate the social 

construction of city elements could constitute key forms of ‘operant’ resources within 

city branding contexts. Vargo and Lusch (2004, pp. 1-3) distinguish between: (1) 

operant resources (e.g. knowledge, skills) that are often invisible, intangible, dynamic 

and infinite, and (2) operand resources (e.g. land, minerals) that are usually static and 

infinite. Another hallmark characteristic within SDL, the primacy of resource integration 

(i.e. as opposed to isolated or independent resources and actors such as firms, 

individuals, nations etc.) to value-adding exchange (e.g. see Vargo & Lusch, 2008, p. 
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3), also resonates with this future research direction. That is, the socio-cultural 

resources of city brand stakeholders such as cafes, nightclubs and farmers markets 

could be considered key operant resources contributing to the multi-actor resource 

integration that occurs within the complex service systems of places.  

 

Earlier developments (e.g. Warnaby, 2009; Warnaby & Medway, 2015) indicate the 

broader potential conceptual and theoretical insights to be gained by exploring place 

and city brands through SDL. Overall, however, city branding scholars seem yet to fully 

embrace such a lens. Nonetheless, the findings of the present thesis provide some 

additional direction for exploring the “specific nature of operand/operant place 

resources in a place context”, a more specific research gap that Warnaby (2009, p. 

416) identifies as particularly germane to advancing insights into place (and city) 

branding. Further, as SDL directs particular attention to operant resources as “the 

fundamental sources of competitive advantage” (Warnaby & Medway, 2015, p. 404), 

understanding the socio-cultural resources of locally-rooted stakeholders (e.g. 

credibility, social capital) appears especially worth ongoing consideration. Moreover, 

the considerable body of marketing literature surrounding SDL (e.g. see Lusch & 

Vargo, 2014; Vargo, 2011 for more recent developments) could provide valuable 

guidance for city branding researchers seeking to better understand and ideally 

optimise the role of such non-economic and intangible resources within broader, multi-

actor city brand co-creation processes. 

 

Extant literature, such as Pryor and Grossbart’s (2005) ethnography of a Midwestern 

American ‘Main Street’, could inspire research methodologies suited to canvassing the 

inner functioning and character of particular business districts and constituent 

stakeholders. Abundant literature surrounding the dynamics of specific industries (e.g. 

Bartmanski & Woodward, 2018; Bader & Scharenberg, 2010; Becker, 1982; Peterson, 

1990; Peterson & Berger, 1975; Shaw, 2005) could also provide guidance in this 

respect. More particular theoretical arms such as the ‘production of culture’ perspective 

(e.g. Peterson & Anand, 2004) could also be informative. However, geographically 

focused investigations (e.g. Currid, 2008; Pryor & Grossbart, 2005; Ryan & Mizerski, 

2010) suggest that cross-industry relations empower local business districts. 

Therefore, stakeholder inter-mixing may also be influential in fostering and activating 

constituent stakeholder resources. To illustrate more specifically, Omholt’s (2015) 

investigation of Oslo’s ‘culinary culture’ highlights informal, flexible and internal 

management, collective learning, governance and knowledge exchange as important 

considerations in local restaurant cluster development. Although, as Omholt (2015) 

underscores, each restaurant cluster may benefit from distinct support mechanisms. 
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Evident research challenges aside though, this thesis underlines the imperative to 

acknowledge, understand and facilitate the contribution of diverse, locally-rooted, often 

independent and thus easily ‘unseen’ stakeholders to city brand meaning co-creation. 

Pivotally, the contribution of these groups may hinge primarily (or entirely) on socio-

cultural (rather than economic) resources.  

 

In addition to the research directions highlighted above and throughout the preceding 

discussion, now is an opportune time to reignite a fundamental contention of this 

thesis: signs and symbols permeate everyday realities (Berger & Luckmann, 1966: 41; 

Bignell, 2002: 7; Mick, 1986: 196). Therefore, the socially constructed city elements 

that propel city brand meaning-making processes (i.e. urban reminders, the arts and 

residential behaviour) should remain a key thread in marketing theory moving forward 

because this is where the magic of urban life and, thus, the meaning of cities to people, 

radiates (see also Green et al., 2018, p. 18). Additionally, as the empirical stages of the 

thesis expound in original, fine-grained and useful ways: people constantly make 

meaning. Hence, the creative actions, chaotic processes and socio-cultural dynamics 

through which people continuously interact with and give meaningful shape to the 

fundamental elements of the city also constitutes a domain worthy of ongoing 

conversation.  

6.6 CONCLUSION  

This thesis contributes to knowledge and understanding within city branding in original 

and consequential ways. Specifically, Chapter Two employs a purposeful integrative 

review approach to delineate major evolutionary shifts in the trajectories of city 

branding research and practice (see also Green et al., 2016). Identification of the non-

marketer-controlled aspects of city brand meaning co-creation as a key research gap 

pertinent to addressing the disconnect between theory and practice informs the 

overarching purpose of the thesis in turn. Initial problematisation and theoretical 

exploration of this gap in Chapter Three (see also Green et al., 2018) then contributes 

to city branding theory by conceptualising how (1) urban reminders, (2) the arts and (3) 

residential behaviour emit symbolic messages in highly interrelated ways that see 

these elements propel the interconnected meaning-making processes enveloping city 

brands. Subsequent critical discussion in Chapter Three demonstrates how the more 

holistic view of city brand meaning-making processes developed opens up a fresh, 

critical lens for scholars to view more of city brand meaning co-creation on various 

micro and macro levels.  
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Building on conceptual and theoretical development in Chapter Three, the empirical 

research stages, a qualitative case study of ‘Melbourne’, investigate how people 

interact with and reconstruct socially constructed city elements. The empirical findings 

inform an integrative theoretical framework of everyday interactions with city elements 

distinguished by two main theoretical assertions that pertain to different but interrelated 

layers of the research phenomena. More specifically, empirical findings informing the 

first main assertion further unravel the inherent nature of more micro levels of city 

brand meaning co-creation as constant, fluid, dynamic and above all, empowered by 

active, creative and discerning meaning-makers constantly ‘doing things’ with social 

constructs. Findings informing the second main assertion illustrate how more macro 

factors such as intentional city branding and consumer culture bear upon the research 

phenomena by shaping commonsense assumptions about urban existence. Thus, 

together, the conceptual, theoretical and empirical dimensions of the thesis advance 

knowledge by enabling more holistic understandings of city brand meaning-making 

processes also more attune to the complexities of urban life. While the contributions of 

this thesis are abundant, importantly, it is the value of this work for future research 

trajectories that further solidifies its worth. 
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Appendix A: Participant-Drawn Maps  
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Appendix B: Photo Elicitation Exercise Images  
 
 
Photo Elicitation Image #1 (PEE1): Corner cafe 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Used with permission from Joyce Watts at MEL: HOT OR NOT 
www.melhotornot.com 
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Photo Elicitation Image #2 (PEE2): Office setting 
 

 
Source: This image has a CC BY SA licence. 
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Photo Elicitation Image #3 (PEE3): ‘Historical’ street scene 
 

 

Source: This image is in the public domain because its copyright has expired.  
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Photo Elicitation Image #4 (PEE4): Arcade setting 
 

 
Source: Researcher’s own (potentially identifiable faces blurred as per Griffith 

University’s standards of ethical research involving humans) 
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Photo Elicitation Image #5 (PEE5): ‘Stereotypical’ Melbourne ‘resident’ 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Used with permission from Meet Me On The Streets 
www.meetmeonthestreets.com 
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Photo Elicitation Image #6 (PEE6): Laneway setting 
 

 
Source: Used with permission from Fabulous Femme 

 http://www.fabulous-femme.com/melbourne-laneways-degrave/ 
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Photo Elicitation Image #7 (PEE7): Chinatown 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Researcher’s own (potentially identifiable faces blurred as per Griffith 
University’s standards of ethical research involving humans) 
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Photo Elicitation Image #8 (PEE8): Federation Square 
 

 
Source: Researcher’s own (potentially identifiable faces blurred as per Griffith 

University’s standards of ethical research involving humans) 
 
 


